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EY fabricators: Ever wonder 
what happens after you’ve 
installed natural stone? 
The restoration industry is 

often called upon to bring stone ranging 
from private spaces to national treasures 
back to full glory, and in the case of pub-
lic spaces, restore and maintain them for 
all to use and enjoy. 
 

Enter The Marble Doctor VA, LLC of 
Chantilly, Virginia. The company has been 
breathing new life into older structures for three 
decades. In fact, The Marble Doctor has been 
successfully servicing the greater Washington 
DC-Baltimore area for 31 years by combining 
ethics, imagination and client education. With a 
total of just eight employees, General Manager 
Mike Bivens and company have succeeded in 
keeping customer satisfaction and quality in, 
while keeping high operating costs out and 
loving every minute of it. 

“At the end, to be able to walk through and 
hear those ‘wows,’ and see the fireworks going 
off in our client’s heads when they say, ‘This 
looks better than I imagined!’— this is what 
makes it all worthwhile,” said Mike Bivens. 
“And when the restoration fits within the aes-
thetic of the building and it looks like it never 
happened — I cannot say enough how fun and 
interesting that is. It’s where my passion comes 
from. Knowing that we went into a build-
ing that is in the historic register and we’ve 
restored it and made it look like it was when 
originally installed — it’s almost like bringing 
that history full circle. There are a lot of old 
monuments with a fascinating history, and that 
makes our job interesting. We are now a part of 
that history, and proud of it.”

A small company with a ravenous appetite 

for large-scale work, The Marble Doctor, as 
of late, has finished three interesting projects: 
the Strathmore Mansion, a cultural center-
piece located in North Bethesda, Maryland; 
The United States Holocaust Museum, locat-
ed in Washington, DC; and The Mount St. 
Sepulchre Franciscan Monastery, also located 
in Washington, DC. In Mike Bivens’ own 
words, the following three stories are brief 
accounts of those restorations.

The Strathmore Mansion
“The Strathmore Mansion, built in North 

Bethesda, Maryland in 1899, had been trans-
formed into an art center in 1983. There’s a 
lot of marble in there that is original. There is 
also a big concert room that is original to the 
house. It has wood paneling up to about eight 
feet tall, and then twelve by twenty-four inch 
marble blocks line the top of the wood around 
the room. There are a lot of orchestral record-
ings done in this room, so the mansion is kind 
of a hub for the arts in the area. That room then 
leads into the foyer portion of the mansion, 
which has a marble statue in the center. The 
floor is composed of Tennessee marble slabs 
that were added after the building was built. 

During events, such as weddings, caterers 
were using the room as a shortcut and the 
added stress from high traffic took its toll on the 
flooring. The slabs began cracking, especially 
in the doorways, so we were called in to take 
a look at it. 
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As durable as Tennessee marble is, poor installation in conjunction with many years of foot traffic 
had taken its toll on floors at the Strathmore Mansion in Bethesda, Maryland. Below, a combination 
of plaster, metal and wood used for filler were the underlying culprits of the loose slab flooring and 
subsequent cracking at the Strathmore Mansion.“Before reinstalling the slabs, repairs on them were 
needed. One of the things required to complete this project was to put the damaged areas together 
using epoxy,” said Mike Bivens, General Manager for The Marble Doctor.

Left to right: General Manager, Mike Bivens, 
Alfonso Moreno, Jose Perez and Antonio Urbina. 
“We are a small company, but we’ve been able to 
execute on some very high profile projects, and we 
like that. Everyone in the company is able to go 
into the field and do every kind of work.”

by Peter J. Marcucci
Photos Courtesy The Marble Doctor

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

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


2 |  decemBer 2014 slIppery rock GazeTTe      

“In the past, while maintaining the floors, 
we had shown them the cracks, but they had 
declined any suggested repairs. 

“But this time when they called us, they said 
the cracks are getting worse, and we need to do 
something about it.  

“When I got down to examine it closer, while 
pushing down on the slab, it acted like a bellows 
with dust and dirt coming out from underneath. 
The floor traffic had broken the plaster under-
neath that was used to fortify the space between 
the subfloor and joists, so there was a lot of 
movement in the floor. It was hollow and just 
going to get worse. 

“After a closer examination, we decided some 
slabs were going to have to come out. The 
original installers had put fillers and metal 
sheeting in between the joists and subfloor to 
fortify it. The slabs were added after the house 
was originally built, and it was clear that the 
original installers had to lower the floor joists 
and subfloor so that the marble floor was even 
to the surrounding wood flooring. Later, after 
removing the slabs and examining the joists 
with the Mansion Historical Society, it was 
determined that the joists had to be hand-sawn 
to lower them down. Some marble slabs were 
thicker than others, and we knew we had to put 
a bedding down to compensate.   

“Before reinstalling the slabs, repairs on them 
were needed. One of the things required with 
this project was to put the damaged areas 
together using epoxy. We’ve got one guy who 
paints as a hobby and is really good with colors. 
Tennessee marble has a grey hue to it, but if you 
look closely it has some varying colors of grey 
spottiness in it, so it is very hard to recreate that 
while repairing with epoxies and resin pastes. 
What we did was use an old technique taking 
the reverse side of the slab, grinding off some 
of the material and mixing it with the epoxy 
instead of using dye to try to match the color. 
That was very effective. When we explained 
this technique to our client they were very 
intrigued. We then reinstalled the slabs and did 
a full restoration of the floor, removing any lip-
page while bringing it to a high polished shine.”  

People: The Heart and Soul of 
The Marble Doctor

Mike said, “We are a small company but we’ve 
been able to execute on some very high profile 
projects, and we like that. Everyone in the com-
pany is able to go into the field and do every kind 
of work, and that is something that every compa-
ny needs. I wear many different hats, and so do 

our office manager and our technicians because 
we believe in what we do. One day I’m wearing 
a suit and pitching ideas, then the next day I’ve 
got my construction boots on and I’m out with the 
guys following their lead. We are willing to go 
out and do anything because it’s fun.” 

“Our two lead technicians have been with the 
company for almost a decade. I think that in our 
industry you can learn how to polish stone fairly 
quickly, but where you get the experience is run-
ning into problems, and that is what Jose Moreno 
and Jose Perez bring to the table. To this day, 
both of these guys will pull a trick out of their 
bag of goodies that I’ve never seen before, and 
it just amazes me. I’ll ask and they’ll simply say, 
‘Seven years ago we had this same problem, and 
I remembered that this was the way we solved it.’ 

“There is always something to learn in this 
industry, and I don’t think we’ll ever get to the 
point where we can sit back and say we’ve done 
it all and nothing will ever challenge us again. I 
don’t see that. There is always something new to 
solve and those two guys are part of that collec-
tive way of thinking. They are a resource that is 
priceless. They also learned this process and way 
of thinking from our Founder, George Reed, who 
had worked very closely with Joseph Donatelli. 

“Moreno and Perez do a lot of our training as 
well. They have a thirst for knowledge of this 
industry and are always looking to learn more. 
We’ve also got two younger guys that have 
joined our team recently. One of them was a tile 
setter for many years. He got bored with that and 
wanted to get into something new, and (resto-
ration) intrigued him.” 

The United States 
 Holocaust Memorial Museum 

“The Testimony theatre is a large room in the 
Holocaust Museum in Washington DC. In the 
theatre, a continuous loop of stories from the sur-
vivors of the holocaust, and their testimonies and 
accounts of what they lived through is played. It 
is a place where people can go and almost live 
these stories. It’s a stadium type of theatre and 
it’s walls are made up of rough-cut Jerusalem 
Stone tiles that are made to resemble the twelve-
by-twelve blocks (including drill marks) that 
enslaved workers had to carry up the side of a 
mountain on their backs and shoulders.   

“The restoration originally began because the 
Polish Government, from what I understand, 
deemed a lot of the artifacts from the Holocaust 
as national monuments. Some of those items, 
including the barracks from Auschwitz that the 
museum had in its possession, had to be returned. 
The stone had never been maintained since the 
exhibit opened, and had 20 years of foot traffic 
and debris, so there was a lot of wear and tear on 
the floor. It was textured, so we couldn’t hone it. 
We used neutral pH stone cleaners and varying 
grit nylon bristle brushes to remove the dirt. 

“Once it was clean, there were very distinct 
pink veins running through it, and the exhibitors 
were amazed to see this during our final walk 
through. They were so passionate about the 
building and we felt the same way. We were all 
very proud to be a part of it.” 

 Mike continued, “There is a four story white 
marble wall on one side of the museum, and on 
the other side an equivalent size wall made of 
black granite. When we were getting ready to 
restore the (marble) wall they had some signage 
up, and when we removed them they found out 
what it originally looked like. There were also 
honed limestone dedication plaques out front 
that had a lot of environmental staining on them, 
and we restored them the best that we could. 

“We also cleaned granite cobblestones that 
had been removed from the streets of Warsaw. 
Those cobblestones had a lot of significance. 
Originally, before we cleaned them, it was 
thought that they were just bricks, but after-
wards we realized they were granite blocks. 
Amazingly, they were returned to their original 
condition and all work for the museum was 
completed per contract. 

Left to right: The Marble Doctor’s Surgeons Dan Horgan and Mario Corado. Dan and Mario 
are the Dynamic Duo and problem solvers extraordinaire, according to General Manager Mike 
Bivens. Judging by their smiles, Dan and Mario look very happy with their Viper polishing pads 
from Braxton-Bragg.

Right: Patched, mended and restored threshold 
slab. “What we did was use an old technique, 
taking the reverse side of the slab, grinding off 
some of the material and mixing it with the epoxy 
instead of using dye to try to match the color. 
We then reinstalled the slabs and did a full res-
toration of the floor, removing any lippage while 
bringing it to a high polished shine, ” explained 
General Manager, Mike Bivens. “At the end, to be 
able to walk through and hear those ‘wows,’ and 
see the fireworks going off in our client’s heads 
when they say, ‘This looks better than I imag-
ined!’— this is what makes it all worthwhile.”

Left: Before (left) and after (right) photos of 
granite cobblestones. Removed from the streets 
of Warsaw, Poland, this paving is an artifact 
of great significance to the thousands who visit 
The United States Holocaust Memorial Museum. 
Amazingly, The Marble Doctor was able to 
return to them to their original condition.

Continued from page I

Continued on page 5

Concrete barriers, 
before cleaning

After Restoration
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Order online or call 1-800-575-4401 before 5:45 pm eastern for Same Day Shipping.
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Viper® Side
Protection 

Dry Core Bit

Drills a Clean Hole, Every Time...

• Diamond segments on side greatly reduce segment breaking
• Fast drilling  
• Long life
• Use wet or dry
• 2,000 to 4,000 RPM recommended for wet use
• 10,000 RPM recommended when using dry 
• Our testing proved over 60 holes done dry and more than
 100 holes done wet: average of 30 seconds per hole

Braxton-Bragg offers an exceptional line of quality, high  
performance core bits. Viper® Dry Core Bits are fast, long-lasting, 
and designed to handle the toughest coring applications quickly, 
efficiently, and economically.

Viper® Side Protection Dry Core Bits feature very aggressive, high-
quality diamonds, designed for a wide range of applications. These 
diamond core bits are for use on granite, marble and quartz.

 Item # Description MSRP OUR Price 

 7560 Viper® SP Dry Core Bit, 5/8˝-11 Threaded Arbor, 1˝ $67.95 $44.95

 7561 Viper® SP Dry Core Bit, 5/8˝-11 Threaded Arbor, 1-1/8˝ $71.95 $47.95

 7562 Viper® SP Dry Core Bit, 5/8˝-11 Threaded Arbor, 1-1/4˝ $74.95 $49.95

 7563 Viper® SP Dry Core Bit, 5/8˝-11 Threaded Arbor, 1-3/8˝ $77.95 $54.95

 7564 Viper® SP Dry Core Bit, 5/8˝-11 Threaded Arbor, 1-1/2˝ $82.95 $59.95

 7565 Viper® SP Dry Core Bit, 5/8˝-11 Threaded Arbor, 2˝ $97.95 $64.95

 7566 Viper® SP Dry Core Bit, 5/8˝-11 Threaded Arbor, 2-1/2˝ $119.95 $79.95

 7567 Viper® SP Dry Core Bit, 5/8˝-11 Threaded Arbor, 3˝ $134.95 $89.95

 7568 Viper® SP Dry Core Bit, 5/8˝-11 Threaded Arbor, 3-1/2˝ $149.95 $99.95

#1 Seller! 

Most Popular

Core Bit

Why have two different core bits, when 
Viper Side Protection Core Bits perform 
great wet or dry! Call Mike toll-free and 
he’ll explain! 877-414-9224

Mike King recommends 
the long-lasting Viper®  

Side Protection 
Dry Core Bit
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HIS month we feature The Marble Doctor, a restoration company based 
out of Chantilly, Virginia. We present a report on the 2014 Schoodic 
International Sculpture Symposium, an endeavor that we have support-
ed for the past seven years, and FireUps.com is a web-based service that 
many fabricators have tried and found a marked improvement in turning 

visitors to their website into customers. As 2014 winds to a close, I would like to thank 
all the Slippery Rock staff, contributors, readers, and advertisers for their support as we 
conclude 2 decades of publication. Send your letters and comments to publisher@slippery-
rockgazette.net. If your shop is doing something interesting – tell us about it.  Your compa-
ny could be the focus of a Slippery Rock profile next year. Have a very prosperous 2015!  
– Larry Hood, Editor.
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The Gift that Kept on Giving
Massachusetts pop culture 
store has announced that 
it has honored a 25-year-
old gift certificate.

  
Sierra Wales, assistant manager at That’s 

Entertainment in Worcester, says a longtime 
customer recently brought in the $10 gift 
certificate bought in 1989.

She told The Republican newspaper that 
the gift certificate had been sitting in a draw-
er for years. The customer had been recently 
discovered it, and had been meaning to bring 
it in for some time, and finally remembered 

this past Summer.
She noted that the gift certificate was older 

than most employees and had actually been 
bought at the store’s old location.

The customer used it to buy a graphic 
novel.

The 34-year-old business sells comic 
books, graphic novels, toys, sports memo-
rabilia, music and other pop culture items.

Wales says, “When we say it never expires, 
we really mean it.”

Source: The Springfield (Mass.) Republican, 
http://www.masslive.com/news/
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“In that contract they additionally wanted some 
maintenance options. The building has a very 
defined traffic pattern, and it had been so long 
since they had done anything to it. They now 
wanted it to continue to look good. We gave 
them options for continued maintenance and they 
asked us to be available six months, a year, and 
then eighteen months because they weren’t sure 
at what point they should invoke that mainte-
nance to keep it looking like they wanted. So in a 
sense, it is still an ongoing project.” 

Techniques Old and New 
Reusing the original material instead of a 

remake is always the target of The Marble 
Doctors. “We are very careful in the use of chem-
icals, and that is very hard to do with old build-
ings that have facades loaded with contaminants. 
We don’t like to use pressure washing that com-
pacts or pushes in those contaminants. We do use 
a lot of different poultices with additives, instead.

“A latex poultice is one that was very instru-
mental during the restoration of the Holocaust 
Museum because of its ability to be removed 
quickly, thereby allowing the museum to remain 
open while we were working. That was critical. 
This kind of work many times requires us to work 
after-hours shifts. Many of our guys like to work 
those shifts because no one is in their way. 

   “Sometimes we also use tents to seal off 
the work areas. That can get a little dicey when 
people come walking through and our guys are 

The Mount St. Sepulchre Monastery
One recent high-profile project for The 

Marble Doctor was a Franciscan Monastery 
near Washington D.C. “We worked with a 
general contractor on this project, and the 
Monastery insisted on us for the job because 
of our very long relationship with the monas-
tery (See slipperyrockgazette.net Archives: A 
Franciscan Monastery, a Marble Doctor, and 
Fate, November 2013). There are a lot of nice 
people there who really understand and have an 
affinity for the history of that building. 

“Handicap accessibility was a major upgrade 
to the Monastery, and they wanted it to look 
like it was always there, and not recently done. 
Originally they were expecting it to go a little 
faster, but once we got going it was realized 
that not everything was up to existing code, so 
once work was underway we had to get creative 
to keep the project in line with the historical 
guidelines. 

“We had to do the demo first, categorizing all 
removed pieces and their location. In removing 
those slabs the general contractor came back 
to us and said, ‘You know, I don’t understand 

running machines. If we do work in our shop, we 
use the same tools (hand saws, wet polishers, etc.) 
that would be used in the field. Large jobs, requir-
ing extensive fabrication, are sent to a variety 
of local fabrication shops—mostly smaller ones 
where we can have a little more involvement, 
during the process. If needed, we’ll source the 
granite and have it sent to a specific fabricator and 
then we’ll install it. If we have to do a replace-
ment of material that was quarried many years 
ago we will search through a lot of places. We do 
have access to exotic stones overseas and (have) 
worked with a specific person when we needed 
something specific or difficult to find stateside. 

“As far as historical stone, we do our best to 
utilize the material that is already there, so there 
isn’t the need for new. It is so difficult to match 
old marble and granite. That said, we will go to 
great lengths to match material when we have to, 
but there is no guarantee. We then involve the 
customer in the process of choosing new material. 
We’ll use the original plans and renderings when 
available to aid in the identification and source 
of the material to find the exact name and where 
it came from, and start the process of hunting for 
the same marble.” 

where you’re at.’ The architect was also under 
the impression that the removal of this marble 
would be quick and simple and should just come 
right off the wall, but it’s not always that easy.

“Because of the age we knew how those panels 
were put on the wall, so we walked them through 
what was expected on the other side of the wall 
and explained that we were going to remove, 
categorize, and store them in a shed in the back 
with other stone (altars and other ornate pieces) 
from years gone by. In their minds we were just 
putting a hole in the wall, and just moving the 
marble out of the way. 

“Conversely, our thought was that this marble 
was specific to this building and installed by the 
original artisans. We want to take it down and 
save it in full pieces for the monastery, so if at 
any point when they want to do an addition and 
the marble needs to match the existing, then they 
will have it.  

“There was also a doorway where the handicap 
ramp was going to be installed. All of the marble 
cornices and panels that we removed were also 
saved for the future.

The Testimony Theatre before (left) and after restoration. “Obviously, with floor restoration you 
have added maintenance to it because people are walking over it. Once it’s refinished, people seem 
to understand how it wears. They then understand that if they wait a long time, they have a bigger 
spend for the restoration.” Below, before (left) and after photos of the floor leading to the theatre.

Technician Jose Perez applies a coat of 24-hour 
latex poultice to a wall opposite the barracks 
from the Auschwitz exhibit. The latex poultice 
was a key material used during the restoration 
because of its ability to be removed quickly, 
allowing the museum to remain open while The 
Marble Doctor team worked their magic.

Continued from page 2

Continued on page 6

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

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


6 |  decemBer 2014 slIppery rock GazeTTe      

“Marble quarried today is not going to match 
that which was quarried in the 1800s, so I had 
to explain how important every piece was. They 
then said, ‘But this is just a demo job,’  and I 
said, ‘This is not a demo job—it is a historical 
preservation and every one of these pieces is 
very important.’ So the Brothers at the monas-
tery went to bat for us and told them, ‘Hey look! 
These are the only people who work on our 
marble and whatever they say goes.’ Everyone 
finally realized that we had the same affinity for 
the building that the Monks do. 

“The next step was on-site re-fabrication of 
the existing pieces, and then re-installing them 
to look as if they had existed there since the 
building was originally built. There were a lot of 
wall slabs that had cracked and had degradation 
of the veins from being there so long. It was 
almost like Crema Marfil in that after time the 
veining may show or crack, so we did have to 
take a lot of care when removing them. 

“Later, when one of the electricians got above 

interesting thing we discovered when the layers 
were peeled back. We also had to restore the 
terrazzo flooring throughout the main lobby, 
visitors lobby and attached vestibules. There 
are quite a few people that live and work in the 
building, so a couple of times we had to remind 
all concerned that we are in their house and to 
be careful what you do and say. It is a church, 
after all! The project took three months from 
demo to completion.” 

The Future
“Moving forward, we are looking to get into 

bigger projects, but slowly. We like to take the 
time to do the right thing. We are looking to 
expand and hire new people while looking for 
more challenges with history, and that’s enough 
to keep our mouths watering for more, more, 
more. At the same time, however, we want to 
keep an eye on quality, making sure that we’re 
not growing at the sacrifice of that quality. We 
want to grow at a slow rate so we have that 
control. We are very selective and won’t hire 
someone just to have a warm body. We look at 

the ceiling, he called me over and said, ‘You 
gotta see what’s up here!’ We had gone up into 
the ceiling and looked, and there were hidden 
marble capitals (the uppermost portion of a col-
umn, usually shaped to articulate the joint with a 
lintel or arch supported). The newer capitals that 
were visible from below the ceiling were made 
out of plaster and were faux painted. Everyone 
thought they were marble! The real marble cap-
itals that were above were twice the size of the 
plaster ones. 

