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Mike Bertelli Carves 
His Own Path

When first meeting Mike 
Bertelli at the door of 
his home in Allendale, 

New Jersey, I was struck by his 
size. He is a lean, broad, towering 
man, every bit of 6-foot, 6-inches 
tall, possibly something passed 
to him by his Heisman Trophy-
winning dad.     

   
Born in 1946, Mike grew up in 

Clifton, New Jersey, a small city 
just outside of New York City, 
formally known for its farms 
and light manufacturing. Today, 
Clifton is known for its ethnic di-
versity as well as a bedroom com-
munity for those working in New 
York City. 

As a kid, Mike’s goals were 
anything but becoming an artist. 
As a youth, attending a Catholic 
grammar school and then a prep 
school, he never had exposure to 
art, and being an artist never en-
tered his mind. He would finish 
school, see the country, and then 
settle down in his family’s busi-
ness. Simple, right? Not really! 

Peter J. Marcucci 
Photos  by Peter Marcucci and 
Courtesy Mike Bertelli
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There was something missing, 
he recalled. “I was 25 years old, 
living at home and working at 
the liquor store. I was earning 
a living, but I had no feeling of 
accomplishment.” 

As fate would have it, Mike’s 
mom happened to show him a 
newspaper article about a man 
in Colorado who carved faces in 
rocks and sold them at the side of 
the road. Unknowingly to Mike 
at the time, this one small event 
was a revelation that would stir 
the creative juices within him and 
soon change his destiny, he con-
tinued. “For some reason, I went 
around the yard and picked up a 
stone and started whacking at it 
with a hammer and screw driver. 
I did it on the back patio, and it 
was very messy. Looking back, 
this was the beginning of my ad-
venture into sculpting.” 

The Eagle Alights 9/11 monument features a bronze eagle and 
draped flag on a South African Black granite stone. Bertelli created 
the eagle and the flag, which were then cast in bronze. Eagle Alights 
is installed in a memorial park in Allendale, New Jersey. “As the 
Phoenix, beginning to rise again…”

2020 Pinnacle Awards Presented at TISE

Is Talent the Result 
of Working Hard at 

Something You Love?
Mike then went to wood, be-

cause he couldn’t work well out-
side and carving stone was so 
messy. With wood, he could just 
chip, chip away in the house at 
night and sweep it up. He bought 
a chisel set, and still unsure of ex-
actly how to use his new tools, he 
(literally) tried his hand at carv-
ing wood. “I used my hand as a 
hammer, because I didn’t know 
anything! Nonetheless, I just kept 
getting better while doing bigger 
and bigger pieces. I never quit 
my day job, continued to raise 
my children, and at night I would 
put a piece of wood on my lap 
and chip away for a few hours at 
a time. What was different from 
my job was that I could start it, 
finish it, and have a sense of ac-
complishment, unlike working 
at the family liquor store, where 
boxes came in the back door, and 
went out the front door.” 

Inspired by all the great artists 
like Rodin, Michelangelo and 
Bernini, Mike continued to teach 
himself by copying these masters. 

The Slippery Rock Gazette congrat-
ulates the 2020 Pinnacle Award 
recipients. Award winners will be 

celebrated at a ceremony during TISE in 
Las Vegas on June 16, 2021. 

The Natural Stone Institute invites mem-
bers and industry colleagues to attend a vir-
tual celebration of the 2020 Pinnacle Award 
and Industry Recognition Award recipients. 
The Grande Pinnacle and Person of the Year 
Award recipients will also be announced 
during this event, scheduled for Tuesday, 
June 8 at 11:00am ET. 

Party Like a 
Rock Star 
at TISE

Party like a rock star with BB Industries 
at its first annual TISE party, June 17, 

2021. Look for your FREE ticket in the 
mail, contact your BBI sales associate, or 
visit the BBI Booth 5347 at TISE!

Beer Park • 3655 S. Las Vegas Blvd.
7:00pm - 10:00pm

FREE Food and Drink

Thursday 
June 17, 2021
Beer Park • On The Strip

7:00pm - 10:00pm
Las Vegas, Nevada

Partner Appreciation

Come Celebrate
Special Customer Partnerships with Us

ADMIT ONE

“Las Vegas Style!”

14 projects will be honored during this 
virtual awards ceremony. 

The design and use of natural stone in each 
project will be highlighted. Judges’ com-
ments will be shared to help attendees un-
derstand what made these projects Pinnacle 
Award-worthy. The recipients of the 
Migliore Award for Lifetime Achievement, 
the Women in Stone Pioneer Award, the 
Person of the Year Award, and the Women 
in Stone Empowerment Scholarship will be 
celebrated for their notable contributions 
to both the Natural Stone Institute and the 
stone industry.

To register and view a list of event spon-
sors, visit www.naturalstoneinstitute.org/ 
2021awardsevent.

Please turn to page 16

http://www.naturalstoneinstitute.org/2021awardsevent
http://www.naturalstoneinstitute.org/2021awardsevent
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going right and what was going 
wrong. If I knew it was wrong, I 
fixed it.”

The Beginning of Bertelli’s 
Public Art and Commissions
By 1979, through hard work and 

hands-on study, Mike’s ability to 
carve faces and bodies in wood in 
both relief and 3-D had reached a 
point of excellence. Art aficiona-
dos and critics were taking notice, 
and to his surprise, he got his first 
commission, he recalled. “I must 
have been getting pretty good. A 
federal judge and friend of my fa-
ther asked me to do a wood carv-
ing of Michelangelo’s “Florentine 
Pieta”, which is a very difficult 
piece. It was fifteen-inches tall, 
and it came out really good! How 
did I do it? Somehow I just did it! 
It came out so good, that I bor-
rowed the piece back and made a 
mold so I could do castings of it.”

Mike’s next commission would 
be in 1980, a wooden bust of Pope 

Continued from page 1

Mike Bertelli

John Paul II. “The liquor indus-
try salesman’s union had a pet 
charity: the Boy’s Town of Italy, 
located in Tuscany. It was run by 
Catholic Priests who gave refuge 
to Italian orphans during and after 
World War II. They were having 
a fifty-year anniversary, and the 
union commissioned me to make 
a bust of the Pope. It would be 
presented to the Pope by me, and 
then wind up at the Boys Town of 
Italy.” This second commission 
then led to a third commission 
for wooden Tabernacle doors 
carved in relief for the Bethlehem 
Hermitage, located in Closter, 
New Jersey. 