“So it was clear that at some point in the 
past the ceiling height was lowered and these 
huge ornate marble capitals were replaced with 
plaster ones at a lower height. That was another it long-term, and we are going to fill their heads 

with knowledge of what we do and what we’ve 
done. I am so proud of our people and to be 
part of the team that we have here. What these 
guys can do on a day-to-day basis that is above 
and beyond is unparalleled with anything I have 
ever seen in my entire life.   

   “In the world today there is a faster pace, 
but when it comes to historical restoration you 
want efficiency but don’t want to make hasty 
decisions because of time constraints. That is 
something I tell our customers. It’s not because 
we are slow or lazy—it’s because we want to 
make very sure that what we are doing is pre-
cisely what should be done. That insures that 
what we are doing is of the highest quality for 
our customers. That is what makes us who we 
are. I’m really excited about what the future 
holds for us, even in just the next year.”

The Mount St. Sepulchre Franciscan 
Monastery is located in the Brookland neigh-
borhood of Northeast Washington, D.C. For 
more information on The Marble Doctors visit 
their website www.marbledoctorva.com.

The installation of a handicap ramp to the 
Franciscan Monastery in Washington, DC was 
a major undertaking for The Marble Doctor. 
Performing the demo work first, all slabs 
were numbered, with unused material being 
archived. Re-fabrication and installation was 
next, the goal being a blend so seamless that 
it looked like the renovation never happened.

Left: New Visitor’s 
Center vestibule and 
access ramp after resto-
ration, and below, before 
remodeling.
Along with the installa-
tion of a handicap ramp, 
The Marble Doctor also 
restored the terraz-
zo flooring throughout 
the main lobby, visitors 
lobby as well as all ves-
tibules in the monas-
tery. Reusing the origi-
nal material instead of 
a remake is always the 
target of The Marble 
Doctor. That said, the 
company will go to great 
lengths to match materi-
al when they have to.

Continued from page 2
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Akemi Transformer and Transformer Exotic are a 
new development in fast-penetrating color intensi-
fying products. They penetrate and Transform dull, 
lackluster and faded stone in only 30-90 seconds 
after application! 

 Transformer feaTures:
• The fasTesT color inTensifier and 

reviTalizing producT on The markeT

• especially suiTed To adjusT and enhance 
The edge color of resin TreaTed sTones 

• for naTural sTones and quarTz-based 
 surfaces

• provides sTain proTecTion

• for polished, honed, flamed or brushed 
sTone surfaces

• higher spreading raTe Than oTher color 
inTensifiers: 300–530 sq. fT. on 
polished surfaces

• sTrong and durable color deepening effecT 
is weaTher-resisTanT

 Transformer exoTic feaTures:
• highly concenTraTed formula

• for highly resinaTed sTones

Available at

Call 800-575-4401 to order

   Item # Description Our Price 

 4661 Transformer, 1,000 mL $65.95
 4662 Transformer Exotic,1 Liter $90.95

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com for Akemi Transformer 
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AMES Woelfel, Vice President 
of Artcraft Granite, Marble 
and Tile of Mesa, Arizona has 
been elected President by the 

National Tile Contractors Association’s 
membership. He will serve a 2-year term 
and succeeds outgoing president Dan 
Welch, President of Welch Tile & Marble 
in Michigan.

After his election, James Woelfel stated, “I 
am honored to become the next President of the 
NTCA. It is humbling for me to become the first 
son of a former president of our association’s 
history. My father, Butch Woelfel, served in 
this capacity from 1985-1987. In my tenure, I 
hope to raise the awareness of our association 
to even stronger international recognition, as 
we continue to play a leading role in the devel-
opment of installation standards for tile & stone 
installations.  We want to celebrate our past and 
embrace the future of a global tile industry.”

James Woelfel is the current NTCA Technical 
Committee Chairman, a member of the TCNA 
Handbook Committee and the ANSI A108 
Committee. In 2011, Woelfel was the recipient 
of the NTCA Tile Person of the Year award.

The National Tile Contractors Association 
Board of Directors is elected by members at 
its Annual Meeting. It is comprised of the 

Executive Officers of the Association, repre-
sentatives of twelve geographic regions, and 
allied members from distribution and tile and 
installation material manufacturers. Terms for 
the Board of Directors are for two years. 

A new addition to the Executive Committee 
is Chris Walker of David Allen Company. 
He will serve as the NTCA’s Second Vice 
President as well as continue to serve on the 
ANSI A108 Committee and as the Chairman of 
the NTCA Methods and Standards Committee.

The NTCA is a non-profit trade association 
serving every segment of the industry, spear-
heading education for the professional instal-
lation of ceramic tile, natural stone and allied 
products.  For more information, please contact 
NTCA executive director Bart Bettiga at bart@
tile-assn.com, via telephone at (601) 939-2071, 
or visit www.tile-assn.com.

James Woelfel, New NTCA President

James Woelfel NeWly 
elected Ntca PresideNt

OU may be thinking about the time, expense and value of 
attending the Las Vegas StonExpo show. While I have no idea 
if the show will be worth your time or money, I am convinced 
that our industry organization the MIA (Marble Institute of 

America)  http://www.marble-institute.com  is worthy of your support.     

Membership dues are low and the value that the MIA generates for the industry is very 
high. They are instrumental in providing much-needed education on vital issues that 
affect everyone in the stone industry.

Many of our readers are not currently members of the MIA. I would urge you to con-
sider membership. The MIA will have a booth at the show. If you have questions, stop 
by and ask. If you don’t go to the show and have questions, the website has a contact 
button on the top row.

On behalf of all the people at Braxton-Bragg, we extend our best wishes for a happy 
and prosperous 2015.

Have a good read.

Rich Hassert

From the Publisher’s Pen
Why You Should Become a Member of 

the Marble Institute of America

Email responses to:
publisher@slipperyrockgazette.net

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

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

BIGGEST 
Makita Sale 
of the Year!

 Item # Description MSRP OUR Price Sale Price
 9375 Makita®  5˝ Grinder, 9565CV $282.95   $145.95 $134.79

$4716

LESS
THAN 

GRANQUARTZ

Hurry—Sale Ends 
October 31, 2014

Stock Up NOW!

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

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

FINAL 
Makita Sale 
of the Year!

 Item # Description MSRP OUR Price Sale Price
 9375 Makita®  5˝ Grinder, 9565CV $282.95   $145.95 $134.79

Hurry — Sale Ends 
December 31, 2014

Stock Up NOW!

Order Item  
9375

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com for the Makita 9565CV Grinder

mailto:publisher%40slipperyrockgazette.net?subject=
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http://www.braxton-bragg.com/index.cfm/m/1/fuseaction/store7catalog.level/bc/0,8449,6684,7507/
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Call 800-575-4401 to order
Available at

NEW!

Why spend $100k for an inline machine when the 
Edgemate 100 will give you a PERFECT PROFILE for $6k?  

And you won’t have to buy special high-priced tooling!

• Portable inline polisher
• Create a polished profiled edge using a 
 cup wheel and polishing pads for any radius
 roundover or bevel
• Back grind your seams 
• Make your seams so invisible you won’t
 need to color your epoxy

Includes:
• (1) Makita® 4-1/2” Variable Speed Grinder 
 (#9377 Model 9564CV) Installed
• (1) 12’ Track (144”) • (1) 7.3’ Track (88”)
• (1) 4.6’ Track (56”) • (2) Track Clamps
• (1) Track Calibrator 

“Great for new employees without 
fabrication experience. After 
just two days, she was producing 
perfect, clean profiles on granite.”

– Brian Fansworth, Owner

MADE IN THE USA

   Item # Description NEW Low Price 
 5104 Edgemate 100 $5,995.00

Little Things

OU know that it’s bound to 
happen…a breakdown when 
you can least afford it. 
Whether it’s a truck that 

blows a power steering hose on the way to 
an install, or an electrical short on the 
overhead crane with suppliers lining up 
outside to deliver material, these break-
downs rarely occur when it’s convenient.    

 
Nope, if something is going to fail, it’s going 

to happen during crunch time.
Such was the case last week when the drive-

dog bolt on the spindle of our CNC sheared 
off.  It couldn’t have happened at a worse time!  
We were under the gun to finish a high profile 
project for a high profile contractor and in an 
instant, our operation ground to a halt.

Miraculously, we found the drive-dog on the 
floor and a fifty-five cent replacement bolt at the 
local hardware store.  

Unfortunately, the threaded insert that held 
the bolt in place was ruined while extracting the 
broken bolt. As it turned out, that wasn’t some-
thing the local hardware store stocked. 

So there we were: no insert and no production. 
By the time we finally tracked down the two 

dollar replacement part (and a couple of extra 
replacement replacements), we’d lost an eve-
ning and almost an entire day’s production.

The obvious moral to this story is, well…
obvious: It’s not a bad idea to keep some 
replacement parts on the shelf for our trucks 
and stone equipment, which are complicated 
and expensive systems that can be rendered 
inoperable by the failure of rather simple and 
inexpensive parts.

The less obvious moral to this story is possi-
bly more important. 

 Aaron J. Crowley
Stone Industry Consultant

Our businesses themselves are complicated 
systems made up of innumerable parts (pro-
cedures, processes, and practices) that when 
functioning, enable us to successfully sell and 
deliver our countertops as promised to the 
customer. But when one of these “parts” breaks 
down, not only does the operation stop, it can 
go backwards in the form of lost sales and 
expensive oversights and misunderstandings. 

The truth is that there are more parts to our 
business systems than we can identify, and to 
varying degrees they are all important.

But for the sake of space and maximizing 
the “impact per part,” it’s time to perform a 
diagnostic test of the following two parts of our 
business operations.

1. Post Quote / Pre-Sale Follow Up:  Much 
effort and expense goes into generating a qual-
ified lead. Education and presentation of our 
business’s unique advantages are added to that.  
Finally the drawings are scaled, labor costs cal-
culated, and materials are sourced and priced so 
a competitive quote can be sent.

If the post quote follow up breaks down and 
goes dormant, passively waiting for the cus-
tomer to call back to buy, our sales system will 
cease to function properly.

Sales will be lost.   
2. Post Sale/ Pre-Cut Layout Approval: 

Many customers spend many an hour finding 

the perfect slab for their project. It seems an 
increasing number of them will not accept 
the unpleasant surprise of mismatched seams, 
“unique” characteristics in the middle of their 
island, or irregularities in the surface or finish 
of slabs they hand-selected.

The only way to minimize the post install 
trauma for the customer (and brain damage for 
the fabricator) is to actively involve them in the 
layout of their counters on the slabs after they 
have been selected and before they are cut.

Then seams can be discussed, unique char-
acteristics can be avoided, and concerns about 
the finish can be discussed before it’s too late 
to return the slabs.

Fixing (or implementing) a process to ensure 
that someone in the sales department follows 
up on quotes and designing a system to get 
customers in to view their layouts prior to cut-
ting might seem like little things in the grand 
scheme of a dynamic and complicated fabrica-
tion business. And in reality they are.

But then again, so is a two dollar insert.

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

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com for the Edgemate 100
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Order online or call 1-800-575-4401 before 5:45 pm eastern for Same Day Shipping.

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

Polish Quartz in Only 4 Steps!

   Item # Description MSRP OUR Price 
 18278 Talon™ 4-Step Quartz Wet Polishing Pad, 4˝, Step 1, Red $38.95 $25.95

 18279 Talon™ 4-Step Quartz Wet Polishing Pad, 4˝, Step 2, Blue $38.95 $25.95 

 18280 Talon™ 4-Step Quartz Wet Polishing Pad, 4˝, Step 3, Orange $38.95 $25.95 

 18281 Talon™ 4-Step Quartz Wet Polishing Pad, 4˝, Step 4, Pink $38.95 $25.95

“This four-step system is the best solution I have come across for polishing 
engineered stones.  There is no color transfer from the pads. The process is quick 
and they work equally as well on our natural stones.”

-Phil Kuczma, Shop Manager, Italian Marble and Granite Inc., 
Clarence Center, N.Y.

O ur Talon™ 4-Step Polishing Pads have been designed specifically 
for wet use on quartz. 

These pads, with only a 4-step process, perform better and offer a 
better finish than a traditional 8-step pad set. 

And because of the next generation resins used in Talon™ 4-Step 
Pads, they are non-marking and will not bleed like other pads.

Polish Faster and Get a Greater Shine Sooner!
In other words, the proprietary design of these quartz polishing pads 

allows the fabricator to achieve the best quality finish and shine, while 
saving you time.

Call Today for a 30-Day, No-Risk Trial…
Call 1-800-575-4401 today and give the new Talon™ 4-Step Quartz 

Wet Polishing Pads a try. 
If you don’t agree they save you time and money, then just let us 

know within 30 days and we’ll buy them back from you.

NEW!
Highest Polish, No Bleeding, No Burn

David Allen Company
Donates Six Loads of Flooring

HE David Allen Company, 
a leading installer of tile, 
marble, granite and terraz-
zo, donated six trucks of 

flooring to Tile Partners for Humanity 
(TPFH) from its Washington, D.C., facili-
ty in September. 

TPFH represents the partnership of tile industry 
members working to support nonprofit partners 
like Habitat for Humanity and community out-
reach centers through donations of tile materials 
and labor. The flooring donations benefitted Dry 
Ridge ReUse Center in Dry Ridge, Ky., and 
Operation Compassion in Cleveland, Tenn. TPFH 
coordinated the donations on behalf of the orga-
nizations, which both serve multiple communities 
in and around the Appalachian Mountains. 

David Allen Company is a Five-Star contrac-
tor member of the National Tile Contractors 
Association, a longtime supporter of TPFH. David 
Allen Company is also a member of the Marble 
Institute of America and the National Terrazzo 
and Mosaic Association. The company is head-
quartered in Raleigh, NC, and has locations in 
South Florida, Washington, DC, Birmingham, 
AL, and Lexington, SC. David Allen Company 
has also donated truckloads of excess product to 
TPFH several times over the past three years. 

Herb Miller, executive director of Tile 
Partners for Humanity and its parent organiza-
tion, Mountain Re-Source Center, thanked David 
Allen Company for its ongoing partnership. 

“It’s awesome that partners like David Allen 
Company realize the importance of supporting 
the work of local nonprofits through the dona-
tion of good material that they no longer need. 
Through this incredible donation, two organiza-
tions that each serve multiple communities will 
be able to use tile to rebuild and improve the lives 
of several families. Thank you!” 

Tile Partners for Humanity represents a partner-
ship of tile industry members supporting Habitat 
for Humanity and other nonprofit organizations. 
TPFH is part of Mountain Re-Source Center, 
which welcomes donations of all types of build-
ing materials as well as disaster relief supplies, 
educational resources, household necessities, and 
medical supplies. 

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

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com for Talon 4-Step Quartz Pads
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HEN I became a kitchen de-
signer, the first thing my 
boss ever said to me was, “If 
you ever order the wrong 

cabinets, you’re fired.”        

 
He turned and walked away and gave me no 

clue as to how I was supposed to be right 100% 
of time. No one is right 100% of the time. Oh, 
the pressure! I took his warning to heart and 
figured out ways to cover myself, reassure the 
customer and always order the correct thing. In 
all those years I never ordered the wrong color 
or style and I never got fired. 

When I made the segue over to the granite 
world, the premise was the same: “Don’t install 
the wrong color.” It’s costly. It’s time consum-
ing. And, you look like an idiot. Plus, since the 
customer is angry, even if the second install 
goes perfectly, they will always find something 
wrong because they are angry. Not to mention, 
in these days and times your gaffe will probably 
end up being plastered all over social media.

But, three granite companies later, I do see 
the wrong stone being installed from time to 
time. The colors and people may change but 
the scenarios are basically the same. And the 
funny thing is one simple step would prevent 
all this from happening. See if you can figure 
out what it is…

#1 – Y’all know Steve the contractor, right? 
Fine, upstanding contractor, does good work 
and uses you on all his jobs. He pays on time, 
very organized. His jobs always go off like 
clockwork and you love to work with him. 

So Steve calls one day and says, “Hey, I need 
a 96˝ vanity. Mrs. Lucy and her decorator have 
selected Durham quartz.” 

So, you get all the pertinent information, 
price it up and he gets the job. Yay, Steve! 
You template it and order the slab from your 
Cambria distributor. It comes in, you fabricate 
it in record time because Steve is a good guy 
and you like to help him out whenever you can. 

Your installers show up at Mrs. Lucy’s 
front door, all cheerful and happy but when 
she opens the door and sees the vanity top she 
shrieks, bursts into tears and says that is not the 
color she selected. Oops!

Steve calls and asks if you ordered the right 
material. You double check all the paperwork. 
You look at the slab remnant against the 
Durham sample. It’s all good. Steve stops by, 
looks at everything you’ve got and leaves con-
fused because everything looks right. 

Steve goes by the customer’s house to see 
what the problem is and Mrs. Lucy pulls out a 
sample of Botticino marble. It has been labeled 
on the back by a no-name, price-slashing, out-
of-business fabricator as Durham quartz. Oh 
boy!

OR
#2 – I’m sure you all know Mrs. Suzie 

Homeowner. She’s a nice, perky, middle-aged 
woman. She and her husband are empty-nesters 

that are fixing up their home a little at a time so 
they can spend their golden years in the comfort 
of their own home. She has new floors and new 
vanities in two of her bathrooms and she picks 
Black Galaxy for the master bath vanity top and 
Blue Pearl for the guest bath vanity top. 

You give them an estimate. They accept it. 
You fabricate it and go to install it. Mr. Suzie 
Homeowner is at home to let you in. You install 
the tops. The Mr. says everything looks fine so 
off you go to the next job.  Their plumber stops 
by and hooks up the sinks and the faucets. It’s 
all good. 

AND THEN the phone rings and Mrs. Suzie 
Homeowner is yelling in your ear about the tops 
are on the wrong vanities! Somehow, someway, 
the Blue Pearl ended up in the Master Bath and 
the Black Galaxy ended up in the Guest Bath. 
Before you open the file, you say a silent prayer 
that both the vanities are the same size and this 
is just a mix up. 

No such luck. The master bath is a 60˝ double 
bowl vanity and the guest bath is a 36˝ single 
bowl vanity. What the heck? You go through 
the file and find that somewhere in the paper-
work, at some point in time, the colors some-
how accidentally got reversed. 

You realize that to re-fabricate, tear out, 
reinstall the correct tops and pay a plumber to 
go back, you are losing money. You offer her 
the job for half off if she will keep it. She says 
no. You offer her the job at no charge if she 
will keep it. She says no. NOW you are losing 
money!

OR (this is the last one, I promise)
#3 – Please meet Ms. Diane Homeowner. She 

got the house in the divorce plus half his 401k 
so she could fix it up (he was a lousy handyman 
and a very bad husband). She wanders around 
your slab yard and picks Ubatuba. You write 
down all her selections and estimate the job. 
She accepts your quote and it’s all good to go. 

The cabinets are being installed in approxi-
mately 2 weeks. She will call with an exact date 
so a template can be scheduled. The cabinets 
come in and 2 of them are broken. It’s a 4 week 
delay to get new cabinets. Four weeks go by 
and the new cabinets come in but since they 
weren’t in the same run as the original cabinets, 
the color variation is too much to deal with, so 
they must go back. It’s another 4 week delay 
until the 2 cabinets come in and are installed.

So, 10 weeks after she made her selection, 
you template the job and 11 weeks after she 
made her selection you fabricate it and install 
it. You go in with a lockbox because she is out 

 Sharon Koehler
Stone Industry Consultant

of town. But a funny thing happened out in your 
slab yard during those 11 weeks. 

You sold all the Ubatuba you had except 
for her slab and you ordered more. The truck 
showed up to deliver it and instead of moving 
her slab out of the way, a bundle of Ubatuba 
was off loaded in front of her one lone slab. 

So, when fabrication sees Ubatuba on her 
cut sheet, they go get Ubatuba in the location 
the cut sheet says it is in. EXCEPT, what they 
don’t realize is that it’s a DIFFERENT lot than 
what she saw.  It has almost no gold in it and it 
is several shades darker. 

She comes home from out of town and she 
knows it’s different. Her sample is lighter and 
has gold in it as well. You’re in trouble now. 
You can try the old “colors are different from 
slab to slab and lot to lot” line but she isn’t 
buying it. She saw you put HER name on HER 
slab. What’s a fabricator to do?

The one thing all these scenarios have in 
common is that the colors are very stable. They 
have little to no movement. Because the colors 
are as close to uniform as possible in the granite 
world, no one ever encouraged or asked these 
customers to come in and do a slab layout. 
Who lays out a vanity on Black Galaxy? Who 
lays out Ubatuba? Durham quartz is man-made. 
What you see is what you get. Who would lay 
that out? 

We as an industry always lay out the Golden 
Thunder jobs or the Fusion jobs or anything 
else that has a lot of movement or color or both. 
But we sort of ignore the more stable uniform 
colors. Who lays out Blue Pearl? No fabricators 
that I know.  

But in each case and probably most cases, the 
slab layout is your last line of defense against 
installing the wrong anything. While the cus-
tomer is there, it’s the last chance you have to 
verify each and every decision they ever made: 
sinks, faucets, edges, backsplashes and any-
thing else they might have chosen. It is much 
better to discover a problem before it’s installed 
then afterward.

Is it a hassle? Yes, a little bit. But compared 
to the time, trouble, man hours and money that 
will be spent fixing the mistake, it’s a small 
price to pay. Take your pick: a little hassle up 
front or a lot of hassle in the end. The slab lay-
out wins every time.

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

We as an industry always lay out 
the Golden Thunder jobs or the 

Fusion jobs or anything else that has 
a lot of movement or color or both. 

But we sort of ignore the more stable 
uniform colors. Who lays out Blue 
Pearl? No fabricators that I know.  

CYA
Cover Your Assets
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Stepping Up
Designating Responsibility in a Growing Company

OU have a small counter-
top company and the work 
is flooding in. You have 
decided to expand to han-

dle the increased volume.  How do you 
proceed? Your shop is having a hard time 
as it is keeping up with the work coming 
in, and you are worn out from juggling 
more responsibilities and jobs than you 
can handle.  If things keep up this way 
your quality and reputation are bound 
to decline despite the increased sales. 
Hopefully, you have a business plan in 
place and of course you are studying up 
on the new machinery available that 
can increase production and efficiency. 
But more importantly, does your near 
and long-term planning include the 
development of your employees?

 The core foundation of your company is the 
employees.  A company can only grow if the 
proper staff is in place and the employees can 
learn and expand their skills and take on new 
responsibilities. As an owner and member of the 
human race, you have a max number of tasks 
you can perform. Once you start to reach the 
max amount you become the limiting factor 
for your company and how many jobs you can 
complete. That is why you should strive to de-
velop your workers to take on a greater number 
of responsibilities – to not only keep your stress 
levels manageable, but to also allow the com-
pany to grow.  

So where do you start with a plan to increase 
your team’s responsibilities?  First it is import-
ant to classify each worker’s role. The smaller 
the company, the more likely it is that each 
employee may have several roles.  That is 
fine. List their main role along with the other 
multiple tasks they are responsible for.  This 
will help you better plan and organize the pres-
ent and the future. 

Second, you should look at each team mem-
ber’s strengths and weaknesses.  What would 
be the natural or obvious progression of each 
person’s role in the company, based on their 
current role and abilities?  What areas would 
you like to see each employee improve in and 
what would you like him or her to learn?  Is 
a certain member of your team capable of 
handling more responsibilities or do you need 
to find someone else to develop to take over 
higher-level tasks. These are all questions you 
should be thinking about as you look to the 
future, to ensure you have the right people in 
place to handle the increasing workload of a 
growing company.

Once you have a written and well thought 
out understanding of your employee’s roles 
and future development, it is important to 
sit down with each member of your team. 
Review their current role and the future roles 
and responsibilities they are working towards 
filling. Essentially this is or should be a part of 

your employee review process. An unexpected 
benefit you will find with this planning is that 
almost every worker wants to know that they 
have an opportunity to take on more responsi-
bilities, to learn new things, and grow with the 
company. And of course, with greater respon-
sibilities and the ability to complete more 
complex tasks, the greater the compensation or 
hourly rate should be.

A great example of employee development 
in my shop that helped ease the burden of my 
responsibilities and enabled company growth 
occurred recently with my head fabricator, 
Steve, who has been with our company for over 
twelve years. 

Steve knows the ins and outs of the shop 
and we had also been teaching him to operate 
our bridge saw.  As our company sales were 
increasing and my role in the office and field 
were being stretched to the limit, we were able 
to follow our plan and promote our head fabri-
cator to shop foreman. 

We hired another fabricator to help offset 
the production lost with Steve handling the 
shop foreman role, and my old shop foreman 
was able to take over a greater role in the field 
and allow me to focus and take on more work 
in the office, which will in turn help our com-
pany continue to grow.  An added bonus was 
an improvement in worker moral as Steve was 
able to grow with the company and increase 
his compensation. The fabricators behind him 
were also able to take on more complex tasks 
and responsibilities allowing them to grow and 
expand with the company as well.  

What I am presenting here is nothing new 
and you have likely thought about the changing 
roles of your employees.  But if you have not 
sat down and put on paper an organized devel-
opmental plan for your team members, you are 
doing both them and your company a disser-
vice.  When the work is pouring in and your 
company is struggling to keep up, what mem-
bers of your company are going to be ready to 
step in and handle the increasing number of 
managerial, shop, and office duties?

Ben Cole grew up in the stone industry work-
ing in his family’s shop and currently manages 
a family-owned fabrication shop in southern 
New Jersey.

 Ben Cole
Stone Industry Consultant

TEAMWORK
coming together is a beginning

keeping together is progress
working together is success

–  Henry Ford –

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

Bullet Proof ® Apron DELUXE

NEW

DESIGN!

Available from

Order Item  
9122

$7895

Moraware Sponsors StoneTalk

HERE’s a new podcast, 
just for countertop fab-
ricators  called Stone- 
Talk. It’s hosted by 

Moraware, makers of JobTracker 
scheduling software and CounterGo 
estimating software. 

StoneTalk is a great way to learn from your 
peers while driving from job to job. Some of 
the featured episodes include reviews and 
advice from shop owners and fabricators. 

You may tune into past episodes or down-
load and listen at your convenience, or while 
on the road between shop and jobsite.

Interviews and programs include: shows 
on improving your scheduling process, by 
Aaron Crowley, and asking for referrals as 
the last step of every successful sale, by sales 
expert Liz Tambasco.

Archived shows and the most recent 
podcasts are available on the iTunes store 
(https://www.apple.com/us/podcast/stone-
talk/id879188741) and at StoneTalk.org.

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com for New Bullet Proof Apron Deluxe
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First Impressions Do Count

NTIL a year ago, my “show-
room” was 300 square feet 
located inside our fabrica-
tion shop.      

 
Anyone who owns or works in a shop knows 

that trying to keep things clean around a fabri-
cation environment is an effort in continuous 
futility. No sooner would I wipe down all the 
samples, racks, and my couple of displays, then 
the routers would start back up, the sanders 
going, the guys forgetting to close the door and 
literally within minutes I could write my name 
in the dust. 

Because I felt it important that things look 
presentable to potential customers, if I knew I 
wasn’t going to beat a customer to the show-
room and have a couple minutes to do a quick 
dusting, I would call the shop and ask one of the 
guys to wipe the surfaces down, even though I 
had just done so a day or two before. 

It drove me crazy and there were days I liter-
ally asked myself out loud why I put so much 
effort into a constantly losing battle when my 
poor house never saw this kind of TLC! But 
I knew if I didn’t, dust would inevitably coat 
every conceivable surface of the showroom. 

The truth of the matter was that I did it because 
first impressions are important. I wanted cus-
tomers to be able to look around and realize 
though small in stature, our showroom was 
clean, well organized, and offered the largest 
selection of samples available. 

I, and most customers I know prefer to view a 
nice large 10 inch x 10 inch sample in a smaller 
showroom than a little 4 inch x 4 inch sample in 
a large showroom, so I made a display of larg-
er-sized samples our priority. 

That meant wall and floor space were a pre-
mium and every inch of the showroom was 
utilized. But most importantly, I wanted to make 
sure it never came across as dirty, cluttered or 
neglected.  

Over the 12 years that this was our main loca-
tion, we received many compliments on how 
clean and organized our petite showroom was 
compared to many of the large cabinet/counter-
top shops customers had visited. Little did they 
know what it actually took to keep it looking 
that way! But it was important to us that what 
we lacked in size, we made up the difference in 
professional appearance.

And it paid off. We closed many jobs larger 
shops had bid on because customers liked the 
larger selection of choices we offered, they were 
able to view the larger sample colors, and we 
offered an inviting place to view them. 

What people seldom realized was that because 
the showroom displayed so many different sam-
ple racks, there was nowhere to set up an office, 
let alone a desk. Customers found us online or 
by referral and I set up appointments to meet 
them at our showroom. 

When our appointment was done I left. Very 
few people were ever aware that their proposals 

and contracts were prepared in our home office 
as I worked in my fluffy slippers and jammies 
with my kitty for company! 

When we acquired our new 900 square feet of 
showroom space last year, I was really excited. 
We were able to devote almost one full 30-foot 
wall to all my quartz samples. The triple-sized 
space allowed us to build two shower and one 
tub displays, have ten vanity displays, two small 
islands, and somewhere down the road as financ-
ing allows, we hope to add two kitchen displays.

Our new location was a total leap of faith and 
the one piece of the puzzle we were lacking – a 
storefront for customers to just walk into. As 
scary as the prospect of additional bills, and 
many sleepless night spent wondering if we did 
the right thing or picked the right spot, the last 
year feels like it definitely was the right move 
for us. 

The location offers a lot of visibility to con-
sumers driving by, which is what we had hoped 
for. What I had seriously failed to anticipate was 
the amount of dirt and dust that busy main road 
and all those cars zooming by would be throwing 
into my showroom! I naively thought getting 
away from the working shop would minimize 
the cleaning needed in there. Silly, silly me!

To make matters worse, I was told because 
of the age of the front door it is practically 
impossible to take off and put it back on, mak-
ing replacing the almost totally disintegrated 
weather stripping a non-issue. The gaps around 
the door are so bad you can feel the wind and 
rain blow in. 

Alas, I have become a common sight walking 
around the showroom, phone in one hand while 
speaking with a customer or vendor, dust rag in 
the other! (Might as well put my good multitask-
ing skills to work!)  

For many consumers, and myself I might add, 
there is a direct correlation between the impres-
sion of a company’s showroom and the quality 
of the workmanship they expect. I have had 
more than one customer comment that so-and-

 Jodi Wallace
Special Contributor

so’s quality may be really great, but based on the 
customer’s first impression when they walked 
into their showroom, they weren’t sure what to 
think.  

This is something we rarely give thought to: 
does our messy, dirty, or unorganized showroom 
or office accurately portray the impression we 
want to present to potential customers? Small 
businesses in particular know there are never 
enough hours in the day to get everything done, 
let alone throw cleaning into the equation. But 
if we are offering customers a place to visit, are 
we not offering them the opportunity to view 
our workmanship, our products, our quality and 
service?

Put yourself in the place of the consumer. If 
you’re looking to purchase something where 
you don’t care about the quality of a product and 
are basing your choice strictly on price, then you 
may not care, if you walk into a showroom or 
shop that looks like it has been hit by a tornado. 
In that scenario, the consumer’s expectations 
aren’t high to start with so they may not even 
give it a second thought. 

Personally, I don’t go by price, alone.
If I already know ahead of time that I will be 

spending a lot of money, when I walk into a 
showroom, I want to feel that the quality of the 
product I am looking to purchase is reflected in 
the displays that are presented to me.  

Many years before our most current recession 
hit I had a customer who had a kitchen and 
bath showroom. They sold cabinetry, flooring, 
windows and offered countertops. I walked in 
one day to find (to my surprise) new countertop 
displays. I was told they were installed by ABC 
Company and their prices were considerably 
lower then ours. 

When I examined the stone I noticed the seams 
were seriously uneven to the touch as well as 
noticeably chipped down a long portion of the 
seam. I pushed a bit asking why they would 
accept something with such substandard work-
manship and quality, and is that what they want-

ed their customers to think they would be getting 
installed in their homes? The answer I received 
was simple, “It’s alright, they were free.”

In my showroom, there is nothing displayed 
that I would not have in my house. Customers 
can see and touch the same quality they can 
expect in their homes or business. And show-
rooms are our chance as businesses to show cus-
tomers potentials they may not have considered. 

Keeping things organized and looking nice 
is important in a showroom. We may be used 
to seeing our same displays or samples, but for 
new customers first stepping into our showroom, 
everything is a new experience. Again, clean and 
organized is a priority. 

My husband Ken and I are friends with one of 
the larger fabricators in our area. Their business 
caters more to homebuilders and contractors, 
and although they work directly with home-
owners, they do not actively seek out residential 
business.

We had been working with them for quite 
a few years when the owners stopped by our 
little showroom. They were surprised with what 
we had done (and somewhat shocked we had 
transformed such a small space into a usable 
showroom). A couple years later they decided to 
convert a small, (their words, not mine!) storage 
area into a showroom. I really liked it. They had 
sample towers outside the room leading into 
more sample towers inside.

There were several sink and faucet displays, 
amazing tile displays on both the walls and rotat-
ing towers, and a large gorgeous granite table for 
customers to sit at. It was an inviting space, both 
visual and welcoming, much different then what 
was previously available: a simple bench in the 
reception area.

But over the next couple of months I began 
to notice changes in their displays. As samples 
were brought in or pulled off sample towers, 
they were just left where they had been placed 
– the table, the floor, on top of a display. 
Additional sinks being offered were left on 
the floor, boxes were brought in and left lying 
around, chairs scattered. 

I admit it drove me nuts since I am so metic-
ulous with our showroom, and anytime I was 
there I would grab left out samples and start 
putting them back in their proper place, tucking 
in chairs around the table, moving boxes. After a 
while I asked the obvious question, “Why is this 
place such a disaster?” 

The answers I received were obvious; employ-
ees were too busy to straighten up, customers 
didn’t put things back, other employees didn’t 
want to clean up the mess that another employ-
ee had left out, new samples had arrived and 
no one had time, they really preferred to work 
with homebuilders instead of homeowners, so it 
wasn’t a big deal if the place was messy, etc. It 
was pretty sad. But because management’s atti-
tude was, “Oh, well…” there was no incentive 
for the employees to care either.

Continued on page 14

Photos by Jodi Wallace
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Another large shop we know has a huge 
showroom. The potential for what you could 
do in that space is absolutely mind blowing. 
But because there are so few displays and all 
the samples are kept in a room in the back, and 
not out front and visible, it feels like you are 
walking into a warehouse. I love the large size 
of the kitchen displays but they feel outdated 
and in desperate need of some updating. 

The showroom doesn’t have anything that 
feels like it would appeal to anyone under the 
age of 55+. The amazing displays and potential 
of what could be done with a space this size 
drives me wild! I have even offered to come 
in and help them redesign things just to update 
it at no charge, looking for nothing in return – 
just because I can envision what they could do. 
Everyone just laughs at me. 

I am almost as obsessive about keeping 
samples up to date as keeping things looking 
presentable. Nothing is as frustrating and infuri-
ating as finding the perfect color/design/pattern 
only to discover it has been discontinued. I 
have gotten several jobs over the years from 
customers that were upset because a shop never 
bothered to pull old and discontinued colors off 
their sample racks.

If you walk in my showroom you will find 
a lot of samples, labeled Jumbo Slabs (versus 

regular slab size); Special Orders Only; Special 
Finishes; Single Slabs available, etc. When a 
customer leaves my showroom, the first thing I 
do is put everything back in its proper place so 
I don’t have to worry about it later. 

If I have a customer walk in while another is 
walking out, I may ask them to wait a moment 
while I replace samples so they will be properly 
available for them to browse. If I am by myself 
and have multiple customers in at the same 
time, I do the best I can, and generally wait until 
a break in customers to do a quick re-organize. 

But no matter what, before I leave each eve-
ning, all samples, brochures, catalogues, chairs, 
are straightened up and back in their rightful 
place, ready for the start of my new day and the 
next customer walking in. 

The objective of a showroom is to present 
new potential, walk-in customers with a wel-
coming, inviting and interesting experience. 
This first impression is our first and best chance 
to differentiate between our competition and 
ourselves. Occasionally, we just need to step 
out of ourselves and step in to view our sur-
roundings as our customers do.

Jodi Wallace is co-owner of Monarch Solid 
Surface Designs in San Jose, California. She 
may be reached at monarchssdesigns@aol.com.

First Impressions Do Count

NTERNATIONAL Stoneworks, 
Houston’s premier natural 
stone restoration and main-
tenance business, proudly 

launched its new app.              

The International Stoneworks App focuses on 
providing users with the best care and mainte-
nance methods for natural stone, tile and grout.

The app, which is developed for the Windows 
platform, provides user-friendly navigation that 
not only homeowners, but also building manag-
ers and engineers will find to be a very useful 
tool. The app is meant to educate users and 
give the proper methods to clean, polish and 
seal stone and tile surfaces while providing a 
dynamic user experience. 

The app is structured with a fresh look and 
easy to use features such as stone, tile and grout 
maintenance tips, best selling products, striking 
before and after photos and an extensive FAQ 
section, which addresses the most commonly 
asked questions.

Users will also be able to view a live Facebook 
feed, another resource that is designed to help 
answer customer’s stone restoration and main-
tenance questions.

The International Stoneworks App can 
be accessed using Widows PC, tablets and 
Windows phone.

“We are happy to provide users with a tool that 
helps them take care of their stone investments. 
We are proud of the International Stoneworks 
App and feel that it is not only another way 
for us to connect with our customers, but also 
an innovative program that is groundbreaking 
for the stone restoration industry,” said Rawi 
Tabbah, International Stoneworks President.

International Stoneworks, established in 1982 
by Rawi Tabbah, is Houston’s premier natural 
stone restoration and maintenance business. 
Many prominent Texas buildings and homes 
have used International Stoneworks to clean, 
restore, protect, and maintain natural stones 
such as marble, travertine, granite (polished or 
flamed), slate, limestone (honed or polished), 
onyx, flagstone, terrazzo and other natural 
stones.

International Stoneworks has been an active 
member of the Marble Institute of America 
(MIA) since 1986 and has done work for com-
mercial and residential customers in Houston 
and its surrounding cities, Dallas-Fort Worth, 
San Antonio and Austin for 32 years. Not only 
does it perform stone restoration services, but 
it also sells safe and efficient products in order 
for clients to maintain their stone investments.

For more information on International 
Stoneworks, please visit http://www.intlstone-
works.com or call 713-956-8291.

International Stoneworks 
Launches Stone Care and 

Maintenance App

Buy from the #1 U.S. source for White Thassos since 1988! We produce 

the whitest Thassos available in slabs, 2cm, 3cm and tiles 12 x 12, 18 

x 18 and 24 x 24, with over 150,000 sq. feet in our Houston warehouse.

Buy factory direct. We ship all over the U.S.Buy factory direct. We ship all over the U.S.
Thassos White MarbleThassos White Marble

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

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

Continued from page 13
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NEW!

Controlled, powered lift feature; cart 
allows controlled tipping/tilting of 
large countertops onto cabinets
( Prototype model pictured )

Wireless remote allows workers to 
stand in safe zones on the ends of 
the countertop
( Prototype model pictured )

Max Clamp Opening: 115 mm (4.5 in.)
Weight Capacity: 1,000 lb
Max Lift Height: 45 inches

We’ve got your back;
use the Pro-Lift to save it!

•  Safely lowers, transports, and 
   lifts very heavy and tall pieces 
   (up to 1,000 pounds)
•  Enables the unloading of large 
   pieces out of trucks (and off the 
   A-frame) to be much safer, 
   faste   faster, and easier
•  Much safer than traditional 
   methods of lifting and carrying
•  Handles very tall countertops 
   (no limitation by the cart)
•  Lightweight and compact; 
   easily picked up and stored 
   in vehicle   in vehicle
•  Powered by long-lasting and 
   durable 28 volt lithium-ion 
   rechargeable tool battery pack 
   (Milwaukee M28TM  model)
•  Engineered for optimum 
   stability and easy 
   maneuverabilit   maneuverability, even with very 
   large and tall pieces
  

AA note from the Omni Cubed Team:   As 
increasing the safety for installation crews 
(and minimizing back injuries) is becoming of 
paramount importance for fabrication 
companies, we expect the Pro-Lift will be a 
welcome and timely addition to your team. As 
usual, we always welcome feedback on our 
products and would love to hear about your products and would love to hear about your 
experience with the Pro-Lift.

Pro-Lift
Automatic
Heavy-Lifting Countertop 
Installation Cart

Accommodates laminated
edges of 1.5 – 6 inches

USA PATENT
PENDING

Miter pieces with finished side up; keep your eye 
on the seam

NEW!

•  Miter pieces with finished side 
   up; keep your eye on the seam
•  Fast, simple adjustments to get 
   the piece in place, and to get 
   the seam tight
•  Non-marking, non-skid contact 
   surface, in combination with the    surface, in combination with the 
   weight, holds clamp in place
•  No flipping for gluing; save your 
   back and protect material
   from breakage
•  Automatically squares the 
   miter; saves time
•  •  Holds miter piece for you, 
   eliminates need for a helper
•  Coarse and fine-tune 
   adjustment; exact and 
   tight seams
•  Reliable hold; no suction cups 
   to lose vacuum

Miter-It™

Miter Lamination Clamp

Don’t flip it,
Miter-ItTM 

finished side up!