By 2004, Mike had done all he 
could do in wood, and went back 
to carving stone, mostly busts 
and partial anatomical studies. 
He then fell into his first large-
scale public sculpture, an 11 foot 
long Bluestone piece he named 
Passin’ By, installed on the cam-
pus lawn of Clifton High School. 
After anchoring the block in two-
foot deep concrete, Mike would 
carve it after work using simply 
a hammer, a variety of chisels 
and a right-angle grinder. No 

However, he readily admits that 
this was tough, so he also began 
making original figurative con-
cepts that were much more fun 
and creative. No one was look-
ing over his shoulder to direct or 
correct him, no mentor to look 
to for encouragement. However, 
he continued to drive himself, 
he explained. “In the beginning, 
when I started learning, I studied 
anatomy and took measurements 
when doing figures to exact pro-
portions. But when I started doing 
creative stuff, I was simply doing 
it my way. What’s the sense of 
doing something that everybody 
else did, you know?

“Whatever I did was unique. It 
didn’t exist before, and whether 
it’s worth anything or not, it’s still 
unique. But I had to learn the hard 
way. There was no internet then, 
but somehow I knew what I had 
to do. I had a sense of what was 

pneumatic tools of any kind were 
ever used in any of his projects. 
Passin’ By took 18 months to 
complete, working 8 to 10 hours 
per week in good weather, and 
was one of Mike’s most challeng-
ing projects, he explained. 

“Before I began Passin’ By, or 
before I begin any sculpture proj-
ect, the first thing I’m thinking 
is to make it as large as possi-
ble, and not make a small sculp-
ture out of a large stone. I want 
to fully use what I have and 
take away as little as possible to 
make a figure. I always want the Please turn to page 3

Above: Bertelli meets Pope John Paul II in Vatican Square in 1980 to 
present his bust of the Pontiff.  The sculpture is on permanent display at 
Boystown of Italy, in Tuscany.

biggest statue by removing the 
least amount of stone, because 
I was making fictional charac-
ters who have oversized heads. I 
would then go to the stone, trying 
to keep it as big as possible, and 
try to make a sculpture. I’d start 
at the nose, and just work my way 
down, and everything I did from 
then on was basically original, 
and before I was done, it’s a mag-
ical moment when it’s not a stone 
anymore, and it’s a figure. I also 
think that marble is the perfect 
stone to carve. 

Passin’ By — This 12-foot block of difficult-to-carve Bluestone was 
installed at the Clifton H.S. campus. It was planted 2 feet down in 
a concrete base, before Bertelli even began carving. Little by lit-
tle, it was carved over a period of 18 month. Passin’ By depicts 
a hobo wandering by the high school and wondering, “What’s 
 going on in there?” Left: Gotta Get Outta Here — 

22-inch poplar. Bertelli used 
poplar in his early carving ex-
periments, including the Pope 
John Paul II sculpture.

Below: Snubby. Bertelli carved 
this rectangular block of marble 
starting at the top edge and 
working his way down.

Mike Bertelli (2)
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Mike Bertelli

Clockwise, from top left: 
King George. Carved from 
a 4-foot long brownstone 
block, using the edge as 
the front. The king “holds 
court” in Clifton, New Jer-
sey. Bertelli sourced and 
repurposed the brownstone 
from an old, demolished 
school in Pennsylvania.

Eagle Alights 2 is a second 
casting of Bertelli’s origi-
nal Eagle Alights sculpture. 
The monument is proudly 
displayed at the municipal 
complex in Clifton.
 
The Sage. Bertelli carved 
this 4-foot marble “wise 
man” with a book in one 
hand and his beard in the 
other.

The Seeker. Carved from a 
4-foot marble block, Ber-
telli provides scale next to 
the statue. He sources many 
of his stones from Mohawk 
Materials in Sloatsburg, 
New York. 

I love the look of alabaster, but 
I’ve never worked with it. Neither 
sandstone or limestone take a fin-
ish like marble and granite, and 
bluestone is very hard to finish. 
Passin’ By was a big step for me 
and very hard to make. I can’t say 
I had a plan in mind to do it. It just 
had to happen.”

After Passin’ By, Mike went 
on to create many other works in 
stone that would find their home 
in the City of Clifton, and his 

Continued from page 2
current home and hometown of 
Allendale, New Jersey. He’s also 
begun the next chapter in his life 
of creating beauty by learning the 
unique qualities of painting with 
watercolor. 

Closing Words of Wisdom
“Even though I only paint now, 

when I’m out walking and see a 
stone, I look at it differently than 
I used to years ago. When I look 
back at what I’ve done, I still get 
a feeling of accomplishment. I 

love to see my work in public 
places, and that’s part of why I 
loved sculpting. Looking back 
and thinking I could have ma-
jored in art in high school or 
college, I think, ‘Wow!’ But I 
didn’t think I had any talent, back 
then. However, when I picked up 
that newspaper article in 1971, I 
thought, ‘Gee! I can learn this!’ 
And that’s really how I got started. 

“As for encouraging others 
looking to begin a career in the art 
world, it’s not what you are, it’s 
what you do and what you want 
to accomplish. As an artist, you 
can chase after the marketplace, 
and if you’re smart you’ll know 
what sells, or you can try to be 
completely creative and perhaps 
you’ll be successful professional-
ly. In other words, if you go one 
way, you’re going to cater to what 
sells, and if you go the other way, 
you’re probably going to be eat-
ing cheese sandwiches; not ham 
and cheese, but you’re going to 
be doing what you love to do. It’s 
hard to do both.”

To see more of Mike’s work, 
including an eclectic collection of 
clay figures, or to contact him, go 
to www.mikebertelli.org .

http://www.mikebertelli.org
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“It’s OK. My mothership arrives in 3 days and then 
none of this will matter.”

Over the last year, the con-
struction industry like 
many other industries 

have faced various impacts from 
the pandemic. One of the largest 
hurdles they have had to over-
come is the lack of access to job 
sites. Around the world safety 
restrictions have been instituted, 
ranging from international lock-
downs to limiting just two people 
to each freight elevator, which a 
year ago were shuttling dozens 
of construction workers in one 
cabin. This has required con-
struction managers to find inno-
vative solutions to move projects 
forward without incurring addi-
tional risks or delays.