COUNTERTOP STRENGTHENERS • SEAM SETTERS • LAMINATION CLAMPS • TRANSPORT CARTS • CARRY CLAMPS • REFINISHING TOOLS • T-31 ANCHOR MACHINES

Our goal at Omni Cubed is to provide complete product lines which provide an array of options and features, and to provide you with 
the information needed to help you make the best purchase decisions for your company. We are passionate about providing tools that 
you can use to be more successful in your business, and providing outstanding customer service support as well. 

Helping You Deliver Quality...
Not Just Countertops

Order Item  
30048

Order Item  
7868

$4,995.00

$189.00

Shop www.braxton-bragg.com for Omni Cubed products Visit www.slipperyrockgazette.net for more Stone & Tile industry news
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Call 800-575-4401

Makita®  4˝ Wet Polisher 
Variable Speed

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

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

 9376 Brush Set for Makita® PW5001C $18.60 $11.95 

Compare and SAVE!

Sale Price: $274.95!
Screen Capture, 11-3-14 

GranQuartz Website

$6405

LESS
THAN 

GRANQUARTZ

Available at

FREE 

FREIGHT!

Hurry—Sale Ends December 31, 2014

The Wolf and the Coyote

his advice on how to make the business part-
nership work. “And especially when the going 
gets tough. And you all have to sell, by the way. 
No one gets a pass on that responsibility.” It 
was one last thing he said though, that got me 
thinking. And it came in the form of a question.

“Would you rather be a wolf or a coyote?” 
he asked.

“A wolf, I guess,” I said.
“Why the wolf?” he probed.
I reflected for a few more moments and said, 

“I suppose because the wolf is at the top of the 
food chain. It hunts in packs and can take down 

VERY Tuesday morning, my 
two business partners and I 
have breakfast together and 
catch up on small talk, share 

what is going on with the families, and 
discuss business from a 50,000 foot view.                

Getting together weekly is especially import-
ant for us as we each work from a home office 
and it is at least a thirty-five minute drive to the 
closest partner, and over an hour to the furthest. 
Hence the face time becomes crucial given 
our geographic separation as we deal with the 
triumphs and missteps of a growing business.

My good friend and mentor, Gordon, a retired 
business owner who had a successful distribu-
tion business in Portland for over forty years, 
has driven home the emphasis on face time 
amongst the partners. Gordon is one of those 
grizzly business veterans that has forgotten 
more than I’ll ever know about owning and run-
ning a successful business and I make it a point 
to get together with him at least a few times a 
year to bend his ear and soak up his wisdom. He 
always has something prophetic to say, usually 
in the form of a high heater fastball that stands 
me up straight and gets my attention. 

“Keep talking, no matter how things are 
going,” Gordon said once in response to asking 

large game.” The wolf is also a more regal 
animal than the coyote, I thought. I live on 
five acres and we often see coyotes scurrying 
through the brush with a rabbit or some other 
small rodent in their jaws. Coyotes tend to 
look no nobler than a scrawny dog and we are 
always on the lookout to make sure our house 
cat or newest addition to the family, Stella, a 
Frenchie/Boston mix doesn’t end up as coyote 
bait.

“Yes, definitely a wolf,” I said.
“Well,” Gordon said, “if so, then you’ll go 

the way of the dinosaur. Unlike the coyote, 
wolves are not very adaptable. They were hunt-
ed to virtual extinction in this country and if it 
weren’t for the government stepping in, they’d 
probably be gone for good. The coyote? They 
are one of the most adaptable creatures around. 
Highly intelligent, they outsmart the best trap-
pers and still manage to grow the population by 
continually changing their hunting techniques 
depending on the environment.”

It was this illustration that hit home and high-
lighted a key piece of advice that I often share 
with my clients and have probably mentioned it 
more than once in past articles: What got you 
here, isn’t going to get you there. I had to admit 
that I could be doing more to internalize that 
advice for our business. 

As with many businesses, we are benefiting 
from new opportunities and growing at a decent 
clip, and yet we also share many of the chal-
lenges that you are likely facing with increased 
competition, unsustainable price cutting and an 
increasingly savvy customer base that requires 
us to be on our game at all times. 

All challenging things, and it underscores 
Gordon’s sage advice – choosing to be more 
like the coyote, demonstrating resiliency and 
adaptability, over being the wolf, will do more 
to ensure your business can withstand the 
changing needs and competition of the market-
place than anything else.

We all could be better served to remember 
that sustaining the business and living to see 
another day is way more important than being 
the biggest and the best. So, the next time you 
see the coyote trotting through your neighbor-
hood, appreciate the skills and guile they have 
to survive. And keep your cats inside at night!

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

Richard Pierce Thomas
Leadership and Small Business Consultant

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com for the Makita PW5001

http://www.slipperyrockgazette.net
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slIppery rock GazeTTe decemBer 2014  |  17  

BY

Unlike polyester and epoxy adhesives, Everclear is a unique 
formulation that will never yellow or discolor marble repairs, 

seams, or laminations.

• can be used on exTerior applicaTions

• will noT bleed inTo sTone joinTs

• can be TinTed To maTch sTones

• available in knife grade and flowing

• will noT discolor in sun lighT

Available at

Call 800-575-4401

 Item # Description MSRP OUR Price 
 10850 Akemi® Everclear Flowing Adhesive, A+B, 900 Grams $121.95 $73.95

 10849 Akemi® Everclear Knife Grade Adhesive, A+B, 1350 G $145.95 $111.49

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

http://www.slipperyrockgazette.net
http://www.slipperyrockgazette.net
http://www.braxton-bragg.com/index.cfm/fuseaction/store7catalog.level/bc/10554/


18 |  decemBer 2014 slIppery rock GazeTTe      
Bellavita’s Frost Tile 

Collection Adds an Aura of 
Sophistication to Any Project

ELLAVITA Tile, a leader in 
design and innovation for the 
North American tile industry, 
presents the multi-textured 

Frost Collection of glass tile to the 
industry.               

There’s something magical about a still win-
ter morning, when everything in sight is coated 
with crystalline perfection. Bellavita’s inno-
vative glazing process brings the quiet beauty 
and sparkle of that winter morning right into 
the space for which it is installed. “The inno-
vation of cold-glazing glass has allowed us to 
play with texture and translucence like never 
before,” said Mike Ward, VP of Sales for 
Bellavita. “The ability to add subtle metallics 
and apply a semi-opaque top glaze with this 
process have united, creating something truly 
special with Frost.”

By mixing texture orientation and glaze on 

both sides of the glass, Frost keeps a monochro-
matic feel while retaining the natural variation 
of the outdoors. The soft linear texture is evi-
dent in both vertical and horizontal directions 
creating four different finish aspects to this 
collection. Offered in four semi-metallic colors 
in a modern 2 inch x 8 inch format, Frost comes 
in pre-mixed blister packs to ensure each instal-
lation achieves the pure balance and harmony 
offered only by Mother Nature herself.

For more Bellavita Tile information, visit 
the web: www.bellavitatile.com or contact us 
directly at project-info@bellavitatile.com. 

Tile Installers should note that Braxton-Bragg 
offers tools designed to handle and install 
large format tiles, including the Raimondi 
Tile Leveling system, Tavy spacers, and the  
Raimondi Large Format Tile Mover. 

See www.braxton-bragg.com for a complete 
array of tools for tile installation.

By mixing texture orientation and glaze on both sides of the glass, the multi-textured Frost Collection 
of glass tile keeps a monochromatic feel while retaining the natural variation of the outdoors.

Bigfoot in the Park
ELIEVE it or not, Bigfoot 
believers gathered one 
weekend in Washington 
state.  

The Yakima Valley 
Museum hosted a Bigfoot 
Round-Up.

The Yakima Herald-
Republic reported 
the event honored 
Yakima’s own Bob 
Gimlin and the late 
Roger Patterson, 
who filmed what they say 
was a Bigfoot encounter in 1967 in 
Northern California.

The well-known footage since has been 
debated and scrutinized, with some calling 
the filmmakers Bigfoot research pioneers 
and others saying the video shows a man in 

an ape suit.
The event was planned in 

conjunction with the muse-
um exhibit Sasquatch 

Revealed. It included 
lectures and a banquet 
to honor Gimlin and 

Patterson.

Source: Yakima Herald-
Republic, 

http://www.yakima 
herald.com

Ten Worst Gifts to Buy a Woman
HRISTMAS shopping rule  
number one, guys: Never 
give a woman any kind of 
household appliance or 

something that is going to make “house-
work” easier. 
  

For example, a blender, a toaster, a new 
vacuum, one of those mops they advertise on 
TV that does everything but suck the life out 
of you, anything from an infomercial. One 
allowed choice is a new dishwasher with a 
silent wash cycle. (Makes cleaning up after 
stuffing your face much more peaceful.)

2. Likewise, avoid gifting her any bulk 
cleaning supplies. “Honey, I got you that 
large box of Tide you have been wanting.” 
“This Windex should last you a while.” “I got 
a good deal on the industrial strength toilet 
bowl cleaner.” All I can say is, be prepared 
to run. I have faith that if you would have at 
least stopped and thought about what would 
be a much more intimate gift, you would have 
had the sense to spring for the $5 Chia Pet 
that you were eying in Kmart.

3. Any gadgetry sharp objects which slices 
or dices, or a set of Amway knives. These 
may one day be used as a weapon against you 
when you come home with lipstick on your 
collar after a “night out with the boys.”

4. Do not buy gifts for yourself and pretend 
they are for her. “Honey, I’m sure you’ll get a 
lot of use out of this nifty new drill.” By then 
she will have put it to good use by drilling a 
quarter inch hole into the side of your skull 
for even thinking she would accept such a 
lame gift. After a present like this, you prob-
ably won’t be around for NEXT Christmas.

5. Avoid any lingerie made of flannel, such 
as “Snuggie” pajamas, or cutesy cartoon 
character nightgowns. It gives her the idea 
that you do not consider her the beautiful 
woman that she is. Take out that wallet and 
buy her something sexy from Victoria’s 
Secret. Do it now – you can thank me later.

6. No-name perfume which costs you 
$1.99, such as Eu de Toilet, which actually 
smells like it sounds: bathroom, moldy fruit, 
and your dirty socks. If you are going to buy 
her perfume, spring for a brand name.

7. Any type of cubic zirconia jewelry you 
see on the Home Shopping Network. It will 
be quite embarrassing when she is showing 
off that fabulous diamond to her friends and 
tries to cut glass with it. (We actually test 
them, you know.) 

8. Please do not buy her clothes because 
you think for one minute you have good 
taste in woman’s clothing. Believe me, she’ll 
smile and say it’s beautiful while choking 
back tears and mumbling under her breath, 
“Where the hell would I ever wear this outfit 
without being arrested for bad taste?” 

An additional hint, plaids do not go with 
stripes (even though you may think your 
golfing outfit looks just fine). It’s a known 
fact to the rest of the world that plaids+ 
stripes is a taboo. In the Northeast, that’s like 
wearing white after Labor Day.

9. Do not give her a gift certificate to Jenny 
Craig or Weight Watchers. Most men would 
know better, especially the ones who have 
learned the correct response to “Do these 
pants make me look fat?” If you are one of 
the poor souls who still doesn’t get it and 
purchases a gift like this, be prepared for the 
silent treatment for a month. (Although that 
may be something you would actually look 
forward to.) A better alternative would be 
hiring a Chippendale dancer as a personal 
trainer to get her motivated into getting fit.

10. Last but not least, never buy a woman 
anti-wrinkle cream, or a book on “How Not 
to Actually Look Your Age.” These are not 
considered gifts, they are considered reasons 
for seriously injuring the person who bought 
it, and just may stand up in a court of law.

Your Better Half 
Special Holiday Consultant

It Takes a Thief
UTHORITIES say a 
Pennsylvania woman made 
jury duty even worse than 
usual for nine people by 

stealing their money while they were 
hearing a different case.
  

The Allegheny County sheriff charged 
38-year-old Jawanda Tench, of Swissvale, 
with stealing $520 from the jurors’ purses.

Deputies reviewed surveillance video and 

saw a woman who appeared to have court 
papers sticking out of her pocket enter the 
jury room around the time the money went 
missing.

After reviewing records of recent arrests, 
investigators determined Tench had been in 
the courthouse that day after being arraigned 
and released on unrelated retail theft charges 
that morning.

Tench has been jailed. Online court records 
don’t list an attorney for her.

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com for Stone & Tile industry products
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I write this, I can final-
ly smell fall in the 
air. The decaying 
leaves and the 

cooler air are a nice change 
to the past wet and hot 
summer.       
  

Since it’s fall I thought I 
would change up my ole cup 
of Jo and go to Fivebucks for a 
pumpkin spice latté. Never had 
one but my breakfast buddies 
down at the greasy spoon are 
always talking about them. And 
Fivebucks is not a typo. I call 
it that ’cause any drink order is 
always around five bucks. I got in 
the ole Woody and headed for my 
first cup of that latté.

As I was pulling up in line for 
my latté my cell phone rang. The 
deep voice on the other end iden-
tified himself as an attorney. He 
sounded more like the Sargent on 
that old TV show Dragnet, for those 
of you as old as me. 

He went on to say that he was representing 
a homeowner who was suing the builder of his 
home for some damaged marble flooring. He 
told me that the damage was only in certain 
areas and was only on the perimeter of the 
floor.  

“I need an expert to go out there and take a 
look to determine the cause,” he said.  Sounded 
pretty straight forward so I told him I could 
take a look at it later this morning. He gave me 
the address and I continued in for my pumpkin 
latté.

Later that morning, caffeinated and ready 
to go, I pulled into the drive of this very old 
house. It was one of those Victorian types – I 
think they call them “painted ladies” in San 
Francisco. Hmmm, I thought. The attorney told 
me they were suing the builder. It must be a 
remodeling project since this home had to be 
close to 100 years old. 

I  knocked on the door and this very pretty 
older lady answered. She said, “You must be 
the Stone Detective?” 

I said yes and handed her my card. I was 
right – the home was totally remodeled. All the 
flooring was white Carrara marble. 

She took me into the kitchen and pointed to 
the damage running along the cabinet base. I 
bent down to take a closer look. 

There appeared to be a light etch, like some-
thing was spilled. The same damage was along 
the baseboards throughout most of the rooms.  
It was time to ask some of my Colombo ques-
tions. 

I asked when the damage occurred and she 
said shortly after they moved in. 

“Have you had any contractors in here since 
you moved in?” I asked her. 

She thought for a moment and said, “No. 
None.”  

OK, now I was puzzled so I asked her what 
she uses to clean the floor. She took me back 
to the kitchen and showed me a bottle of stone 
cleaner. It was the proper cleaner. 

I asked if I could perform some non-destruc-
tive tests on the floor and she said, “Whatever 
you need to do.” 

I pulled out some litmus paper to check the 
pH. It was right around 7. I next took out my 
pocket microscope to have a closer look at the 
damage. Strangely, the stone was not etched, 
but some chemical had deposited a white dull 
film on the stone. I scraped some off and placed 
it in a sample bag. I told her that I would have to 
get this sample back to lab to have it analyzed. I 
wished her a good day and off I went.

I got back to lab and was about to perform 
some tests on the sample when the phone rang. 
It was the pretty lady that I just left. She told 
me that she forgot to tell me that the day they 
moved in the house there was a guy there spray-
ing for cockroaches. I asked her for the name 
of the company and she told me.  Now I had 
a good idea what the film was – insect spray. 

I called the company and asked for an MSDS 

and, sure enough, it was an insecticide that 
would leave a film on the stone. Next I had to 
call the attorney to let him know that the marble 
wasn’t damaged and could easily be cleaned. 
Another case solved, and one more attorney 
defeated!  LOL!

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

 Frederick M. Hueston, PhD  
Stone Care Consultant 

I pulled out some litmus paper to 
check the pH. It was right around 7. 

I next took out my pocket microscope 
to have a closer look at the damage. 
Strangely, the stone was not etched, 
but some chemical had deposited a 

white dull film on the stone. I scraped 
some off and placed it in a sample 

bag. I would have to get this sample 
back to lab to have it analyzed.

The Stone Detective
The Case of the Cockroach Killers

Top 10 Signs You May Be 
Getting Sick of the Holidays

OMETIMES the busy and 
stressful holiday season  
can tend to get the best of 
you. Here are ten reasons 

why you may need to take a break.
  

10. Your neighbors wish you season’s 
greetings and you reply, “Bite me.” 

9. You purposely burn the turkey so you 
can all go out for Chinese food.

8. You’ve got red and green bags under 
your eyes. 

7. You’re serving reindeer pot pie. 

6. When you hear, “Sleigh bells ring, 
are you listenin’?” You cover your ears 
and scream, “No! I’m not listening!” 

5. You climb on your roof and start shoot-
ing carolers with your new Red Ryder 
Carbine Action 200-shot Range Model air 
rifle. 

4. You think you hear your Christmas tree 
taunting you. 

3. Instead of spending time with fami-
ly, you’re watching some guy make photo 
copies. 

2. You’ve got eggnog coming out 
of your ears. 

1. Two words: tinsel rash.

Order Item  
1266

$10.45

Call Toll-Free to Order 

800-575- 4401

Available at

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

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

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

A ccurate tile setting requires 
perfect tile leveling to prevent 
lippage. Uneven floor con-

ditions–a commonly encountered 
problem–makes it difficult to properly set 
ungauged and thin tiles or even larger 
format tiles.

Problem…
As a result, tiles that seem perfectly 

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

Solution…
Now, thanks to the new Raimondi 

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

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

3 Easy Steps…
Both the setting and removal of the 

leveling spacers are quick and easy.

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

Step Two:
Insert the Wedges
• Insert wedge in support slot carefully,  
 not passing breaking point.
• Use the special traction-adjustment  
 pliers to set the wedge.

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

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

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

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

LIPPAGE

AS SEEN ON

HGTV

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

Craig Walters, 
Granite Transformations

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

Scan This QR 
Code to See a 
Video Demo 

SEE THE

VIDEO

WWW.BRAXTON-

BRAGG.COM

Raimondi Large Format Free Cut Tile Guides
With the increased popularity and use of large format tiles during home remodels 

comes increased risk to businesses. Breaking one or more of the expensive tiles due to 
outdated cutting tools can break your bottom line, too.

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

The Large Format Free Cut Tile Guides offers:
• 5-foot guide for cutting large format tile up to 10 feet long (with extension) 
• Three suction cups to lock onto the tile 
• Dismountable for the ease of transport and handling 
• Breaking pliers for up to 1/4˝ thick tile 
• 1/2˝ cutting wheel

Raimondi Large Format Tile Free Mover
Designed for moving big tiles around 

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

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

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

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

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

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

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

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

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

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

Now the BEST Guarantee 
In the Industry—12 Months!

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

GET F-20 

Ogee Bit

FREE!

 Item # Description SALE Price

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

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

  F.O.B. Knoxville, TN

Hercules® Single Speed with 
Hydroplaning System

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

I am Bill Roberts and I approve this message!

Pos. 1

2cm Ogee 
Router Bit

Hurry — Special Offer Ends December 31, 2014

FREE with 

Hercules
 Router 

purchase!

$227.95 Value!

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com for the Hercules Router
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Why Pay More?

Braxton-Bragg now offers superb quality CNC Tooling in the 
most popular profiles!

Viper® CNC Tooling is the only CNC tooling system featuring 
a 6mm layer of diamonds on each profile wheel, including the 
polishing steps, ensuring the longest tool life in the industry.

The Viper® CNC Tooling system features seven steps – 5 metal 
and 2 ceramic polishing steps. This allows you to complete the job 
faster than any other CNC system in the stone industry. All of our 
CNC tooling is accompanied by data sheets with complete set-up 
information including pre-calibrated setting parameters, detailed 
operating information, and maintenance instructions.

All tools are carefully balanced and inspected by strict quality 
control standards. All of our CNC profiles are produced with a 
standard 35mm bore.

* Seven-step system

* Longest life of any CNC tooling

* High speed tooling

* All profile wheels are balanced & carefully inspected

* Standard 35mm bore

All in stock with NEW E-30 Bevel Profile!

ALL VIPER® CNC

FREE NEXT DAY 

DELIVERY!

Call Daryl Sims at 877-493-0394 
 if you are tired of paying inflated 

prices for CNC tooling.

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

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

 Segmented Pos. 1 $356.95 $407.95 $393.95 $459.95 $392.95 $473.95 $401.95

 Sintered Pos. 2 $347.95 $386.95 $393.95 $500.95 $392.95 $515.95 $383.95

 Sintered Pos. 3 $347.95 $386.95 $393.95 $500.95 $392.95 $515.95 $383.95

 Sintered Pos. 4 $347.95 $386.95 $393.95 $500.95 $392.95 $515.95 $383.95

  Pos. 5 $149.95 $149.95 $174.95 $197.95 $145.95 $164.95 $172.95

 Ceramic Pos. 6 $149.95 $149.95 $174.95 $197.95 $145.95 $164.95 $172.95

 Ceramic Pos. 7 $149.95 $149.95 $174.95 $197.95 $145.95 $164.95 $172.95

   $1,850.65 $2,018.65 $2,100.65 $2,556.65 $2,009.65 $2,516.65 $2,072.65
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Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.Braxton-Bragg.com for Viper CNC Tools
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Buck’s Belief
HERE are lots of reasons to 
feel sorry for Santa Claus 
this time of year. For one 
thing, he has to spend six 

weeks in hot department stores—in full 
uniform, no less—and entertain drool-
ing, sneezing, crying, coughing, greedy 
children by the tens of millions.