Integrating technology into 
the construction process has 
become a necessity for many 
construction teams to maintain 
communication with all parties, 
monitor site progression, and 
complete various tasks typically 
done in person. Technology plat-
forms like OpenSpace.ai provide 
3D photo documentation capabil-
ities allowing project teams and 
stakeholders to virtually track 
and tour job sites they’re not able 
to visit in person. Other apps of-
fering virtual assistance like ad-
vanced calendaring, geo-locating 
and equipment tracking, have all 
helped to ensure seamless conti-
nuity over the past year. 

Outside of on-site challeng-
es, access to commodities have 
caused issues with project pro-
gression. When foreign steel 
and lumber companies experi-
enced supply chain shortages, 
many construction firms turned 
to domestic providers. As a 

result, understanding the glob-
al landscape with local market 
knowledge has been crucial when 
looking for and sourcing mate-
rials. Having local connections 
has enabled many construction 
jobs to continue with limited 
interruptions.

Maintaining a strong client ex-
perience, even while incurring 
internal and external challenges 
is important. Just like with their 
internal teams, construction man-
agers need to make sure their key 
stakeholders and decision mak-
ers are informed, comfortable, 
and satisfied through the process. 
Especially if teams are unable to 
visit site locations, finding work 
-arounds, communicating, and re-
inforcing commitment is key. 

 Through an integrated ap-
proach blending strategy and 
design with pre-construction and 
delivery, issues with access and 
other hurdles are resolved early 
on in the project. Combining these 
services into one process removes 
the risk of cost overrun, schedul-
ing delays, and other risks. When 
construction is involved in the be-
ginning, during the planning stag-
es, potential issues can be com-
municated and minimized with a 
collaborative plan of attack. This 
enables teams to deliver projects 
more quickly without sacrificing 
quality. Especially during uncer-
tain times, a seamless process and 
end-to-end experience can estab-
lish a long-standing partnership 
with clients. 
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YOU ARE DOING
EXTRAORDINARY THINGS
Let us help you celebrate your projects and people during our annual

Awards Celebration and After Party at TISE in 2022.

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

Masterful Use
of Natural Stone

Projects that exemplify the 
best use of natural stone 

through beauty, creativity, 
and craftsmanship.

Exemplary 
Performance
Migliore Award for

Lifetime Achievement
Women in Stone Pioneer Award

Natural Stone
Craftsman of the Year Award

Nurturing
Future Leaders

Natural Stone Scholarship
Women in Stone

Empowerment Scholarship

PINNACLE AWARDS INDIVIDUAL AWARDS SCHOLARSHIPS

You Can’t Do it All

When I was working as a design 
engineer many years ago, with 
deadlines approaching to release 

a new product to market, I met with my 
manager and asked for his help with pri-
oritizing my work. The design team had a 
lot to accomplish in a short time, and if we 
were to hit the launch-to-market date, we 
would need to either scale back the scope 
or increase the number of design engineers. 
I went into the meeting prepared—I had a 
list, prioritized tasks, and a time frame in 
which to complete each task. His short-
sighted response was direct: “Do it all.” 
The response to my colleagues was similar. 

 
Well, we went for it. Long days, evenings, 

and weekends. Unfortunately, although not 
unexpectedly, that strategy didn’t work. 
While some stretch in goals is good, unre-
alistic goals inevitably lead to a predictable 
outcome: failure. The project was subse-
quently delayed twice before finally getting 
to market six months later. Was this result 
inevitable? Maybe, but the human cost was 
hardly worthwhile. 

 The lesson for me? You simply can’t do 
it all. Good managers recognize this fact 
and manage their time and tasks, and those 
of their employees, with purpose and with 
the use of SMART goals.

 
The following list of guidelines, com-

piled from interviews with managers, en-
trepreneurs, customers, and executives, can 
be applied together for maximum result or 
individually, depending on your needs and 
the degree to which you manage your time 
today. One thing is certain, though, as you 
review this list—your time is yours to allo-
cate. Do so purposefully. 

 
1. Prioritize tasks based on how they 

are aligned  with your core values and 
business priorities. These values must 
come into play when you’re deciding where 
to focus your time. Every week (Sunday 
evening or Monday morning), write out 
your tasks for the week. Do the same on the 
first of each month. Assign a category and 
a priority and work the list. 

When I was the general manager for a 
large equipment dealership, my top prior-
ity was always employee safety, followed 
by customer and employee needs, personal 
items, and miscellaneous tasks. My daily 
tasks were then prioritized accordingly. 
Here’s a resource that I’ve found helpful to 
set up and use a bullet journal: www.bullet 
journal.com .

 
2. Set SMART goals  and refer to 

them often. Ask yourself daily: is what 
I’m doing contributing to one of my 
SMART goals? If not, why am I do-
ing it? If it’s not SMART, it’s noise. 
 

3. Manage your energy levels.  Energy 
levels vary throughout the workday and 
workweek. For a typical 8–5 workday, 
peak energy is usually 9–11 a.m. and 3–4 
p.m. During the workweek, Tuesday and 
Wednesday are often the days where your 
energy and focus are at their peak. Schedule 
demanding or critical tasks during these 
periods, and conversely, schedule tasks 
or decisions requiring less of your ener-
gy outside these core productive hours. 
 
4. Manage your communication.  The 
enemy of time management is distraction. 
Nothing disrupts your focus quite like a 
buzzing phone or an email pop-up when you 
are trying to get something done. One way 
to carve out a communication break is to set 
aside your mobile phone (or set it to do not 
disturb) and avoid checking email and social 
media during core productive hours or when 
you really need to focus on a specific task. 
 
5. Make time for yourself. When you’re 
an entrepreneur or manager, the demands 
on your time are significant, and I can state 
with absolute certainty that these demands 
increase, the higher you climb the ladder of 
responsibility. Carving out time to unwind, 
decompress, or reset is as important as the 
job you do every day. If you want to be bet-
ter at your job (with less stress), you need 
an outlet of some sort. Get a hobby! In ad-
dition, it may be beneficial to take a person-
al retreat once per year to disconnect from 
distractions and focus on the things that 
matter most, both personally and profes-
sionally. I have found this helps immensely. 
 