If that’s not bad enough, his shop is certain 
to be a madhouse of last-minute activity. Think 
about it. Overworked elves snarling at each 
other, reindeer poop on every boot, bicycle 
chains and doll arms scattered all over the joint, 
Mrs. Claus whining about the mess. I bet the 
poor guy drinks Maalox by the gallon.

And then there’s “The Journey” itself. Arrgh! 
What a killer! I’ve been on some hectic whis-
tle-stop tours in my life, but in my worst night-
mare I can’t imagine having to slither down 
every chimney in the land. Not to mention 
having to do it in the span of a single winter’s 
night.

All that notwithstanding, surely the most 
frustrating experience for Santa Claus is 
trying to prove to grownups that he 
really exists.

Imagine being able to see other 
people and hear what they are 
saying, but they can’t see or 
hear you. Then imagine spend-
ing an entire year building 
Christmas gifts for your friends—
but when you make the grand presentation, 
they shrug their shoulders and say, “Hmmmm. 
Wonder who did all this work?”

It’s enough to turn your hair white.
Fortunately for the big guy, there’s still a large 

contingent of adult followers. They believe in 
Santa Claus from the bottom of their hearts and 
souls. And all the logic this side of Socrates will 
not sway them.

My late uncle, Buck Spencer, was one of these 
people. After hearing his story, perhaps you’ll 
know why.

It happened a few years before the United 
States entered World War II. Buck was 22 years 
old, not long out of school, and into his first full-
time experience as a wage earner. Johnson Paint 
Company had hired him to work in its Cincinnati 
office.

Funny thing about us humans. We’re crea-
tures of habit. We always yearn to go home 
for Christmas, and Buck was no exception. He 
worked until closing time that Christmas Eve. 
Then he beat a path to the L&N depot, purchased 
a ticket and caught the southbound overnighter 
to Knoxville. Sure, he wouldn’t arrive until early 
Christmas morning, but what the heck. In matters 
of holiday homecomings with family and friends, 
late beats never, hands down.

But as he lay in his Pullman 
berth, nodding to sleep with the 
rhythmic clickety-clack below, 
Buck suddenly bolted upright.
Holy cow! This was Christmas 

Eve! The first Christmas Eve he’d 
ever been away from home! The 
first time he’d never hung up a 
stocking!

So Buck did what any rational 
person would do. He groped around 
at his feet until he found one of his 
socks. Then he dug into his ditty bag 
and produced a safety pin. And with 

peaceful knowledge that all was right 
with the world, he leaned from his berth 

and pinned the sock to the outside of the green 
curtain enclosing his quarters.

Uncle Buck has been dead more than three 
decades. His children and grandchildren are 
scattered from California to Georgia. But his 
stocking story is still a favorite with our family 
at Christmas. As far as I’m concerned, it proves 
positively that Santa Claus is alive and well and 
prospering in the hearts of all who believe.

He simply has to be.
How else can you explain that when the train 

pulled into Knoxville early Christmas morning 
and a homesick mountain boy arose from his 
bunk and eagerly prepared to meet his family, he 
retrieved that same sock from outside the curtain 
and found three pieces of chocolate candy nes-
tled inside?!

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

 Sam Venable  
Special Contributor

Sports Quote of the Month
“Football is football and talent is talent. 
But the mindset of your team makes all the 

difference.”
Robert Griffin III  (b. February 12, 1990)  

 American Football Conference quarterback  
for the Washington Redskins

Griffin played college football for Baylor University, 
 and was awarded the 2011 Heisman Trophy.

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

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

 Talon™ Cluster 
Grinding Cup Wheels 

The Perfect Tool For 
Surface Preparation!

Talon™ has a new way to prep the surface of stone and concrete. Using 
the latest Diamond Cluster Technology, there is now a faster way to 
remove fiberglass mesh, thick paint, and other materials from granite, 
marble and concrete. Talon™ Cluster Cup Wheels will leave a smooth 
finish as it removes the backings and surface coatings often used on 
granite slabs and concrete.

Talon™ Cluster Grinding Cup Wheels are available in 4˝ and 7˝.

 Item # Description  LOW Intro Price
 8845 Talon™ Cluster Grinding Cup Wheel, 7/8 - 5/8”-11 Thread, 4” $49.95

 8846 Talon™ Cluster Grinding Cup Wheel, 7/8 - 5/8”-11 Thread, 7” $79.95

NEW!NEW!

Derek Brodka recommends the 7 inch Talon™ Cluster Grinding Cup Wheel.

Order Item  
8846 Order Item  

8845

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com for Talon Cluster Cup Wheels

mailto:mahv%40outlook.com?subject=
mailto:mahv%40outlook.com?subject=
http://www.slipperyrockgazette.net
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HIS month  I present some basic 
maintenance advice for natu-
ral stone, terrazzo, ceramic 
tile, and polished concrete. 

These simple procedures are the most 
important part of caring for and extend-
ing the life of most any hard surface. My 
motto is: spend a little, save a lot.           

The maintenance of these surfaces is basical-
ly the same with a few exceptions. As we know 
from previous discussions, polished surfaces 
will normally show wear faster than honed or 
textured surfaces. That is because the polished 
surfaces are not naturally occurring in nature – 
they are strictly man-made – whereas honed and 
textured surfaces are much closer to naturally 
occurring finishes. 

The abrasive effects of foot traffic can be 
equated to between a 200 grit and 400 grit level. 
A polished surface is normally in excess of an 
1,800 grit level. So foot traffic will naturally 
tend to hone down or dull a polished surface. 
Improper maintenance will contribute to an 
increased need for re-polishing as well.

The rate at which polished surfaces are abrad-
ed is increased in sandy areas like beach 
fronts and deserts. Think east coast, west coast, 
Nevada, Texas, and you get the point. Foot 

program than to spend later on restoration. 
Therefore let’s look at a standard maintenance 
cycle for floors:

Daily Maintenance
1) Dust mop or vacuum – as often as required 

to reduce soiling and grit contamination.
2) Damp mop or auto-scrub with either a 

stone soap or a quality neutral cleaner. Stone 
soaps tend to work better on materials like 
honed marble, limestone, textured granite and 
slate, polished terrazzo, and polished concrete. 
Neutral cleaners with optical brighteners work 
better on many polished and darker colored 
materials as well ceramic tiles. 

Quarterly Maintenance (or as required,  
based on traffic wear and degree of soiling)
1) Clean grout lines (on stone applications) 

using a deep cleaning stripper or stone & grout 
intensive cleaner and a non-abrasive scrub 
brush. This is also helpful for textured stones 
like flamed granite and slate. Ceramic tile may 
require and dilute solution of acidic cleaner. 

2) For polished surfaces, evaluate and re-pol-
ish traffic lanes. For marble and terrazzo, either 
a 5X or stone polishing compound are typically 
used. Spray crystallizers are also sometimes 
used. Granites require specific granite powders 

traffic carries the sand and soil in, abrading the 
polished surfaces prematurely. Darker materials 
show the wear faster, just like a dark-colored 
car shows dirt and imperfections faster than a 
lighter colored car. Softer stones also wear at 
faster rates than do harder stones – i.e. marble 
verses granite on the hardness scale.

So to extend the life of polished surfaces, 
dust mopping is essential. Many casinos and 
commercial lobbies are dust mopped several 
times per day. The idea here is that keeping 
sand and grit off the floor will help extend the 
life of a polished surface. This of course, reduc-
es overall maintenance costs by reducing the 
frequency of having to re-polish traffic lanes.   

Walk-off mats and systems are also excellent 
ways to help prevent sand, dirt, and grit from 
being tracked in, and basically kept off of the 
flooring surface. It is said that a good walk-off 
system can eliminate 80% or more of the out-
side contaminants from being tracked in. They 
also help reduce issues like slips and falls from 
wet shoes. There are basic rules to follow, like 
it takes at least 7 or more steps to remove most 
of the contaminants from shoes. 

We have covered some parts of maintenance 
in previous issues but now we will cover a 
proactive schedule. Remember, it is better to 
invest in implementing a proactive maintenance 

or compounds. For polished concrete and ter-
razzo, diamond impregnated pads are common-
ly used to cost-effectively improve gloss in traf-
fic lanes. Pivot points and bottlenecks wear the 
fastest and require the most polish maintenance.

Annual Maintenance
1) Evaluate and assess wear patterns. 

Determine if light honing is necessary before 
polishing or to refresh honed surfaces. Use 
of diamonds may be necessary to achieve the 
desired clarity (flat and scratch-free surface). 
Feathering out with successive finer grits is 
typically used, depending on severity of lip-
page. Polish after honing per normal quarterly 
routine. Once dry, now is the time to reseal/
impregnate if the surface and grout no longer 
beads water satisfactorily.

There is no doubt that a quality proac-
tive maintenance system requires investment. 
However, the reactive approach is certainly 
much more costly. It also takes more dedication 
to maintain hard surfaces properly. 

When floors are cleaned, mop buckets must 
be refreshed with new solution about every 500 
to 1,000 square feet to avoid redistribution of 
soiling. Mops and pads must be replaced peri-
odically as they become worn and soiled. They 
are consumables after all. 

Restoration & Maintenance Corner
Preventative Maintenance for Hard Surfaces

Bob Murrell 
Stone Restoration

Marble floor maintenance – Keep razor blades in your gear- they will come in handy.

Maintenance on a ceramic tile floor. Don’t forget the Caution! Wet Floor signs!

Photos provided by Bob Murrell

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com for Stone & Tile industry products
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I suggest that everyone acquire a copy of the 
ISSA 447 Cleaning Times reference book. This 
gives many helpful statistics such as labor times 
for specific procedures and applications. It also 
gives coverages of various solutions and metric 
conversions. This easy to use and helpful man-
ual is essential for bidding purposes. They are 
available online ( www.issa.com) for about $10. 

Of course there are many products for differ-
ent applications like countertops and vertical 
surfaces. These include products for specific 
applications like mold or mildew removal, 

stain removal, soap scum removal, and anti-
slip protection. As always, this is where it is 
important to partner with a reputable distributor 
like Braxton-Bragg who can help guide you 
toward the correct products and help with their 
applications.

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

Restoration & Maintenance
Continued from page 24

Auto-Scrubbing – Use of an auto-scrubber makes for high production on large, hard surface floors.

Dust mopping polished concrete – Sometimes the old-fashioned way is best. Polished concrete is a 
relatively maintenance free surface unless deep scratches occur – just dust mop or vacuum routinely.

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

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

CORE

100’s 

OF HOLES!

KDrill CNC Core Bits

• Faster cutting speed
• Exceptionally long life
• ½ gas thread
• Available in 1” to 3”

Advances in stone working machinery and CNC Tooling have 
improved drastically in recent years. KDrill Thin Wall Core Bits 
offer superior speed and life. Field testing yielded from 600 to 
1,000 holes from one core bit.

Braxton-Bragg is now offering a line of KDrill CNC Core Bits that 
will save you time and money. These CNC Core Bits allow you to 
drill many more holes with the same core bit than other brands. 
Simply put, these core bits last longer! They also offer faster 
cutting speeds on granite and quartz.

 Item # Description LOW Intro Price 
 19407 KDrill CNC Blind Hole Core Bit, 1/4” $43.95

 19408 KDrill CNC Blind Hole Core Bit, 5/16” $47.95

 19409 KDrill CNC Blind Hole Core Bit, 3/4” $51.95

 19410 KDrill CNC Blind Hole Core Bit, 1/2” $59.95

 19400 KDrill CNC Core Bit, 1”  $55.95

 19401 KDrill CNC Core Bit, 1-1/4” $59.95 

 19402 KDrill CNC Core Bit, 1-3/8” $69.95

 19403 KDrill CNC Core Bit, 1-1/2” $74.95 

 19404 KDrill CNC Core Bit, 2” $89.95

 19405 KDrill CNC Core Bit, 2-1/2” $119.95

 19406 KDrill CNC Core Bit, 3” $149.95

NEW!NEW!

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com for KDrill CNC Core Bits
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Memo: r.e. North Pole Staffing
ODAY’S global challeng-
es require the North Pole 
to continue to look for 
more fiscally efficient, 

competitive steps. Effective immediate-
ly, the following economy measures are 
to take place in the “Twelve Days of 
Christmas” subsidiary:
  

The partridge will be retained, but the pear 
tree never turned out to be the cash crop fore-
cast. It will be replaced by a plastic hanging 
plant, providing considerable savings in main-
tenance. 

The two turtle doves represent a redundancy 
that is simply not cost effective. In addition, 
their romance during working hours could 
not be condoned. The positions are therefore 
eliminated. 

The three French hens will remain intact. 
After all, everyone loves the French. 

The four calling birds were replaced by 
an automated voice mail system, with a call 
waiting option. An analysis is underway to 
determine who the birds have been calling, how 
often and how long they talked. 

The five golden rings have been put on 
hold by the Board of Directors. Maintaining a 
portfolio based on one commodity could have 
negative implications for institutional inves-
tors. Diversification into other precious metals 
as well as a mix of T-Bills and high technology 
stocks appear to be in order. 

The six geese-a-laying constitutes a luxury 
which can no longer be afforded. It has long 
been felt that the production rate of one egg per 
goose per day is an example of the decline in 
productivity. Three geese will be “downsized,” 
and an upgrading in the selection procedure by 
personnel will assure management that from 
now on every goose it gets will be a good one. 

The seven swans-a-swimming is obviously a 
number chosen in better times. Their function 
is primarily decorative. Mechanical swans are 
on order. The current swans will be retrained to 
learn some new strokes and therefore enhance 
their outplacement. 

As you know, the eight maids-a-milking 
concept has been under heavy scrutiny by the 
EEOC. A male/female balance in the work-

force is being sought. The more militant maids 
consider this a dead-end job with no upward 
mobility. Automation of the process may per-
mit the maids to try a-mending, a-mentoring or 
a-mulching. 

With the new balanced workforce regulations, 
nine Ladies dancing is simply an odd number. 
This department will be phased out as these 
individuals grow older and can no longer do 
the steps. 

Ten Lords-a-leaping is also excess inven-
tory. The high cost of Lord upkeep plus the 
expense of international air travel prompted the 
Compensation Committee to suggest replac-
ing this group with out-of-work congressmen. 
While leaping ability may be somewhat sac-
rificed, the savings are significant because we 
expect an oversupply of unemployed congress-
men in the coming year. 

Eleven pipers piping and twelve drummers 
drumming is a simple case of the band getting 
too big. A substitution with a string quartet, a 
cut back on new music and no uniforms will 
produce savings which will drop right down to 
the bottom line. 

We can expect a substantial reduction in 
staffing, livestock and other expenses. Though 
incomplete, studies indicate that stretching 
deliveries over twelve days is inefficient. If we 
can drop ship in one day, service levels will be 
improved. 

Regarding the lawsuit filed by the attorney’s 
association seeking expansion to include the 
legal profession (“thirteen lawyers-a-suing”), 
action is pending. 

Lastly, it is not beyond consideration that 
deeper cuts may be necessary in the future to 
stay competitive. Should that happen, the Board 
will request management to scrutinize the Snow 
White Division to see if seven dwarfs is the 
right number.

Very Crabby Cargo
passengers on a delayed 
flight from New York to 
Charlotte, North Carolina, 
got a bit crabby, and no one 

could really say they were being too 
shellfish about it.
  

Their flight left LaGuardia Airport about 
a half-hour late one evening because some 
live crabs got loose in the cargo hold.

US Airways spokeswoman Liz Landau 
said it’s unclear how the fairly small crusta-
ceans escaped their container or what species 
they were. She says there were “more than a 
few” of them.

It’s unknown who was shipping them. The 
airline carries various cargo shipments, along 
with passengers’ luggage.

Workers swept the crabs out of the hold, 
and the flight went on its way.

want Productivity ?

Bullet Proof™ 
Fabricator’s Apron

Stone Sleeve™ 
Fabricator’s Sleeve

Available from

“The better men feel, 
 the harder they work!”

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

Order Item  
9121

Order Item  
9127

$66.95

$56.79

Visit www.slipperyrockgazette.net for more Stone & Tile industry news     for Bullet Proof Apron & Stone Sleeves
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The Varmint County Chronicles “Boomer” Winfrey
Varmint County Correspondent

HILE news headlines 
around the country have 
been dominated by horror 
stories about Islamic State 

terrorists, Ebola and the November elec-
tions, very little of that has been dis-
cussed in the barbershops, pool halls and 
taverns of Varmint County.  

Around here the major topic of discussion, 
practically the only topic of discussion for the 
past couple of months has been “taxes.”

As occurs every two years when county com-
missioners are up for re-election, it’s difficult 
for the squires to agree on a property tax rate 
and budget until the electoral smoke settles 
and they can take stock of who survived the 
voters’ wrath. 

This year, in particular, the squires were in no 
hurry since the county’s insurance premiums 
spiked while the county’s income from mineral 
severance taxes and state-shared taxes were 
down sharply. The result? The squires were 
staring a hefty property tax increase in the face 
just to keep the county government in business.

Varmint County’s commissioners, dating all 
the way back to the days when it was still called 
a “county court” and each squire was an official 
justice of the peace, empowered to perform 
weddings, have never been overly fond of rais-
ing property taxes.

This is somewhat of a mystery, since so 
few Varmint County voters pay them. Many 
folks in Lower Primroy live in the low income 
housing project while most residents up around 
Stinking Creek still rent their run-down shacks 
from the foreign-owned land company that 
once established coal camps up and down the 
creek to house miners’ families.

Elijah Haig pays a hefty tax on the thousand 
or so acres in his name in Haig Hollow, but 
most other Haigs simply squat on the land. 
Most of Haig Hollow was seized by the county 
half a century ago for non-payment of delin-
quent taxes. The county tried selling the land 
at a courthouse sale once, and a lawyer from 
Cincinnati actually bought up a dozen parcels 
of land.

He disappeared, however, the first time he 
traveled to Haig Hollow to inspect his hold-
ings. When the lawyer’s heirs failed to pay the 
back taxes a few years later, the county ended 
up with the land again and strangely enough, 
nobody since has entered a bid on it at subse-
quent tax sales.

So facing a $500,000 deficit in the county 
budget this year, our heroes on the county 
commission were in a quandary about how 
best to deal with the challenge. Newly elected 
commissioner and former county mayor Clyde 
Filstrup Junior argued for dipping into the 
county’s meager fund balance to make up the 
deficit.

“Clyde, you know we need that fund balance 

to run the county during the few months each 
year before the property tax bills go out. If 
you use it now, we’ll have to borrow money to 
run the jail and keep the courthouse open next 
summer,” Mayor Gabby Aslinger pointed out, 
adding, “That won’t go over very well with 
voters when the next election comes around.”

Gabby then paused and reflected, “Oh, that’s 
right. You plan to run for mayor in the next 
election, don’t you? You wouldn’t be hoping 
for a little financial crisis on my watch, would 
you, Clyde?”

“Well, raising the property tax is out of the 
question,” Clyde argued. “Our people can’t 
stand it.”

“You mean your people who own all those 
million dollar homes out on Mud Lake and 
your buddies from Philadelphia who control 
the 30,000 acres owned by the Varmint County 
Blue Gem Coal Company, don’t you?” Belinda 
Bandit chimed in.

The debate went on like that for the duration 
of that meeting, along with the next two meet-
ings, as the deadline for having a budget in 
place steadily approached. Finally, new com-
missioner Gertrude Barnwell from the Town of 
Confusion, formerly known as Pleasant View, 
came up with a suggestion.

“We could pass a wheel tax! Everybody 
doesn’t own property but everybody owns 
a car, or pickup truck or off-road vehicle. 
We could add the tax to their bill when peo-
ple come in to renew their license plates,” 
Gertrude exclaimed.

Belinda Bandit wasn’t crazy about that idea, 
arguing that a lot of Varmint County folks need 
their run-down cars to get to the store or the 
doctor but can barely afford the gas. “What’s 
fair about charging a mother of four, on food 
stamps, driving a 1995 Toyota, the same as 
you charge Clyde Filstrup for his $50,000 
Cadillac?” Belinda asked.

But in the end, Clyde preferred paying thirty 
bucks extra for his license plate to paying for 
a hefty tax increase on his funeral home busi-
ness. He convinced most of the men on the 
commission to join Gertrude in going along 

with the wheel tax idea. 
The other women on the court - Belinda, 

Mary Ann Botts and Prunella Pinetar were 
joined by Hiram Pennywell, who never voted 
“yes” to spend money or raise a tax during his 
entire 28-year political career. Their opposi-
tion fell short, however, and Varmint County 
approved a $30 wheel tax to balance the 
budget.