6. Take good notes.  I was ten years into 
my career before I settled on a note-taking 
format. I have experimented with engineer-
ing pads, pocket notebooks, bullet journals, 
Outlook calendar and task entries, OneNote, 
and a variety of iPhone apps. You might 
think, with all of this experimentation, that 
I eventually found the perfect solution. In 
a way, perhaps. The perfect solution is the 
one that works for you... consistently. Pick 
something and go with it. For me, my pri-
mary note-taking tool is a bullet journal. I 
like to put pen to paper (or consider a hy-
brid approach: see remarkable.com). 

 
Luke Sheppard is a former top executive 

at John Deere and Nortrax and Founder of 
Sheppard & Company, a consultancy that 
works with a variety of top businesses and 
organizations. His new book Driving Great 
Results: Master The Tools You Need to 
Run a Great Business  is available now 
through all major booksellers.

Luke Sheppard

Stone Services Group 
(SSG) is excited to 
announce its support 

of the Natural Stone 
Foundation by donating 
money with every instal-
lation project they com-
plete. The Natural Stone 
Foundation is the chari-
table arm of the Natural 
Stone Institute and serves 
to provide funding for 
important stone industry 
programs and initiatives.

SSG had two distinct di-
visions: industry software 
sales, and integration and 
commercial services. The 
Commercial Services divi-
sion works with fabricators 
who have won or want to 
bid on commercial proj-
ects, but either do not have 
the resources to install or 
template them or want to al-
locate their own resources 
elsewhere. SSG’s network 
of stone and solid surface 

field professionals’ complete 
projects all over the U.S. and 
focus on multi-family, hos-
pitality, schools/universities, 
and hospitals.

Starting in April 2021, 
SSG will make quarterly do-
nations to the Natural Stone 
Foundation based on each 
and every square foot its 
team installs across the coun-
try. SSG is also developing a 
tracker to place on its web-
site and digital communica-
tions to show a running total 
of contributions. The goal 
is to raise $1,000 in 2021 
which allows SSG and their 
field professionals to directly 
give back to the industry pro-
viding their livelihoods and 
feel good about where their 
donation is going.

“I have worked with NSI 

for many years and am 
proud to support this new 
effort with both my time on 
the Foundation Board and 
financially through Stone 
Services Group.” says Rich 
Katzmann, CEO at SSG. 
“The value provided by this 
initiative to our industry is 
exactly the type of program 
we want to be associated 
with. We sincerely hope that 
our fabricators also consid-
er implementing a similar 
program.”

“All proceeds from this 
fundraiser help the Natural 
Stone Foundation underwrite 
important stone industry 
programs produced by the 
Natural Stone Institute,”said 
Jim Hieb, CEO of Natural 
Stone Institute. “This is an-
other way stone industry pro-
fessionals can give back and 
help make a difference that 
will positively impact the 
industry and its employees.” 

Stone Services Group Supports 
Natural Stone Foundation

https://www.bulletjournal.com
https://www.bulletjournal.com
http://www.remarkable.com
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Square Feet Versus Dollars
How Do You Measure Profits?

Ed Hill
Synchronous SolutionsThe stone processing 

industry is fixed on using 
square feet as the basis 

for operational management. 
Countertops are commonly sold 
by the square foot, and produc-
tion operations are scheduled 
and tracked based on square feet 
produced.

I’m going to make a bold 
statement: Square feet, and any 
dimensional metric, is a flawed 
method for use as a scheduling 
or tracking tool.

The best example is this: 
imagine two kitchens exactly 
the same size and shape at 40 
square feet. One has an eased 
edge. The other has a mitered 
edge. Although they are the 
same size, there is a world of 
difference in the labor required 
and the price of these two jobs. 
The square feet metric would not 
recognize this difference. If that 
is your metric for scheduling, 
you will dramatically overload 
the shop on the days the mitered 
edge kitchen is in process. 

Moreover, a given amount of 
square feet produced will not 
necessarily earn a reasonable 
profit. You don’t pay bills with 
square feet. You cannot cor-
rectly predict your financial sta-
tus throughout the month using a 
dimensional metric (square feet, 
linear feet, linear inches, num-
ber of slabs, etc.). In fact none 
of the dimensional metrics will 
suffice for an accurate method of 
planning, scheduling or tracking 
your performance.

You need a metric to plan, 
schedule and track your business 

“Consider this: 
You don’t  

pay bills with 
square feet.”

that does recognize the differ-
ences in labor content and one 
that ties directly to your bottom 
line financial objectives. 

If a dimensional metric does not 
work, then what does?

The answer: DOLLARS. 

Let’s look at dollars rather than 
any dimensional metric. What 
dollar metric is best? How about 
sales dollars? That number would 
include the cost of exotic materi-
als, which would not necessarily 
affect labor content or demand 
on capacity in any way. Also, as 
many have experienced, a high 
sales price including the cost of 
expensive raw materials does not 
necessarily mean good profits. 

You need a financial metric that 
discounts the effects of expen-
sive materials and focuses on the 
value added by the operational 
departments of your business. 
Essentially, you invest in raw ma-
terials to do a job and then you 
process those materials to make 
finished products. That process 
conversion is the value your sys-
tem adds to those raw materials to 
make them worth the amount of 
the sales price that your custom-
ers pay. 

The term we use for that conver-
sion is Throughput, which is the 
measure of value added for your 

business. You buy raw materi-
als and convert them to finished 
products. That’s what manufac-
turers do. Throughput (aka $T) is 
the monetary value of that conver-
sion. The formula for $T is:

Sales Price 
– Material Investment
= $T

So, that 40 square-foot job with 
eased edges might have a sales 
price of $3,000, minus mate-
rial investment of $1,000, which 
would equal a Throughput value 
of $2,000. The $T per square foot 
would be $50.

The job with mitered edges 
might be a sales price of $4,500, 
minus a material investment 
of $1,500, which equals a 
Throughput value of $3,000. The 

$T per square foot would be $75.
This significant difference in 

labor content is recognized by the 
Throughput metric. It would not 
be recognized using square feet.

You can use the $T metric for 
planning, scheduling and tracking 
performance of your company 
throughout any month. 

Planning 
By converting your sales pro-

jections to $T, you can relate that 
demand to the capacity it takes 
to produce it. Every manufactur-
ing manager wants to know what 
to expect in the coming months. 
It is important to get prepared 
with additional capacity to meet a 
growing sales projection. The $T 
metric will provide an accurate 
method to do this. 

Moreover, given a growing de-
mand and the needed additional 
capacity to produce it, you need 
to know the impact on the compa-
ny’s financial performance. The 
$T metric provides an accurate 
method to do this, too. You can, 
and should, set daily $T goals at 

the beginning of the month to use 
as the scheduling metric. This will 
ensure that you are meeting the 
customer demand and that you are 
accurately level-loading the oper-
ational system of your company.

Scheduling
As noted, the $T metric is a 

more accurate method to sched-
ule and “level load” the manu-
facturing system. Square feet, or 
any other dimensional metric, will 
not be an accurate method. Just as 
your car runs best with the proper 
mixture of gasoline and air, your 
business runs best with the proper 

mixture of volume and velocity. 
Volume relates to the amount of 
work loaded into the system day 
to day. A level load means that the 
labor content is fairly consistent 
day to day. The $T metric allows 
that to be done with confidence. 
Velocity relates to how long the 
jobs are planned for processing. 
Just as water flows consistently 
down a mountain river, your 
jobs should flow consistently 
through your business. The pace 
of job movement (i.e. the velocity) 
should be the same for all jobs. 
The requirement that some jobs 
move faster than others, essen-
tially “leap-frogging” over other 
jobs, is a guaranteed drain on 
manufacturing productivity. That 
condition also creates additional 
chaos in the management task. 

Ask any production manager 
and you will get a confirmation 
of this.

The solution is to level load 
with a consistent $T value set to 
a goal established at the begin-
ning of the month. And, set the 
number of days that consistent 

$T value should be planned, for 
the manufacturing process steps. 
Regardless of the product, the 
market segment or the design, 
all jobs should flow consistently 
at the same pace. 

Tracking
Having done the above in 

planning and scheduling, you 
will need to track the actual per-
formance every day throughout 
the month to assure that you are 
meeting the goals. You should 
know, every day, the status to 
established $T goals so that you 
can take action if you fall behind 
those goals. It is much better to 
take action as soon as problems 
are noted rather than waiting 
until the end of the month when 
it is too late to make worthwhile 
corrections.

There are two primary reasons 
for using $T as your method of 
planning, scheduling and track-
ing your monthly performance. 

$T is a more accurate reflec-
tion of labor content than any di-
mensional metric. It recognizes 
the impact of special features 
like mitered edges, laminated 
edges, chiseled edges, cove 
backsplashes, leathered sur-
faces, multiple sinks, multiple 
faucet holes, etc. 

$T is directly relative to your 
financial goals. You can know, 
with certainty, that producing 
to the $T goals throughout the 
month will produce a planned 
profit at the end of the month. 
No dimensional metric can do 
that. You can also relate the $T 
goal to a Productivity Score that 
can be shared with your pro-
duction team. It does not reveal 
sensitive financial information, 
but it does allow a sharing of 
important performance status to 
use as a motivational tool for the 
company. 

The product you produce 
may be countertops, but your 
company really is all about pro-
ducing a profit. It makes sense 
to use a metric to manage your 
business that relates to that ac-
tual goal.

For more information on 
how to do all this, please visit 
www.Synchronous Solutions.
com or contact Mr. Hill at 
704-560-1536.

Training & Education

            “I don’t believe you 
have to be better 

 than everybody else. 
I  believe you have 
 to be better than 
you ever thought 

 you could be.” 
– Ken Venturi
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Cheryl A. Moore, PsyD
CEO, Prestige Countertops 
& Services

Please turn to page 11

Perceptual Distortions

When you look at this 
picture what do you 
see?  Do you see the 

old woman or a younger woman?  
Have you ever wondered how 
people can be in the same expe-
rience and yet describe the expe-
rience in different ways?  The 
differences between the descrip-
tions can be attributed to how each 
person perceived the experience.  
Perception, for our purposes, is 
an organizational behavior that is 
defined as the process by which 
we receive and interpret infor-
mation from our environment.   
Managing perception in the work-
place is important because of the 
role perception plays in many 
organizational behaviors.  

In 1936, psychologist Kurt 
Lewin observed that people do 
not act upon the basis of reality, 
but rather upon their perception 
of reality.  Two factors that influ-
ence or distort perception include 
the perceiver and the environ-
ment.   An individual’s percep-
tion can be shaped by his or her 
attitude, culture, past experiences, 

and upbringing to name a few.  
A setting and environment can 
also influence how a person per-
ceives something.  For example, 
have you ever watched the tele-
vision show Undercover Boss?  
Taking an individual out of their 
element and position causes oth-
ers to perceive the person differ-
ently than how the person would 
be perceived in his or her natural 
setting.  

Organizations employ a vast 
number of individuals who are 

from different backgrounds and 
cultures.  These employees bring 
different values, goals, talents, 
and purposes to the table; under-
standing these differences makes 
it easier to understand how as we 
process huge amounts of infor-
mation daily, can lead to inaccu-
racies and cloud our perceptions. 
Some of the common perceptual 
distortions include:

• Halo Effect – using our im-
pression of someone to influence 
our overall feelings about the 
individual’s character.  Studies 
have shown that if we regard an 
individual as good-looking or 
successful, we also believe the 
person has other positive attri-
butes like they are intelligent and 
kind.  We need be careful with 
this, so we are not overlooking 
individuals with great potential.

• Recency Effect – using our 
most recent information to assess 
an individual.  Have you ever no-
ticed after you buy a new car how 
many of the same car you see on 
the road, which you never noticed 

before?  Don’t let your most re-
cent information on the individ-
ual cloud their older or future 
successes.

• Primacy Effect – assessing an 
individual on the first informa-
tion acquired.  We need to take 
the time to have a conversation 
with our employees and get to 
know them on a different level 
than on the role they play in our 
organization.

• Contrast Effect – judging 
others on your most recent inter-
action with someone else.  For 
example, judging a job applicant 
on the applicant before them.  We 
should only be forming our judg-
ments and opinions on an em-
ployee based on his or her skills 
and abilities, not others.

Projecting – transferring our 
own thoughts, feelings, and de-
sires on others.  This is when 
good communication is needed.  
You can have an employee who 
does not really care for you or 
another employee.  The employ-
ee can have a tendency to proj-
ect those feelings toward you or 
others and assume you don’t like 
them either.  

• Selective Attention – selec-
tively focusing on the parts of a 
situation that most align with our 
own interests and values.  We can 
get so focused on our own goals 
and desires we are not seeing the 
whole picture of the situation.  
We screen out information that 
contradicts our beliefs or causes 
us to feel uncomfortable.