To say that Varmint County citizens were 
unhappy with the prospect of shelling out $54 
to renew a $24 license plate on their beat-up 
clunkers would be akin to saying that the 
residents of Hiroshima were unhappy with the 
invention of the atomic bomb.

The push back started simply enough. On 
Friday morning after the Varmint County War 
Whoop & Exterminator hit the stores with its 
wheel tax headline, Mayor Aslinger found a 
strange car sitting in her reserved parking space 
at the courthouse.

On the windshield of the ancient Chevy 
Impala was a note that read, “I kept this pile 
of junk around as a backup in case my truck 
conked out but I ain’t gonna spend $54 to keep 
it parked in my back yard. The county can have 
the d*** thing.” The note was signed by the 
mayor’s dad, Archie Aslinger.

“Daddy, you’ve got to come down and move 
this pile of junk away from the courthouse or 
the Sheriff will have it towed to the impound 
yard.”

“Fine, daughter. Impound it. I don’t want it 
no more,” Archie proclaimed.

Corky Hockmeyer got the job of towing 
Archie’s clunker into Sheriff Hiram Potts’ 
impound lot, dropping it among a half dozen 
newer vehicles seized from various drug deal-
ers, pot growers and an armed robber serving 
time at the state pen.

“Am I gonna have to get wheel tax stickers 
for my car, my pickup, and my five wreckers?” 
Corky asked. “That will cost me over two hun-
dred bucks every year.”

“Afraid so, Corky. Every vehicle operating 
on county roads needs a sticker,” Sheriff Potts 
replied.

Corky said nothing. Late Sunday night, while 
most folks were turning in after a long day 
of church-going, Sunday dinner-eating and 
football-watching, Corky and his cousins were 
busy at work over at his junkyard with his five 
wreckers.

On Monday morning as county employees 
arrived for work, they had a hard time finding 
a parking spot. Every space was occupied by 
a wrecked or worn-out vehicle, ranging from 
Ford pickups and Volkswagen Beetles to a 
five-axle concrete truck with a blown engine 
and leaky concrete cylinder.

Sheriff Potts knew that Corky was behind it 
all, but could prove nothing as he watched the 
wrecker driver hook up a minivan with a blown 
transmission for towing to the impound lot.

“Why don’t you just tow it back to your 
junkyard, Corky? I know that’s where it came 
from.”

“Sheriff, I don’t have a clue what yore 
talking about. I never seen this thing before. 
Besides, I just cleared out a bunch of old cars 
over to Burrville last week. Gonna clean up 
part of the junkyard and put in a fish pond so 
I ain’t got room for this thing. Guess you’re 
stuck with it”

“Mayor, my impound lot is full,” the Sheriff 
complained to Gabby. “What’s more, Toby 
Pinetar just brought his old Willis Jeep in and 
parked it in front of the jail. He tossed the keys 
to my chief jailer and told him it belongs to the 
county now.”

“Sheriff, our problems are just beginning. I 
got a call from Coach Snodgrass down at the 
football stadium. We’ve got a homecoming 
game coming up on Friday and he says there 
are around twenty-five old cars and trucks 
parked on the field.”

“More old wrecks from Corky Hockmeyer?”
“Apparently not. One is Stanley Aslinger’s 

old backup fire truck. One is Rufus Haig’s 
rattletrap Thunderbird and another is that old 
Honda that Fluvia Pinetar won at the Historical 
Society raffle last month.”

“Looks like every Varmint County driver 
who owns a spare vehicle or an old clunker in 
the backyard has decided to stick the county 
with ’em rather than pay for a wheel tax stick-
er,” Sheriff Potts laughed.

“We’ll just find a place to stack them until 
people get over being angry and want their 
spare cars back,” Gabby replied. “Surely this 
will blow over.”

A week later, when the county commission 
met again, it had still not blown over. “How 
many junk cars have we had to tow and find 
space for?” Belinda Bandit asked.

“At last count it was right at 856,” the Mayor 
replied. “That doesn’t count the dozen old 
motorcycles that Gertrude found piled up in her 
swimming pool last week.”

New County Commission’s Wheel Tax Gets “Junked” by Drive-In Protesters

Continued on page 28
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What in Tarnation is Going On?

Perry Mason a Criminal?

HEN police in Daytona 
Beach, Florida, found a 
man covered in tar on the 
roof of a closed gas sta-

tion before dawn, he told them he was 
visiting family.  

They didn’t quite believe that story.
The Daytona Beach News-Journal report-

ed the 30-year-old man then tried to con-
vince officers he was a repairman who was 
atop the Sunoco station at 3 a.m. because 
he heard the air conditioners making noise. 

Perry Mason, of Hardwick, 
Vermont — not to be con-
fused with the fictional 
criminal defense lawyer 

played by Raymond Burr — has pleaded 
not guilty to breaking into a jewel-
ry store in July and stealing $110,000 
worth of handmade items.  

The Caledonian Record reports bail for the 
46-year-old Mason was set at $50,000. But 
even if he’s able to post it, Mason isn’t likely 

Officers didn’t believe that one, either.
Finally, police say he told them he had 

been sleeping on the roof and had smeared 
tar on himself so he wouldn’t be seen.

Police say that since he had a prying tool 
with him, they think he was a would-be 
burglar and arrested him for attempted bur-
glary of an unoccupied structure, possession 
of burglary tools and criminal mischief. 
General asinine tomfoolery would have been 
an appropriate charge as well, we think.
Source: Daytona Beach (Florida) 
News-Journal

to leave prison right away. He’s being held 
on a parole violation. A prosecutor said he 
also has five prior burglary convictions and 
an escape conviction.

Mason’s lawyer, Jessica Burke, says the 
state’s evidence is weak.

But police say in an affidavit it was through 
the arrest of another man that investigators 
identified their suspect.

Source: The Caledonian Record

Just then Clyde Junior arrived late. “I want 
somebody arrested,” he sputtered.

“What’s wrong, Clyde, somebody forget 
to pay you before you buried them?” Virgil 
“Buck” Snort, commissioner from the Town of 
Confusion joked.

“I have forty-three old vehicles stacked up 
in my parking lot and we’ve got a visitation 
tonight for the Widow McBean. I’m going to 
have to pay for a shuttle bus from the bank, 
which is the only parking lot in town still not 
overflowing with wrecks.”

“Uh, hate to tell you, Clyde. The parking lot 
of the Varmint County Third National Bank 
is full up. Somebody parked a row of old coal 
trucks in front of the drive-in window,” school 
board chairman Will U. Reade announced from 
the audience..

“Well, somebody needs to move them off,” 
Clyde protested.

“Not any time soon. It’s that bunch of worn-
out old trucks that were parked up on the 
backside of McCracken’s Neck in the strip pits. 
They must have towed them down behind other 
trucks because there’s not a wrecker in Varmint 
County large enough to tow them,” Hiram 
Pennywell cut in.

“This is intolerable!” Clyde complained. 
“How can we do business or run the county 
when people are turning Lower Primroy into 

one big junkyard?”
“I’ve got a suggestion,” Belinda Bandit 

announced. “Let’s vote to repeal the wheel tax.”
“That might stop the protests but how will we 

make up the budget shortage without that rev-
enue? We’ve already set the property tax rate 
at last year’s level,” Gertrude Barnwell asked.

“I think I’ve got an answer,” Gabby Aslinger 
cut in. “We’ve got nearly 900 abandoned 
vehicles, counting those in Clyde’s parking 
lot, plus several coal trucks, a concrete truck 
and numerous junked motorcycles, golf carts, 
and somebody even abandoned a single engine 
airplane without an engine over at the airport.”

“So?” Clyde snorted.
“So how much is all that metal worth at the 

recycling center in Burrville?” Gabby asked.
“I make a motion to repeal the wheel tax 

and sell all of the abandoned vehicles now in 
the county’s possession to pay off the budget 
shortfall,” Hiram “Doctor No” Pennywell loud-
ly announced.

And so Varmint County’s new commission 
survived their first trial by fire, no taxes were 
raised, as usual, and the Lower Primroy Garden 
Club presented their annual “Beautify Varmint 
County” award to the county commission for 
finding a way to rid the county of all the junk 
car eyesores parked in every yard.

Varmint County
Continued from page 27

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

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

– Save More – 
 Buy Stone Shield!

Stone Shield™ 
Enhancer & Sealer 
Now Match the Edge to the 
Surface of Resined Stone.

MADE IN THE USA

Stone Shield Enhancer & Sealer brings out a deep, rich 
color in stone. Use it to get that wet-effect look for in-
door and outdoor applications. Apply it on polished, 
flamed, rough or sanded surfaces. Works well to 
disguise small scratches on surfaces. It seals surfaces 
against oil and water.

NEW!

WILL NOT

YELLOW
IN THE SUN!

• Enhances the natural look of granite, marble and travertines

• UV stable – Does not change color when exposed to the sun

• Offers a wet look indoors and outdoors

• Works as a stone color enhancer and a high quality sealer

 Item #  Description MSRP OUR Price 
 46407 Stone Shield™ Color Enhancer & Sealer, 1 Quart $55.95 $45.79

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com For Stone Shield Color Enhancer
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PLACED

Call 800-575-4401 to order

• Mix Only What You Need: Saves Time & Money

• Easy to Mix: 1:1 Ratio

• UV Stable – Use on  
 Exterior Applications

• Will Not Bleed or Darken 
 Light-Colored Stone Seams

• Fast Curing

Now Available At

Order Item  
16518

HE National Kitchen and 
Bath Association (NKBA) 
will recognize the 2015 30 
Under 30 at the upcoming 

Kitchen & Bath Industry Show (KBIS®), 
to be held Jan. 20 – 22, 2015, in Las Vegas.           

The NKBA will not only acknowledge these 
talented young individuals, but also help them 
immerse and apply themselves to new opportu-
nities for growth and development in support of 
the industry. ¬

“We are excited to present our 30 Under 30 
young professionals at KBIS 2015 for the third 
year in a row,” says Nancy Barnes, NKBA 
Director of Learning. “The program launch 
in 2013 was a huge success with the group, 
which included enthusiastic entrepreneurs, for-
ward-thinking CEOs, and cutting-edge design-
ers, all in their 20s.” 

In a program called “Introductions to the 
Industry,” the 2015 30 Under 30 group will 
make its debut on January 20, at 10:15 a.m. 
at Center Stage, NKBA Booth #N2163 and be 
introduced to the extensive gathering of indus-
try professionals at KBIS.

“Introduced in 2013, the 30 Under 30 pro-
gram is designed to capture the voice of the next 

generation of kitchen and bathroom profession-
als,” says 2014 NKBA President-Elect Maria 
Stapperfenne, CKD, CBD. “The group scours 
the show floor for innovations, trends and new 
technologies, as well as sustainable business 
practices and emerging business models and 
then shares these insights with attendees.”

At KBIS 2015, the newly inducted group 
will work on obtaining valuable information 
on a specific topic from exhibitor feedback 
and share their findings during a presentation 
on Jan. 21 at Center Stage. This year the 30 
Under 30 recipients will work in ten groups of 
three to conduct research on design trends such 
as sustainability, aging in place and multi-gen-

erational, as well as business trends such as 
global influences, products, systems and more. 
In this lively session, the 30 Under 30 group 
will present their research on critical kitchen 
and bath industry trends and answer questions 
regarding any issues that professionals face in 
their businesses.

The candidates selected for the 30 Under 
30 program at KBIS 2015 include: Emily 
Alt, DreamMaker Bath & Kitchen; Melissa 
Austin, AKBD, Affinity Stoneworks/Affinity 
Kitchen and Bath; Jamie Banfield, Jamie 
Banfield Design; Jonathan Barfell, Jenn-
Air; Krista Benton, AKBD, CabinetWerks a 
division of Orren Pickell Building; Danielle 

Bohn, AKBD, Creative Kitchen Designs, Inc.; 
Stephanie Brick, Associate AIA, Nicely Done 
Kitchens & Baths; Deena Castello, Cabochon 
Surfaces & Fixtures; Michelle Eglington, 
Euro-Line Appliances West Inc.; Monty 
Elsabbagh, Canadian General Contractors 
Group; Kara Feinberg, Allied Kitchen and 
Bath; Megan Greve, Edmond Kitchen & Bath 
LLC; Katharine Hatcher, Southern Kitchens; 
Jag Khangura, Kitply Industries; Jennifer 
Murphy, Associates in Building + Design; 
Jessica Petrino, Yale Appliance and Lighting; 
Kerri Plazza, Cabinets Extraordinaire; 
Chelsey Preuss, Minnesota Cabinets, Inc.; 
Leanne Richard, The Home Depot; Amanda 
Rivera, Moen Incorporated; Katie Roberts, 
Amerock; Victoria Ross, Cosentino; Diana 
Runyon, Select Kitchen and Bath; Nikki Sayers, 
Huntwood Cabinets; Damara Scheeler, North 
Star Remodeling; Megan Siason, Marrokal 
Design & Remodeling; Tyl Thomas, Panda 
Kitchen & Bath Expo; Alexandria Van Nuys, 
Lane Homes & Remodeling; Brynne Welper, 
The Home Depot; Elizabeth Wesley, Lifestyle 
Kitchen Studio. 

To register for the show and/or events, please 
visit: www.kbis.com. 

The NKBA Announces 2015 30 Under 30 Award Recipients
The NKBA has Chosen 30 Exceptional Young Professionals to Explore the Show Floor 

and Report on Key Industry Trends at KBIS 2015 in Las Vegas, Jan. 20 –22

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsBuy Touchstone Glacier at www.braxton-bragg.com
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The winner, Madison Rowley (left), in the most elegant and sportsman-like conduct turned and 
bowed first to his fellow competitors, waving his arms to signal the audience to follow suit. 

HE Keller Auditorium in 
Portland, Oregon played host 
to The 2014 World Beard and 
Mustache Championships. 

  
This event was presided over by 6 judges: 

the reigning Ms. Oregon (crown, sash and 
all); the “real life” Penny Lane—who was the 
inspiration for the film character Penny Lane in 
Almost Famous, and Shane Piston—a student 
from Brigham Young University who has been 
instrumental organizing protests on the campus 
to allow students to grow beards, as it is cur-
rently forbidden. 

Also judging was Portland Mercury 
Managing Editor Marjorie Skinner who was 
joined in the fun by University of Toronto 
Professor Alan Peterkin, author of the book 
One Thousand Beards, a Cultural History of 
Facial Hair. Rounding out the judge’s crew 
was Steven Wallace, a representative of High 
Fives Foundation, a non-profit organization 
that assists athletes that have suffered life-al-
tering injuries while engaging in their preferred 
sport. High Fives Foundation was the recipient 
of funds raised by ticket sales of The World 
Beard and Mustache Championships.

Who Were These Judges Judging?
Approximately 300 men were vying for 

glory in 3 categories— Mustaches, Beards and 
Partial Beards, which had 18 different sub-cat-
egories ranging from Natural Mustaches, Dali 
Mustaches, Hungarian Mustaches, to Sideburns, 
Amish Beards, Garibaldi and Verdi Beards.

This contest displayed men coiffed in hairy 
masterpieces crafted out of beards, mustache 
and hair products, to messy and unkempt 
beards and mustaches you might see at your 
local grocer or a bar.

Primarily, it was the eccentric male facial 
hairdos that populated the scene and it was 
these more dedicated folks who took home the 
medals and award booty.

The opening ceremony consisted of a parade 

of nations and states, with the global represen-
tatives parading down the center aisle towards 
the main stage dutifully carrying their nation or 
state’s flag, followed by a legion of sartorially 
men.

As the parade of nations and states filed on, 
the 3,000-seat house filled with over a thousand 
spectators. Present in the audiences ranks were 
facial hair fanatics and enthusiasts, to con-
testants and their supportive hordes of family 
and friends, as well a large crowd of curious 
onlookers.

There was an entire section of deaf audience 
members there to show their support for two of 
the contestants from the deaf community.

The sign language interpreter stood front and 
center stage signing the national anthem, while 
all participants were asked to doff their hats and 
salute our great nation.

The 300 participants covered the entirety of 
the stage and spilled out on the area directly in 
front of the audience.

 The contest began with the introduction of 
the criteria by which the judges would make 
their selections: “Choose a contestant whose 
facial hair best enhances his appearance, per-
sonality and style.” The judges then swore to an 
oath that they would not be swayed in any way 
in their decision making process. 

The show was off and running with the 
Mustache and all its glory and variety as the 
first category. Contestants came out one by 
one, showing off their facial wonders, first to 
the audience and then parading themselves 
before the judges. Some participants took their 
moment very seriously and others danced, 
howled, crawled, cart-wheeled, yipped, or sim-
ply walked to the judges table. 

Many of these men wore costumes such as a 
crowd of lumberjacks; a handful donned kilts, 
whereas steampunk attire and head-to-toe cow-
boy gear were rampant. For some unfathomable 
reason there were an excess of men in Gandalf 
(Lord of the Rings wizard) costumes. 

The Brazen Unshaven
Once the contestants had regaled the audi-

ence, the judges then got a moment to survey 
the facial landscape of each contestant. When 
all contestants were on stage, they faced the 
audience and then as a group, stood before the 
judges for their final ruling. Each Judge would 
then select their top three favorite candidates in 
order from third to first place. The overall score 
then determined the winner of each category.          

All first-placed winners were asked to stay 
for the final competition, which took place at 
the conclusion of the 5-hour contest. Many of 
the 18 sub-categories or divisions had multiple 
rounds to accommodate for the large number of 
contestants entered in some categories. 

The natural beard had the most entrants— 
coming in at 78 competitors, who were bro-
ken down into groups of 10. This left quite a 
demanding task for the judges, as well as the 
harried Emcees who began rushing the contest 
at junctures, making it appear more like a car-
nival ride than a well paced pageant.

In the over-populated rounds, near pandemo-
nium took place and exposed the organizational 
shortcomings of the event, which cracked and 
crumbled under time pressure, along with the 
mass of contestants.

Frequent computer glitches and errors on the 
part of the announcers gave the proceedings 
a slapstick-like atmosphere. One announcer’s 
ribald and crass sense of humor only served 
to egg on the rowdy crowd who only got more 
boisterous, the more alcohol they consumed.  
The inebriated audience was there for a show, 
and a show is what they got.

Down to the Wire: Winner By a Whisker
The grand finale of the contest was a cer-

emony which included all the winners of the 
18 subcategories. At this point in the game, 
the judges relinquished their decision-making 
power to the audience. The audience by virtue 
of the volume of their voices then selected the 
most compelling participant from each of the 
18 divisions. This person was slated to win a 
trip to Austria (during Oktoberfest).

After many contestants vainly stormed the 
stage—howling, strutting, and posing in a vari-
ety of ways that displayed their bravado and 
brash showmanship, the winner of the entire 
contest was a young man named Madison 
Rowley. 

Mr. Rowley had a shiny and well-trimmed 
Garibaldi beard (a long, bushy beard rounded 
on the sides and bottom) and he turned shades 
of beet red when the audience sounded their 
collective wolf howls, shrieks, whistles and 
whoops of approval for the most humble char-
acter in the bunch.

The winner in the most elegant and sports-
man-like conduct turned and bowed first to his 
fellow competitors, waving his arms to signal 
the audience to follow suit. Then he faced his 
fans with a look of awe rivaling Sally Fields’ 
moment of glory at the Oscars where she pro-
claimed, “You like me, you really like me.”

It was refreshing and heartening to see one 
with little to prove and much to gain, become 
the captor of the audience’s hearts and minds 
amongst a group of men striving for glory.

The Hairy Men Go Global Sarah Rohr
Special Contributor

Photos by Sarah Rohr

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

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


slIppery rock GazeTTe decemBer 2014  |  31  

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

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

The following can all be caused 
by a simple head injury:

Will your next breakfast bar cause this 
to happen to your customer’s child?

•  Prolonged loss of consciousness
•  Persistent or severe memory loss, confusion
•  Persistent vomiting
•  Seizure
•  Severe, persistent, or worsening headache
•  Suspicion of intentional injury (abuse)
•  Behavioral changes (eg, lethargy, decreased 
 alertness, extreme irritability)
•  Signs of a skull fracture or bulging fontanel  
 (the soft spot on an infant or toddler’s head)
•  Significant scalp bruise, trauma or brain injury 

SEE THE

ANIMATED VIDEO

WWW.BRAXTON-

BRAGG.COM

Imagine if you were to blame for this happening 
to one of your customer’s children. That’s exactly 
what happened to one fabricator in Kentucky.  
Although, instead of a customer’s child… it was 
his own nephew.

Better Design = Safer Product 
The patent-pending I-Brace granite support installs 
in just minutes, eliminates the need for corbels or 
wood supports on breakfast bars and can be kept in 
stock – on the truck or in the shop.  Plus…  never 
again will you need to worry about your work in-
advertently causing injury.

You Get More Profit
What good does it do to sell an extra 10 square 
feet of granite if you have to spend the profits 
on high-priced wood corbels? 

Faster Install Times 
Now you can install a breakfast bar or cantile-

vered island top and have it securely braced in min-
utes, with no special hardware or tools required. All 
it takes is 2 to 4 I-Braces, a length of 2 x 4, a few 
inexpensive screws, construction adhesive, and 
you’re ready to set the island top in place! 

Fewer Call-Backs 
Now you can offer your customers a more se-

curely braced breakfast bar with no return trip 
needed to install costly, old-fashioned–and poten-
tially dangerous–corbels.

Industry Leading Guarantee
Go ahead and give the I-Brace a try on your next 

breakfast bar and rest assured you’ll be backed by the 
industry leading “Better! Faster! Cheaper!” guarantee.

$300/ea $11/ea
MADE IN THE USA

Old-style corbels

 Item # Description MSRP OUR Price 
 12458 The Original I-Brace Countertop Support, 13˝x 2-1/2˝, 3/16˝ Thick $16.95 $10.99

 12460 The Original I-Brace XL Countertop Support, 20˝ x 2-1/2˝, 3/16˝ Thick $22.95 $14.99

 12464 The Original Upper Brace Upper Bar Support, 10˝ x 2-1/2˝, 1/4˝ Thick $17.95 $11.99

 12465 The Original Upper Brace Upper Bar Support, 15˝ x 2-1/2˝, 1/4˝ Thick $22.95 $14.99

 12461 The Original L-Brace Upper Bar Support, 10˝ x 2-1/2˝, 1/4˝ Thick  $23.95 $15.99

 12462 The Original L-Brace Upper Bar Support, 15˝ x 2-1/2˝,  1/4˝ Thick $29.95 $19.99

  Typical breakfast bar islands use 2–4 braces per side.
  Centers should be spaced every 18-24˝.

You can onlY get

the original

i-Brace

at Braxton-Bragg

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com for I-Brace Countertop Supports
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The Slippery Rock Classifieds
Ads not meeting guidelines will not 
be published. 

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

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

2015 Classified Ad Deadlines

Classified Ad Guidelines

Issue Ad Submission Deadline

January 2015 Wednesday, December 3, 2014

February 2015 Tuesday, January 6, 2015

March 2015 Wednesday, February 4, 2015

For Sale

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

_____________

FOR SALE: FastTrack 144-72 
Digitizer System. Includes 144˝ x 
72˝ Digitizer Board, Laser Pointer, 
Complete Computer (no moni-
tor) IntelliCAD Software, Outline 
Digitizing Software. No longer useful 
in our shop, however would be perfect 
for small shop fabrication. Contact 
Darlene at 770-385-7708, or email 
darlenep@fieldstonecenter.com, for 
information and pricing.

_____________

FOR SALE: Wire Saws Large and 
Small. Affordable New and Used 
Wire Saws, hydraulic or electric, sta-
tionary or portable Made in USA! 
Call 530-925-4517 or send an email to 
art@idealquarry.com

_____________

FOR SALE: BM SUPER SINGLE 
BLADE FRAME. Saw (3) blades – 
$6,500.00 in new parts. Not used for 
8 years, came from the  COLORADO 
YULE MARBLE COMPANY. Saw 
is in Arizona. Contact: Pete The 
Miner 928-684-1260. Price of saw is 
$25,000.00. Trucking is also available

_____________

FOR SALE: Line polisher, and 
bridge saw. Quasar Tech line pol-
isher, low hours, works great, 35,000 
or best offer. can train at our shop and 
load and ship, for under 2,000 in the 
US. FOMA Bridge Saw cuts on 45 
on block wall, rotating table $17,000 

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

_____________
The MIA is seeking a person for the 
full-time post of Technical Advisor 
to join the MIA’s technical depart-
ment (headed by Chuck Muehlbauer). 
Key components of the job and 
skills needed include:  POSITION 
SUMMARY:  Responsible for sup-
porting the association’s technical and 
education programs. Responsibilities 
include fielding technical inquires 
and participating in the preparation 
of graphics and text for technical 
publications. Serving on and/or staff-
ing technical committees, as well as 
speaking at educational events will 
be required.  
ESSENTIAL DUTIES AND 
RESPONSIBILITIES:  •Field tele-
phone, email, and website generated 
inquires from members, non-mem-
bers, architects, interior designers, 

or best offer. Also have welded boom, 
($1000), A- frame trailer ($2000), 
Achilli SC500 Slab Cart ($3,500) 
and Curtis dual motor 5hp compressor 
($1,500), sector dual speed router and 
bits  ($1500). Also 100 slabs of quartz 
(450 per slab), man-made marble (350 
each) and pre-made vanities in gran-
ite ($100 each), or package deal, all 
equipment for 55,000 or equipment 
and stone 75,000. Call Mark 559-905-
6430.

_____________

Business Opportunities

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

_____________ 

Help Wanted

Project Managers - Norcross, GA. 
Marmi Natural Stone is the Southeast’s 
leading source for high-end fabrication 
and unmatched selection of natural 
stone. To support operations team, 
we need Project Managers to ensure 
projects completed with high quality 
work and customer service. F/T salary, 
bonus, excellent benefits. Must have 
relevant cabinet, stone or project man-
agement experience, be organized and 
communicate effectively in a high-
paced environment. Fax resume to 
770-685-6190 or e-mail info@marmi-
stone.com. Marmi is a drug-free work-
place.

_____________

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

engineers, etc regarding stone origin, 
properties, quarrying, fabrication, 
handling, installation, maintenance, 
and restoration.  •Participate in writ-
ing of new or revised MIA publi-
cations, including MIA Dimension 
Stone Design Manual, MIA Technical 
Bulletins, Newsletter, and indus-
try periodical publications.  •Prepare 
and/or modify graphics of stone con-
struction details in above publica-
tions.  •Assist with MIA Accreditation 
site inspections.  •Prepare and present 
educational sessions on stone relat-
ed topics at StonExpo, Coverings, 
AIA, CONSTRUCT, MIA Education, 
and other events.  •Represent MIA 
Interests on various National Technical 
Committees.
EDUCATION: Minimum Associate’s 
Degree in Construction related field 
of study (Architecture, Engineering, 
Construction Technology, etc.); 
Bachelor’s Degree preferred.  
EXPERIENCE: 5 years’ Stone 
Industry Experience.  Experience spe-
cific to the Decorating or Restoration 
sectors of the stone industry are a plus.  
SKILLS: Must have good written 
and verbal communication skills, with 
public speaking experience. Must be 
familiar with and have a minimum 
level of fluency in Microsoft Office 
software and AutoCAD software. 

Candidate must be capable of pro-
viding a competent and professional 
representation of the MIA.
LOCATION: Oberlin, Ohio (pre-
ferred). The MIA is open to the 
employee working remotely if reloca-
tion is not an option.  DEADLINE TO 
APPLY: December 15, 2014.
Interested parties should submit the 
following:  •Resume; •Drawing sam-
ples; •Writing samples; •List of pub-
lic speaking history; and, •Salary 
history.  Recruitment@marble-insti-
tute.com or by mail to: MIA, Attn: 
Technical Advisor Recruitment, 380 
East Lorain Street, Oberlin OH  44074.

_____________

Repair Services

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

_____________

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

Readers Please Note:

DEMO & CLOSEOUT
TOOLS anD EqUipMEnT

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

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

 • Viper® Freehand Wet Core Bits 1-1/4˝ to 3˝ Call for  Close-Out Prices! 

• Talon™ CNC Thin Wall Core Bits, 1˝ to 3´ – $11.00 to $47.00    

•189815 Lavina L25-S (Class Demo) Floor Grinding Machine, $11,151 

  • Raptor 6˝ Portable Saw (Demo), $999.00 

•Werkmaster 3˝– 5-3/4 ˝ Metal Flex pads, 30 gr. to 300 gr.–$35 to $79 ea 

• #23281C Termite XT-S Floor Grinding Machine – $4,871.25

• Talon™ 8˝ Continuous Rim Diamond Blade for Porcelain – $15.98 ea

• Makita 9565CV SJS Variable Speed Grinder–  $134.79

New Seminar Begins January 2015
Visit www.stoneforensics.com

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

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

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

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

Call 321-514-6845

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com for Stone & Tile industry products
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RANITE shops waiting for 
their sales to catch fire can 
get some expert help in ignit-
ing customer interest with 

FireUps internet marketing services.               

Paul Gallagher, owner of FireUps, has been 
guiding granite businesses in the development 
of high-return internet marketing strategies 
since 2009. “What I do is get them started with 
going directly after the consumer with a pay per 
click advertising budget and construct a website 
for them, or use one of my existing brands,” 
he said.

Gallagher now represents about 25 clients 
all over the U.S. Many of their referrals are 
generated through his corporate website, gran-
itemakeover.com, which provides customized 
information about each of his clients in their 
own local markets. “Based on the local IP 
address of the visitor to the website, the content 
of that website is changed to represent them in 
the local area,” he said.

This is just the beginning, though. Gallagher’s 
efforts don’t stop with giving clients access to 
customers through granitemakeover.com.

“If they have a corporate website already, I 
say, ‘Great, keep it, hang onto that,” he said. 
“I put them on my granite makeover website 
in that market, and we drive all the customers 
there. We look at their corporate branding as 
a whole and possibly create other localized 
websites for them. We attack this on all fronts.”

One of the best examples of the benefits of 
a thorough internet marketing campaign is the 
client that led Gallagher to discover he could 
fill service needs for the granite industry, which 
has been the basis of his business since.

The owner of a shop in New Hampshire 
approached Gallagher for help with building a 
website and then marketing his services on the 
internet. The business had great potential not 
yet being capitalized upon.

“He was on a major road, 26,000 people a day 
drove by his showroom, and he was doing two 
sales a week,” Gallagher said.

The first hurdle was helping the client real-
ize the need for a realistic marketing budget. 
“He came to me with a quote from a large 
(internet marketing) organization,” Gallagher 
said. “They said $500. I said, ‘It’s not enough 
money– how many sales are you looking to 
generate?’ I said, ‘We need to go into market 
with a $1,500 budget, and we’ll see what that 
does.’”

Although the client was unsure about com-
mitting that much money, Gallagher convinced 
him to undertake a trial venture. “I said give me 
$750 to start, we’ll run it over two weeks and 
see how many people we can get in the show-
room. So we did it.”

That’s when the client hit pay dirt. “In two 
weeks I went in to sit down and get the next half 
of my payment, and it was standing room only 

One of Gallagher’s clients has competitors 
whose prices are 25 percent lower but remains 
more than competitive despite the difference.  
“He’s developed a brand,” Gallagher said. “He’s 
developing a reputation in the market and a 
consistency that is allowing him to keep going.”

The clients who use FireUps’ services provide 
enthusiastic testimonials about their effective-
ness:

“Using FireUps is the best thing that hap-
pened to me; our business would not be the 
size it is today without Paul’s talent. We would 
not give up our relationship with him, period. 
We have tried many marketing plans, none of 
them produced. Paul’s system took a couple 
days to produce and it hasn’t stopped yet.” 
 — Max, Phoenix

“Granite Makeover is the driving force behind 
my consumer leads; it brings in at least 40 
potential customers a month. From the first day 
I called Paul, three years ago, through today, he 
has always been genuinely interested and invest-
ed in the success of my business. He always 
actively listens to me and incorporates my ideas 
into the equation. Paul’s wealth of knowledge 
about the natural stone industry and the inner 
workings of search engine optimization gives 
him the edge that no one else can offer. What 
that means, ultimately, is now you and your 
company have the edge over your competition.”  
— Lloyd, Virgina. 

“I have been working with Paul from FireUps 
for a number of months now and have seen not 
only a dramatic increase in sales volume but 
more importantly a marketing program that is 
controllable. With Paul’s program I can virtu-
ally, in real time, turn the lead volume up or 
down as my schedule allows. Paul is extremely 
responsive and takes the time to understand my 
individual shop so to target the message I want 
to get out. I would highly recommend anyone to 
work with him!” — Chris, New York

in his showroom,” Gallagher said. “I couldn’t 
even get his attention. Because he had the right 
sales infrastructure and the right business pro-
cess, it was just perfect. That company is still 
with me today. Five years later, they are doing 
about 50-80 countertops a month with me as 
their only advertising.”

Internet marketing is controllable. Clients can 
easily adjust their online presence as sales vol-
umes increase. In the case of his first customer, 
Gallagher said one of the logistical challenges 
was adapting to success. “Within three months 
we had to back off on advertising because there 
were too many sales happening,” he said. “It’s 
a controllable marketing challenge. Drive sales 
volume up until you feel pain on the other side. 
That gives them an opportunity to correct oper-
ations in the back from a volume standpoint. 
Then we go back at it again and turn the volume 
back up.”

The process begins with convincing custom-
ers why to take a chance on a participating 
shop. Competition based on pricing can be the 
initial lure. “It is a very competitive market,” 
Gallagher said. “What I have found is that price 
point marketing can be a stepping stone for a 
company that is looking to take a piece of their 
local market. A lot of people are afraid of it. 
They feel like it is going to hurt their reputation 
or is going to negatively affect their business, 
but what happens is it allows them to get their 
phone ringing.” 

Increasing the volume of customers allows 
businesses to begin tweaking their operations to 
maximize their attractiveness to new customers. 
In turn, this lets the shops move away from 
having to squeeze their own bottom lines to get 
new prospects in the door.  “It allows them the 
opportunity to talk to some people in the market 
and find out what is really going to make that 
sale happen,” Gallagher said. “As we increase 
the traffic, they are able to lighten up on the 
price point marketing. This is a transition I’ve 
got to take these guys through.”

Gallagher has a background in graphic design 
and website development. His education in 
internet marketing began while working with 
a car loan company in the early part of the 
last decade. “My job was to purchase all the 
media to generate the leads, and it would go 
into our national distribution network of car 
dealerships,” Gallagher said. “Through that, I 
got to manage some really large budgets and 
got an understanding of how to drive business 
on the internet.”

This led to learning opportunities during 
other ventures. “I got into mobile marketing 
building landing pages for mobile devices and 
understanding the new mediums that were 
coming out,” he said. “It was great working for 
Fortune 500 companies, Pepsi, Coca-Cola, lots 
of big brand names we were working with. I got 
bit by the internet marketing bug.”

What makes FireUps different from other 
internet marketing firms is its focus on individ-
ual clients. “What I offer that my competitors 
don’t is a direct marketing channel,” Gallagher 
said. “The customer is exposed to the infor-
mation about what their business provides in 
quality and services.”

One website that Gallagher considers a com-
petitor makes its own clients fight for custom-
ers in their local markets. “What they do is 
provide the consumer with a sort of one-stop 
shop for project needs,” he said. “When visi-
tors to the website fill out that form, they don’t 
know anything about who they are choosing 
from. Then it goes to four people in the local 
market that are interested in paying for that 
person’s customer information. They all com-
pete for that business, trying to get that first 
appointment. The leads I generate are typically 
more quality.”

FireUps is committed to not undercutting its 
own clients, Gallagher said. “Based on market 
size and potential sales opportunities and dol-
lar commitment level, I provide them with an 
exclusive relationship,” he said. “They are able 
to feel confident that whatever they share with 
me is not going into the hands of their local 
competition.”

Clients that meet Gallagher’s minimum cri-
teria get exclusive access to FireUps services 
in their local markets. “I will not work with 
anybody else in that market,” he said. “What’s 
important is the relationships that I build with 
these fabricators. I share a lot with them as well 
to help them grow their business. The exclusiv-
ity element is important.”

FireUps is promoted through the classified 
ads in the Slippery Rock Gazette. “It’s been 
very useful,” Gallagher said. “It’s brought me 
very good quality contacts and people who are 
looking for this service. I’m very pleased with 
how its worked for me.”

For more information on FireUps, call 877-
877-1916 or visit the websites www.fireups.
com  and www.granitemakeover.com.

FireUps Helps Granite Shops Turn 
Website Visits into Paying Customers

Joel Davis 
Special Contributor
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EVEN distinct peals of a 
clear, loud bell rang out. 
It was early morning in 
Millbridge, Maine, a small 

fishing village near the Prospect Harbor, 
Maine. 

If the multicolored sky and soaring birds 
didn’t delight your senses, the sights and sounds 
of dusty artists wielding electric and pneumatic 
tools, would. It was a perfect day for a sculpture 
symposium. Soon I would be trading my motel 
for the symphony of hammers striking chis-
els—music to the ears of any stone sculpture 
aficionado. It was great to be back...

“Welcome to the Schoodic International 
Sculpture Symposium!” someone said, as I 
entered the reception tent.                     

“Thank you,” I replied. 
“Would you like a brochure?” another asked.     
“Yes, please!” I replied. I then politely 

excused myself and exited toward the specta-
tors and artists. 

So what happens when seven world-class 
artists have just six weeks to create large-scale 
works of art on a grand scale? Why, you get a 
dynamic blend of high energy and productivity 
in a seemingly chaotic, yet collective and con-
structive atmosphere, of course! And did I men-
tion this diverse group of artists includes men 

and women from Europe, Asia, and America?  

The Origin And The Legacy
Originating in Austria, the first symposium 

took place in an abandoned marble quarry in 
1959. Noting great success by its founders, the 
symposium continued throughout Europe and 
Asia giving its artists the opportunity to gain 
new skills and techniques, as well as experi-
encing the customs and cultures of that year’s 
hosting country. 

In its present biennial form, the first and 
second Schoodic International Sculpture 
Symposiums (SISS) were held in Maine’s 
Acadia National Park in 2007 and 2009. The 
format the symposium was to take over the next 
seven years was just a glimmer in the eye of its 
creator, artist Jesse Salisbury. Both events, by 
all standards, were a smashing success. 

By 2011, still capably led by Art Director, 
Jesse Salisbury, SISS was moved to Prospect 
Harbor, Maine, a town located on the Schoodic 
Peninsula. In 2012, as it evolved into a fourth 
format and was additionally led by Executive 
Managing Director, Ms. Tilan Copson, SISS 
was moved to the University of Maine, Orono.     

Today, in its fifth and final stage, the 2014 
Schoodic International Sculpture Symposium 
returned to Prospect Harbor, Maine to conclude 
its ten year mission.  

Being able to think many steps in advance is crucial to success when doing large-scale stone sculp-
ture. Representing Lubec, Maine Artist Valerian Jikia from the Republic of Georgia is one of those 
artists. This may be the last time that gifted artists like Valerian as well as spectators have the oppor-
tunity to attend a large and diverse gathering like the Schoodic International Symposium.

“Artists are allowed to choose the design and size of their project and are taken to a variety of 
local quarries and pits for the final choice of cubic stone for their project. As a rule, granite is the 
standard material used, but some artists choose to utilize basalt boulders or other glacial erratics,” 
explained Schoodic Art Director Jesse Salisbury. Washington State artist Robert Leverich is shown 
here carving for the town of Castine, Maine.

This close-up of Artist Robert Castine from the state of Washington is a great example of the true 
size and scope of large-scale stonework. The selection of the final artists is a long, arduous process 
that’s based on their previous work in stone. A Board of Directors consisting of curators from Maine 
museums, past SISS participating artists and art professionals, then makes the final selection of 
applicants. The symposium then offers finalists a six week artist and residency program along with 
a stipend to cover living expenses while they are working. There is no judging, and no prizes are 
awarded. It’s all about the opportunity to work in large-scale format.

2014 Schoodic International Sculpture Symposium
Yearly Symposium Takes Artists To Inspiring Places

Peter J. Marcucci
Special Contributor

Photos by Peter J. Marcucci
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“We named it the Schoodic International 
Sculpture Symposium because originally we 
were working in this area. This is where our ten 
year vision began,” explained Artistic Director, 
Jesse Salisbury. 

“The first two symposiums were held at 
the Schoodic Education and Research Center 
located in Acadia National Park, when it was 
first given to the park. The center was then 
renovated a few years ago, and the area we had 
used was grassed over and planted with trees, 
so it wasn’t available anymore. That’s when we 
moved here to Prospect Harbor. 

“As for this year’s symposium, it’s going 
great. They are always different, but I think 
our mix of artists this time is wonderful. It’s 
real positive, and everyone is working together 
well. There are seven artist and seven commu-
nities as sponsors, which brings us to a total of 
thirty-four large-scale sculptures to complete 
our Maine sculpture trail.” 

The total cost of each event is supported 
through the fundraising of local communities, 

design of their project, and are taken to a 
variety of local quarries and pits for the final 
choice of cubic stone for their project. As a rule, 
granite is the standard material used, but some 
artists choose to work with basalt boulders or 
other glacial erratics. 

As far as the selection of stone, the timeline 
is forgiving due to the specific travel plans of 
each artist. For example: Maine artists, in most 
cases, are able to visit quarries many months 
prior, so their stone is essentially onsite before 
they start to work and they can begin fairly 
quickly. 