• Stereotypes – our fixed be-
liefs about the characteristics of a 
particular group.  

• Self-fulfilling Prophecy – we 
have a preconceived idea about 
someone, or a situation, and we 
create an outcome that would 
align with our expectation.  This 
can tie into beliefs we have when 
stereotyping individuals.  

Please turn to page 13

“Before you marry a 
person, you should first 

make them use a computer 
with slow Internet to see 

who they really are.” 
—Will Ferrell
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Training & Education

Ed Young
Fabricator’s Business Coach

Training & Education

IN a growing economy, 
job growth outstrips the 

supply of good labor – and the 
effects of the pandemic have 
only made the situation harder to 
manage. So, it’s no surprise that 
everywhere I go and in every 
type of industry, companies are 
struggling to recruit and retain 
good people. 

Here are some typical ways 
companies recruit people:

• Post an ad on Indeed, 
LinkedIn, or other job board

• Post an ad on your state em-
ployment department job board

• Offer referral bonuses
– Pay existing employees a 

fixed fee ($100+) for referring 
someone that you hire and who 
stays on for 90 days

• Use temp-to-hire agencies.

Some of these are more ef-
fective than others and all have 
their plusses and minuses. But 
you can’t afford to ignore any 
of them these days.

An innovative way to recruit 
people is to use your business 
card and a $20 bill:

• Go to a full-service car wash 
where they dry your car by hand 
and wipe down the interior and 
the door jambs after the wash. 
Or go to an automotive detailer. 
The manual skills and attention 
to detail make them a good pros-
pect as a polisher.

• Look for the person with the 
most hustle, best attitude, and 
attention to detail. 

Having Trouble Finding Good People These Days?
your shop instead of focusing on 
getting a job completed through 
all process steps without stop-
ping, then you are creating cha-
os and not necessarily creating 
value.

Having a shop where everyone 
looks like ants running around 
an anthill you just kicked over 
may feel productive, but it is 
not.

Every time you touch an 
order without completing it 
wastes your precious scarce la-
bor resources.   For example:  If 
you produce granite counter tops 
and start cutting stone for an or-
der only to put that order on hold 
waiting for a sink selection or 
waiting on a final edge profile de-
cision from a customer or because 
you just got a ‘rush job’ from an-
other customer – you are invest-
ing shop capacity to do something 
that you can’t readily convert to 
billable dollars. You also have 
to handle that product multiple 
times – while risking it getting 
damaged each time you touch 
it. Building a smooth process 
flow in your shop and attack-
ing non-value-added activities 
can easily reduce the number 
of people you need – or provide 
enough additional manpower to 
tackle that growing backlog of 
orders.

Check out my November 2020 
and February 2021 articles for ad-
ditional recommendations on how 
to reduce the Non-Value-Added 
activities in your plant. There are 
also some useful tools available at 
www.FabricatorsCoach.com .

Knowing how to find, train, and 
utilize your workforce well is a 
key component of your long-term 
profitability. I hope this article 
helps you fine tune your shop’s 
workforce strategy.

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

• Wrap your business card in a 
$20 bill, hand it to them, and give 
them your elevator speech (We 
are a fast-growing company near 
here that offers a great place to 
work, benefits, and great pay – 
customize to your situation). 

• If you have a good enough 
sales pitch, they’ll come ask you 
for a job.

Finding people already experi-
enced in this industry can be more 
than difficult. Finding great 
people with fabrication expe-
rience who will also fit into the 
culture of your business can be 
almost impossible. That’s why 
smart business owners have the 
following:

• An accurate job description 
that sets expectations for job 
performance.

• A good understanding of the 
base skills needed to do each job.

– Polishers need good hand-eye 
coordination and good attention 
to detail

– CNC operators need to under-
stand how to load and run a CNC 
program (unless you also require 
them to modify the program be-
fore running) and they need to 
understand how important it is 
to follow the correct speeds and 
feeds for cutting various materi-
als. If they can do that in wood 
or steel, you can teach them the 
particulars for stone.

• A good program for training 
folks with the right skills to do the 
job that is needed.

• Frequent and objective feed-
back for job performance.

• A solid understanding of the 
types of folks who will fit their 
company culture the best.

Smart Business owners then 
set about recruiting for capabil-
ity and fit instead of experience 
– and they get better results in 
the long run.

Everywhere you go, you run 
into people who are good at what 
they do. Their current job may re-
quire similar skills to an open po-
sition that you have. Find a good 
person, recruit them, and then 
train them well.

When they find people who are 
a good fit, smart companies also 
use their state and local resourc-
es to help pay for good structured 
on-the-job training. Go to your 
state department of labor web 
site and look for programs using 
terms like:
• Incumbent worker training  

 (IWT)
• Apprenticeship training  

 (many are not union affiliated)
•  Re-skilling
•  Up-skilling
•  Quick skills
•  Ready-to-work

Yes, state agencies can be 
painful to work with sometimes, 
but I’m finding more and more 
that are starting to understand 
and respond to business needs. 
Sometimes the local communi-
ty college or tech school can be 
a good place to start as they are 
usually partners for these types 
of programs. This is worth the 
effort because frequently state 
programs will pay half to all of 
the cost of structured document-
ed training.

None of us were born know-
ing how to fabricate tops.

Certainly, recruiting and train-
ing good people is critical. 
Hopefully the above suggestions 
are helpful. However, it’s just 
as critical to make sure you are 
getting the best use of the peo-
ple you already have. 

You’re paying for the good 
labor that you already have and 
spending money and time chas-
ing new talent. How much of that 
time and money is being wasted 
on activities that don’t generate 
cash for your business?  By this, I 
do not mean that we find ways to 
work them harder. I mean that we 
find ways to be smarter about 
how we utilize your scarce pre-
cious labor resource.

Many of us have heard the 
term  value-added. Truly val-
ue-added activities are those 
which transform a material into a 
product that a customer is willing 
to pay for.  A good example is a 
CNC operator:  Value-added time 
for that job is ONLY the time 
that the tool is cutting material.   
Everything else – everything – is 
non-value-added.

As soon as you finish this arti-
cle, take a few minutes to watch 
your CNC operator.  Observe and 
record which activities are val-
ue-added and which are not. 