Conversely, international artists have arrived, 
many times, the day of the opening. Art Director 
Jesse Salisbury is then immediately tasked with 
taking them to the quarries to acquire their 
stone and, additionally, to meet each artist’s 
sponsoring community. “It is a bit of a time 
crunch,” says Jesse, “but fortunately there is 
stone for everyone by the first week. 

“It’s the perfect environment in which the 
artists can excel, and as a plus, the University 
of Maine has helped us develop our ‘Artist 
Assistant Program.’ 

and by generous grants from donors and munic-
ipalities who see the bigger picture. When the 
sculptures are completed,  all communities that 
did the fundraising are responsible for their 
placement such as within a national, state or 
city park, or library. This year’s recipient towns 
are Calais, Lubec, Jonesport, Harrington, Surry, 
Bucksport and Castine.

“The really neat thing is watching these 
young artists carving ambitious pieces – which 
they wouldn’t be doing if they didn’t have 
access to the large-format materials the sympo-
sium offers,” continued Salisbury. 

“This year we had about two hundred appli-
cants from fifty-two countries. Our core com-
mittee, consisting of board members who are 
themselves artists, spent a month narrowing 
down the finalists. We also invite guest jurors 
from Maine museums as well as sculptors to 
participate in the final selection. Finalists then 
receive a fixed stipend that includes travel 
expenses, food and lodging.” 

Artists are allowed to choose the size and 

“Most assistants are either art school students 
or art department faculty, and they basically 
live onsite and work with the artists. It’s a 
great opportunity for them to work on large-
scale sculptures that won’t fit into a smaller 
studio. It’s really a mind expanding experi-
ence for them to be able to work with some 
of the world’s best sculptors, while learning 
techniques that aren’t usually taught in this 
country.”

“Everybody has worked together really well, 
and that makes my job a lot easier. We’ve also 
got some great assistance from the University 
of Maine, which has been part of the sympo-
sium before,” explained Executive Managing 
Director, Tilan Copson. “This is the most effi-
cient symposium that we’ve ever had. Being 
the fifth, we are pretty well practiced at putting 
the whole thing together – getting the artists 
here, and giving them a good environment to 
work in.” 

According to Tilan, there are several payoffs 
for international artists that show up at SISS. 

2014 Schoodic International 
Sculpture Symposium

Continued on page 37

As needed, an onsite crane was fired-up and positioned, but only during certain times of the day. 
In contrast, the sculptures this year are positioned in an oval, which facilitates safe and easy crane 
access from the center. “My dad comes in every day and operates it as needed. If we had a contracted 
crane operator here all day long it would cost tens of thousands of dollars,” said Jesse Salisbury.

Ms. Bertha Shortiss (above and top right) from Switzerland, representing Surry, Maine is one of 
three international artists participating in the symposium this year.

“Bringing international artists here to work beside American artists gives everyone a chance to 
see and talk about the different techniques, styles and stone that might be prevalent elsewhere,” 
explained Tilan Copson. “They get to achieve an education in international stone working. Having 
them interact with our international artists is a real opportunity for them.” 
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Order online or call 1-800-575-4401 before 5:45 pm eastern for Same Day Shipping.

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

www.Braxton-Bragg.com/Viper3StepDry

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

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

– Tim Zeng, 
Granite Installation Specialists

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

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

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

MUST-SEE 

ViDeo
ON OUR WEBSITE!

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

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com Viper 3-Step Dry Polishing Pads
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It is one of the largest symposia in the United 
States, and many times it is their first time to 
participate in something like this. 

“Artists also increase their portfolio in terms 
of a regional aspect, so that’s also great for 
them,” she continued. “The environment is 
wonderful and is different from other sympo-
siums. It’s one of the longest-running sculpture 
symposiums, so there is time to realize a big 
piece. Many other symposiums are short: just 
two, three and four weeks—so this is a chance 
for them to really sink their teeth into large-
scale work, and that is a real benefit for them.

“I think that probably the neatest thing about 
this particular symposium is that we have Miles 
Chapin and Mathew Foster attending. Both men 
are artists that had worked with us in prior sym-
posiums as assistants and have now progressed 
in their own right as mature artists. So watching 
them making these big monumental pieces is 
amazing and a highlight in their career. 

“Bringing international artists here to work 
beside American artists gives everyone a 
chance to see and talk about the different tech-
niques, styles and stone that might be prevalent 
elsewhere. They get to achieve an education 
in international stone working. Every day is a 
demonstration. Every day is a workshop. Every 
day is an opportunity for cultural exchange, and 
that’s pretty cool.”

By all standards the 2014 symposium is 
another smashing success due to experience, 
leadership and the implementation of practical 

sense, such as the deployment of the container 
affectionately known as SIAB (sculpture in 
a box). Owned by Jesse, SIAB houses all the 
electric and air tools including the compressor 
that the artists and helpers need in the course of 
the day. “Just get it on the ground, add three-
phase electric and you’re in business.” SIAB is 
the ultimate “set it and forget it” tool box, and 
the “don’t leave home without it” set of tools 
(must have) for every SISS event.     

There are, however, a few differences from 
previous years. The 2012 symposium (held at 
University of Maine, Orono) had artists located 
in one long row and was serviced mostly by a 
forklift. As needed, an onsite crane was fired-up 
and positioned, but only during certain times of 
the day. In contrast, the sculptures this year are 
positioned in an oval, which facilitates safe and 
easy crane access from the center.

“When we were at U.V. Maine we had a 
crane contract but did most of the moving our-
selves with a forklift,” continued Jesse. “Then, 
when we needed the crane, we notified the 
crane company a day ahead of time. This year 
all we have is a crane, and my dad comes in 
every day and operates it as needed. If we had 
a contracted crane operator here all day long it 
would cost tens of thousands of dollars.” 

Another change is that after the closing cere-
mony on September 10th, all artists stayed until 
the 15th. So unlike previous symposiums all 
artists witnessed the installation of their sculp-
tures before they returned home. 

2014 Schoodic International 
Sculpture Symposium

Sculpture Assistant Wesley Nibling of New Hampshire is shown helping Washington Artist, Robert 
Leverich with his multiple piece sculpture destined for Castine, Maine. Leverich is well known for his 
prowess of hammer and chisel and large-scale work. “The basis of our mission is to encourage art-
ists to elevate to this international level of artistry. It is a great opportunity for the artists to further 
hone their already high skill levels while working alongside other accomplished artists, and a chance 
to create a major work of public art to be displayed in Maine.”  — Tilan CopsonContinued on page 38

Mathew Foster of Maine, representing Bucksport, Maine, is hard at work bush hammering his lat-
est large-scale work. All sculptures are created using cubic material quarried from sources within 
Maine. “I think that’s probably the neatest things about this particular symposium is that we have 
Miles Chapin and Mathew Foster. Both are artists that worked with us in prior symposiums as 
assistants and have now progressed in their own right as full artists. So watching them making these 
big monumental pieces is amazing and a highlight in their career,” explained Executive Managing 
Director, Tilan Copson.

Maine Artist Roy Patterson was chosen to represent Harrington, Maine. For many Maine artists, 
carving hard stone is their specialty and many prefer it to softer stones like marble, soapstone or 
Alabaster. “Every day is a demonstration. Every day is a workshop. Every day is an opportunity 
for cultural exchange, and that’s pretty cool,” said Tilan Copson, Schoodic Symposium Executive 
Managing Director.

Continued from page 35
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“This time will be the first time that the par-
ticipants are able to stay to see their sculptures 
placed in their final setting. This time I’m 
going to put the foundations in beforehand. I’m 
pre-casting them at my studio in Stueben, Maine 
and will then install them. Then, on September 
11th, the day after the closing ceremony, we’ll 
just load up the sculptures and install them. 
We’ll only have four days, so we’ll have to 
work as efficiently as possible doing at least 
two per day.” 

The Culmination of a Dream
As for the future of SISS, neither Jesse, Tilan 

nor the Board of Directors have any plans for a 
2016 symposium. “It was a ten year project to 
build a collection, and this final one is the cul-
mination of what we set out to do. It was spread 
out end-to-end, and logistically it got harder 
and harder. So we are not going to say we are 
not going to do it. I will say, however, that we 
are open to collaborating with other sculpture 
projects to keep certain aspects of SISS going. 
But it takes a quarter of a million dollars to do 
this every two years, so it might not happen. 
That said, leaving the door open, there’s a good 
chance for people to step forward.”

Jesse did confirm, however, that no matter 
what direction the symposium goes he will 
always be involved in certain aspects of it, but it 
really depends on what the situation is, adding, 
“This isn’t me just being involved for a month 

“The amount of community involvement 
is off the charts, and for the people in these 
communities, especially the children, being 
able to see local as well as international artists 
is pretty cool. It ties us into a larger landscape, 
and that means we are part of a world, and not 
just a state. 

“People have asked me about the economic 
impact and we are still not sure. We do know 
the value of the sculptures when they are done, 
though. I could talk about the benefits till I’m 
blue in the face, there are so many.”

2014 Schoodic International 
Sculpture Symposium Artists

Mathew Foster (Maine) 
Representing Bucksport, Maine

Miles Chapin (Maine) 
Representing Calais, Maine

Kyoung Uk Min (South Korea) 
Representing Jonesport, Maine

and a half; it is two years of meeting with the 
directors, sponsors and artists and it has taken 
an incredible amount of hours to put this togeth-
er. It’s been great though, and I wouldn’t have 
done it another way. 

“I wouldn’t say I’m sad that it’s over—I’m 
very happy with what has happened. It has 
been an overwhelming project in many ways, 
though. Overwhelming in success, and over-
whelming in how hard it was to keep it going—
so I’m really looking forward to some freedom 
and focusing on my own work.” 

Tilan Copson commented, “Events like this 
are really phenomenal. This is our final year 
and our original mission as stated ten years ago. 
So if you just put blinders on and think about 
our mission, essentially, this is the culminating 
event, and what happens in the future is still in 
negotiation. 

“My gut feeling is that if there is another 
symposium, it won’t be like this one because 
we will never have the same volunteer base, 
same board, or the same leadership. It will be 
different. It will be a whole new group. 

“We’ve also talked about the fact that SISS 
is regionally exhausted. We have provided the 
local communities with meaningful sculpture 
and there are more communities that we could 
serve, but it is coming to an exhausted state and 
we would have to expand our region and go 
elsewhere. So when you change the area you 
also change the people that are part of it and it 
would be different. 

Roy Patterson (Maine) 
Representing Harrington, Maine

Bertha Shortiss (Switzerland) Representing 
Surry, Maine

Robert Leverich (Washington) Representing 
Castine, Maine

Valerian Jikia (Republic of Georgia) 
Representing Lubec, Maine

Assistant artists: Glenn Swanson, Maine; 
Randima Rodrigo, Sri Lanka, Wesley Nibling, 
New Hampshire; Shin Ae Park, South Korea.  
The Schoodic International Sculpture sympo-
sium site was co-managed by  Mark Harrington 
and volunteer crane operation by Jim Salisbury.

For more information on the 2014 Schoodic 
Symposium, visit http://schoodicsculpture.
org/2014-communities/

                          
Peter J. Marcucci has over 25 years of fab-

rication experience in the stone industry. Send 
your comments to our Contacts page on the 
SRG website, www.slipperyrockgazettte.net.

Artist Kyoung Uk Min (seated at the base of the statue) from South Korea is representing Jonesport, 
Maine. His sculpture assistant (top right) is Shin Ae Park, his wife and an artist in her own right.

Crane operator Jim Salisbury (Jesse’s Dad) has some serious concentration in his eyes as he care-
fully and safely flips over the sculpture of Artist Miles Chapin of Maine.

Continued from page 37
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Order online or call 1-800-575-4401 before 5:45 pm eastern for Same Day Shipping.

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

Get a Makita Power Drill
Kit FREE!

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

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

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

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

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

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

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

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

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

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

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

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

Hurry — Special Offer Ends December 31, 2014

MADE IN THE USA

— when you buy —
100 Hercules®  

Sink Harness Kits

YOU
SAVE

$14995

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

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

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

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

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com for the Hercules Sink Harness
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http://www.slipperyrockgazette.net
http://www.braxton-bragg.com/HerculesSinkHarness/


40 |  decemBer 2014 slIppery rock GazeTTe      
S

l
ip

p
e

r
y r

o
c

k G
a

z
e

t
t

e
4

1
0

0
 a

p
p

a
l

a
c

h
ia

n
 W

a
y

k
n

o
x

v
il

l
e, t

n
 3

7
9

1
8

PRSRT-STD

U.S. POSTAGE  PAID

KNOXVILLE, TN

PERM
IT #255

 It
em

 #
 D

es
cr

ip
ti

on
 

G
re

at
 L

O
W

 P
ri

ce
 

 1
41

61
 

H
us

ky
 B

rid
ge

 S
aw

 
$4

9,
90

0 

 1
41

63
  

H
us

ky
 B

rid
ge

 S
aw

 8
” 

Pr
og

ra
m

in
g 

To
uc

h 
S

cr
ee

n 
(O

pt
io

na
l) 

  
$5

,0
00

  
Fi

na
nc

in
g 

op
tio

ns
 a

va
ila

bl
e.

  
F.

O
.B

. K
no

xv
ill

e,
 T

N
. C

al
l f

o
r 

a 
fr

ei
gh

t 
an

d
 in

st
al

la
ti

o
n 

q
uo

te
.

M
AD

E I
N 

TH
E U

SA

w
w

w
.r

ye
-c

o
rp

.c
o

m

D
on

’t 
Be

 F
oo

led
 B

y F
lim

sy
 Im

ita
tio

ns
!

Ro
d 

Yo
rk

 h
as

 d
on

e i
t a

ga
in

!   
D

es
ig

n 
Ex

ce
lle

nc
e

Fo
llo

w
in

g 
hi

s 
D

es
ig

n 
Ph

ilo
so

ph
y 

of
 S

im
pl

e,  
D

ur
ab

le
, &

 H
ig

h 
Q

ua
lit

y,
 R

Y
E 

C
or

p 
in

tr
o-

du
ce

s t
he

 H
us

ky
 B

rid
ge

 S
aw

. T
hi

s s
aw

 h
as

 b
ee

n  
de

sig
ne

d 
fo

r s
aw

in
g c

ou
nt

er
to

ps
 as

 w
el

l a
s a

rc
hi

-
te

ct
ur

al
 st

on
e. 

A
n 

ea
sy

 b
la

de
 ti

lt 
sy

st
em

 al
lo

w
s f

or
 

45
-d

eg
re

e m
ite

r c
ut

s a
s w

el
l.

M
ad

e I
n 

T
he

 U
SA

M
ad

e 
in

 th
e 

U
SA

 o
f d

ur
ab

le
 q

ua
lit

y 
pa

rt
s a

nd
 

co
m

po
ne

nt
s, 

th
e 

sa
w

 u
se

s 
co

m
m

on
 p

ar
ts

 f
or

 
fa

st
 re

pa
irs

 in
 th

e 
ev

en
t o

f a
 b

re
ak

do
w

n 
th

at
 a

re
 

re
ad

ily
 a

va
ila

bl
e 

at
 G

ra
in

ge
r 

or
 M

ot
io

n 
In

du
s-

tr
ie

s. 
N

ev
er

 w
ai

t f
or

 ex
pe

ns
iv

e p
ar

ts
 fr

om
 It

al
y 

ag
ai

n.
  T

he
 H

us
ky

 is
 ru

gg
ed

ly
 b

ui
lt 

an
d 

w
ei

gh
ts

 
in

 at
 1

0,
00

0 
lb

s. 
 Ea

sy
 T

o 
U

se
T

he
 H

us
ky

 B
rid

ge
 S

aw
’s 

co
nt

ro
ls 

ar
e e

as
y 

to
 u

se
 

an
d 

yo
u 

ca
n 

op
er

at
e 

th
e 

sa
w

 u
sin

g 
th

e 
co

nt
ro

l 
pa

ne
l a

nd
 th

e w
ire

le
ss

 re
m

ot
e a

t t
he

 sa
m

e t
im

e.
O

pt
io

ns
 in

cl
ud

e 
an

 8
˝ 

to
uc

h 
pa

d 
fo

r p
ro

gr
am

-
m

in
g d

im
en

sio
na

l c
ut

s.

K
ey

 F
ea

tu
re

s
• 

M
ac

hi
ne

d 
ra

il 
an

d 
br

id
ge

 w
ith

 o
ve

ra
ll 

di
m

en
sio

ns
 o

f  
 

15
´ w

id
e, 

13
´ d

ee
p,

 9
´ t

al
l

• 
W

ire
le

ss
 re

m
ot

e c
on

tr
ol

 w
ith

 2
 sp

ee
d 

3 
ax

is 
co

nt
ro

l,  
 

sa
w

 m
ot

or
 st

op
 &

 st
ar

t a
nd

 fo
rw

ar
d 

cu
t

• 
D

ig
ita

l r
ea

d 
ou

t
• 

D
ire

ct
 d

riv
e A

C
 in

ve
rt

er
 d

ut
y m

ot
or

s f
or

 al
l 3

 A
xi

s
• 

A
lig

nm
en

t 
la

se
r 

fo
r 

al
ig

ni
ng

 c
ut

tin
g 

m
at

er
ia

l  
 

w
ith

 b
la

de
• 

A
m

p 
ga

ug
e f

or
 d

et
er

m
in

in
g p

ro
pe

r c
ut

tin
g s

pe
ed

• 
R

ot
at

in
g 

6´
 x

 1
0´

 ti
lt 

ta
bl

e w
ith

 0
, 4

5,
 9

0,
 an

d 
13

5  
 

de
gr

ee
 s

to
ps

 a
nd

 in
no

va
tiv

e 
va

ria
bl

e 
de

gr
ee

 t
ab

le
  

 
lo

ck
in

g s
ys

te
m

• 
20

 H
P,

 2
20

 V
ol

t, 
3 

Ph
as

e 
di

re
ct

 d
riv

e 
m

ot
or

  
 

ca
n 

ha
nd

le
 u

p 
to

 an
 1

8˝
 b

la
de

• 
Ea

sy
 b

la
de

 t
ilt

 s
ys

te
m

 a
llo

w
s 

fo
r 

45
-d

eg
re

e  
 

m
ite

r c
ut

s
• 

W
at

er
 so

le
no

id
 a

ut
om

at
ic

al
ly

 tu
rn

s t
he

 w
at

er
 o

n  
 

an
d 

of
f w

ith
 th

e s
pi

nd
le

 m
ot

or
• 

V
er

tic
al

 m
ov

em
en

t 
of

 1
6˝

 w
ith

 a
dj

us
ta

bl
e 

lim
it  

 
sw

itc
he

s

W
e G

ua
ra

nt
ee

 It
!

R
ye

 C
or

p.
 W

ar
ra

nt
y:

  
12

 m
on

th
s 

on
 

m
ec

ha
ni

ca
l p

ar
ts

 6
 m

on
th

s o
n 

el
ec

tr
ic

al
. 

W
ar

ra
nt

y 
st

ar
ts

 f
ro

m
 d

at
e 

of
 d

el
iv

er
y.

 
W

ar
ra

nt
y 

is 
fo

r 
pa

rt
 r

ep
la

ce
m

en
t 

on
ly

;  
la

bo
r a

nd
 tr

av
el

 ex
pe

ns
es

 ar
e n

ot
 in

cl
ud

ed
.

Br
ax

to
n-

Br
ag

g 
“Y

ou
 b

e 
th

e 
Ju

dg
e”

 u
n-

co
nd

iti
on

al
 3

0-
da

y m
on

ey
-b

ac
k G

ua
ra

n-
te

e:
  I

f y
ou

 a
re

 n
ot

 1
00

%
 d

el
ig

ht
ed

 w
ith

 
th

is 
sa

w
, w

e w
ill

 b
uy

 it
 b

ac
k.

Th
e H

us
ky

 is
 m

ad
e w

ith
 

st
ee

l 3
 ti

m
es

 th
ic

ke
r t

ha
n 

th
e 

co
m

pe
tit

io
n 

—
 fo

r l
on

g l
ife

 
an

d 
ac

cu
ra

te
 cu

ts
. N

O
 M

O
R

E

S
ag

g
in

g
 

B
ri

d
g

es
!

w
w

w
.b

ra
xt

o
n
-b

ra
g
g
.c

o
m

F
a
x 

8
0
0
-9

1
5
-5

5
0
1

O
rd

e
r 

o
n

li
n

e
 o

r 
c
a
ll
 1

-8
0
0
-5

7
5
-4

4
0
1
 b

e
fo

re
 5

:4
5
 p

m
 e

a
s
te

rn
 f

o
r 

S
a
m

e
 d

a
y
 S

h
ip

p
in

g
.

Visit www.slipperyrockgazette.net for more Stone & Tile industry newsShop www.braxton-bragg.com for the Husky Bridge Saw

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