• How much of your operator’s 
day is spent on non-value-added 
activities?  

• Next, figure out how can 
you reduce or eliminate those 
non-value-added activities.  

–Would it make sense to have a 
low-wage helper moving product 
around in your shop to allow your 
highly skilled and higher paid op-
erators spend more time on val-
ue-added activities?  

–What can you do to speed 
up loading and unloading the 
machine?

• Apply this rigorously to all 
steps in your process and you 
could free up 10 percent of the 
capacity you are already pay-
ing for.

How you run orders through 
your shop is also important. If 
you bounce from job to job inside 

None of us 
were born 

 knowing how to 
 fabricate tops.

“By the time a man realizes 
that his father was right,  

he has a son 
 who thinks he’s wrong.”

– Charles Wadsworth 

https://www.slipperyrockgazette.net/index.cfm/pageId/4020/Could%20You%20Use%20an%20Additional%2010%20Percent%20Production%20Capacity%20Right%20Now%3F/
https://www.slipperyrockgazette.net/index.cfm/pageId/4116/How%20Much%20Money%20Can%20Your%20Shop%20Make%3F/
http://www.FabricatorsCoach.com
mailto:Ed%40FabricatorsCoach.com?subject=Slippery%20Rock%20Article
mailto:Ed%40FabricatorsCoach.com?subject=Slippery%20Rock%20Article
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1590 E. HIGHWOOD,PONTIAC,MI48340 248-853-9000Steve@marmo-na.com

 Increase Productivity and Profitability with the

LCR-7233M-O/V 

FLAT, SMALL RADIUS AND BEVEL EDGES
MITER CUT OR GRIND MATERIAL

 THICKNESS RANGE OF 1/4" - 1-1/4"

The new “V/O-CUTTING” system allows to 
polish on a continuous mode minimum 45 mm 

(1 ¾”) wide and maximum 30 mm (1 ¼”) 
thick material, and produce narrow strips with 
the same dimensions ready to be glued onto 

“apron” counter tops.

L/F
PER HOUR 

120-220

* IN STOCK *
AVAILABLE 

NOW

Blazing Serpents

A Louisiana woman accused of set-
ting brush fires told investigators 

she and her boyfriend were trying to get 
rid of snakes, the state Department of 
Agriculture and Forestry says.

Robert Lee Ramirez, 34, of Leesville, 
Louisiana, faces two counts of arson 
and remained at large, Agriculture 
and Forestry department spokesman 

Veronica Mosgrove re-
vealed in an email.

Laura Ashley Lee, 34, 
also of Leesville, was re-
leased on $3,500 bond 
after being arrested March 
18 on one count of arson, a 
news release said.

The two are boyfriend 
and girlfriend, Mosgrove 
said in another email.

According to the 

statement, investigators say 
Ramirez set multiple fires 
along the road and in woods 
owned by others around their 
home.

Two numbers listed for a 
Laura A. Lee in Leesville 
are no longer in service. 
Mosgrove said she doesn’t 
know whether Lee has an at-
torney who could speak on 
her behalf.

Overcoming 
Construction 

Logistics

An example of leveraging 
technology and an end-to-end 
process to overcome signifi-
cant Covid-19 hurdles is when 
Unispace managed a project in 
Canada for an American client, 
and both the project team and 
client were unable to cross the 
border. The team had to get cre-
ative to move the project forward 
while keeping the client informed 
and satisfied. OpenSpace along 
with a streamlined communica-
tion across internal and exter-
nal parties allowed Unispace to 
navigate the project completely 
remotely, without ever visiting 
the job site. This type of agile 
process is expected in the future 
as firms and their clients contin-
ue to navigate the evolving real 
estate landscape. 

Managing large commercial 
real estate projects nationally 
and globally requires a seamless 
approach enabled by workplace 
intelligence and technology to 
meet the pace of change. The 
pandemic has challenged con-
struction and design executives 
to push the boundaries and ex-
pand their horizons to incorpo-
rate new tools and processes. By 
leveraging technology, knowing 
the local markets, and focusing 
on the client experience, all with-
in an end-to-end approach, con-
struction managers can complete 
projects successfully even under 
difficult circumstances. 

 
Tracy Lea Neff is a workplace 

design and delivery professional 
who has oversight of the North 
America Unispace Delivery team 
and all construction projects in 
the Americas. She’s a recipient of 
the 2017 New England CoreNet 
Americas Real Estate Executive 
of the Year Award.

Continued from page 4

“My mother always used 
to say: The older you get, 

the better you get, 
unless you’re a banana.” 

—Rose (Betty White), 
The Golden Girls
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Market Leader
6,000+ systems sold worldwide.

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

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

Leader in Digital 
Fabrication Solutions

LASERPRODUCTSUS.COM
877-679-1300

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

Lowest 5-year cost of ownership

User-friendly software requires 
no CAD experience 

Online & onsite training included

Comprehensive warranty coverage 

Overnight loaner program

#GoDigital

What have you templated today?

Fast. Flexible. Financing.1

Ascentium.Info/Rock2021

Request a no obligation quote today:
Tony Zielgar, CLFP
Vice President - Sales | W: 281.883.5005 
TonyZielgar@AscentiumCapital.com 

1Financing dependent on credit parameters. Loans made or arranged  
pursuant to a California Financing Law license.

Natural Stone Institute 
Introduces New CEU Course

The Natural Stone Institute is proud to 
announce a new CEU course entitled 

Natural Stone Principles. 

Natural Stone Principles is an updated, 
industry-relevant version of the popu-
lar “Natural Stone 101” course. Natural 
Stone Principles includes a renewed focus 
on how natural stone can be utilized in 
design. The course reflects current trends 
and innovations in stone use. Natural 
Stone Principles has been approved for 
credit through AIA, IDCEC, LACES, and 
NKBA for on demand, live in person, and 
live webinar attendance.

Lurvey Supply’s Daniel Wood, chair 
of the Natural Stone Institute Education 
Committee, commented: “With natural 
stone being the most sustainable material 
in the built environment, it was important 
to our committee to create this course. 
Natural Stone Principles thoroughly re-
flects updates and changes within the 
industry, technology, and materials, and 
will be an invaluable resource to everyone 
in the design community.”

This new course is available to certified 
CEU speakers for download and presenta-
tion through the CEU Events dashboard. 

A recorded version of the course is available 
on demand in the Natural Stone University 
to receive credit or view as a training tool for 
future presentations. To learn more about be-
coming a certified CEU speaker through the 
Natural Stone Institute, visit www.natural 
stoneinstitute.org/CEU. 

To learn more about Natural Stone 
Principles and to access the on-demand re-
cording of this course, visit www.natural 
stoneinstitute.org/stoneprinciples. 

Visit the NSI website to learn more about 
the benefits of membership, www.natural 
stoneinstitute.org.  

https://www.naturalstoneinstitute.org/programs/ceu-page/natural-stone-principles/
http://www.naturalstoneinstitute.org/CEU
http://www.naturalstoneinstitute.org/CEU
http://www.naturalstoneinstitute.org/stoneprinciples
http://www.naturalstoneinstitute.org/stoneprinciples
http://www.naturalstoneinstitute.org
http://www.naturalstoneinstitute.org
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Sometime around 1980 B.C. 
(Before Computers), when 
I was a full-time outdoors 

editor for newspapers and mag-
azines, the American Fishing 
Tackle Manufacturers Association 
published a report about the relax-
ation qualities of fishing.

The study was conducted by  
Dr. Jerome Singer, a professor 
of psychology (he’s now profes-
sor emeritus) at Yale University 
School of Medicine.

I won’t get into the intricacies 
of the project, except to say it 
involved—and I quote direct-
ly—“electrophysical instruments 
to measure changes in muscle 
tension on the forehead” of sub-
jects. Sounds painful, but what do 
I know about high-brow research?

In his summation, Doc Singer 
noted that “of the many possible 
techniques for changing one’s 
mood and reducing stress, fishing 
has special advantages for allevi-
ating tension and creating an at-
mosphere of calm relaxation.”

Furthermore, “the calming ef-
fects of being near water are ev-
ident again and again in clinical 
and experimental studies.”

Lo these many years, I’ve kept 
a copy of that report. I refer to it 
from time to time when I need 
reassurance about how peaceful 
fishing can be. The process works 
like this:

“You are fishing, and you are 
calm,” I tell myself. “There is no 
tension in your forehead or any 
other part of your body. You are 
relaxed. You are tranquil. You are 
placid. You are carefree.” (About 
now is when I cast into a tree or 
lose a big bass.) “Sonuv-%$#!, no 
‘count piece of %$#@&, kiss my 
everlovin’ ^%#*, skuzz-butted, 
chicken-cluckin’*&#!-it to %$&! 
anyway!”

And, boy, do I feel better!
To illustrate further, let us 

imagine a hypothetical (har-
rumph) case in which a fictive 
angler named Sam Vena… — I 
mean, uh, oh, let’s say Herb 
Jones — is serenely working his 
way along some rocky shoreline 
when his seasoned ears detect the 
“slurp-poosh!” made by a school 

Sam Venable 
Department of Irony

of stripes slashing into a pod of 
shad minnows.

Herb swivels 180 degrees in 
the pedestal seat of his bass boat 
and immediately sizes up the sit-
uation. He sets aside the outfit he 
has been using and selects anoth-
er one at arm’s reach — a rod and 
reel specifically rigged for mo-
ments like this.

Herb smiles contentedly. He is 
peaceful. He rears back to cast 
into the fray and enjoy instant 
action…and in the space of two 
milliseconds, he tangles the lure 
into the outfit he set just aside, 
snaps both rods like matchsticks, 
throws a melon-sized backlash, 
grabs a third rod not realizing its 
lure is embedded in the boat’s 
carpet, immediately causing car-
pet-embedded to become fin-
ger-embedded, then trips over a 
tackle box and scatters fifty dol-
lars’ worth of fancy gizmos from 
bow to stern.

There’s every chance Doc 
Singer heard me — Herb, I 
mean — “relaxing” all the way up 
there in his lab at Yale.

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

Relaxation is an Excellent 
Way to Go Bonkers

Natural Stone Institute Announces 
Additions to Board of Directors

The Natural Stone Institute 
welcomed two individuals 
to its board of directors 

in January: Blake Christensen 
(Valley View Granite) and Amit 
Gupta (TAB/Amsum & Ash).

Blake Christensen is the 
owner and CEO of Valley View 
Granite based in Tremonton UT. 
With over 20 years in the natu-
ral stone industry, Blake started 
fabricating and installing slab 
countertops while attending high 
school in Southern California in 
1997 and founded Valley View 
Granite in 2003. Valley View 
Granite fabricates and installs 
natural slab products and oper-
ates from 6 locations throughout 
Utah and Idaho. Blake has donat-
ed to the Gary Sinise Foundation 
R.I.S.E. program and helped in-
stall the natural stone in the Use 
Natural Stone booth for the KBIS 
show. He serves on several asso-
ciation committees and his com-
pany has earned Natural Stone 
Institute Accreditation.

Amit Gupta is the Chairman 
and CEO for TAB /Amsum & 
Ash in Jaipur, India.  Beginning 
his stone career at age 23, Amit 
and his younger brother Sumit 
founded TAB and Amsum & 
Ash during college.  The compa-
ny began operations as a manu-
facturer of natural stone products 
and with Amit’s leadership and 
Sumit’s manufacturing prow-
ess, it has grown to employ over 
1,200 employees through their 
global operations. Amit helped 
to support the association during 
the radon crisis, hosted industry 
events at their facility, and has 
also been involved with fundrais-
ing efforts for the Use Natural 
Stone Promotional campaign. 

Blake Christensen, owner of 
Valley View Granite, will repre-
sent the fabricator segment of 
the industry.

Amit Gupta, Chairman and CEO 
of TAB/ Amsum & Ash, India.

Christensen and Gupta replace 
Bruce Knaphus (KEPCO+) and 
Josh Zhang (Jianming Stone 
Group) who completed their 
board terms.

The Natural Stone Institute 
membership recently passed a by-
laws vote to adjust the structure of 
the board of directors. Going for-
ward, the Natural Stone Institute 
board of directors will include 
representation from five key North 
American industry segments 

(Fabricator, Installer, Quarrier, 
Restoration & Maintenance, and 
Stone Distributor), as well as 
one director from the Associate 
Member segment, two directors 
from outside North America, and 
five North America At-Large po-
sitions. The total number of board 
seats will remain unchanged at 
thirteen. In 2021, three board 
seats will be recruited: Associate 
Member, North American 
Quarrier, and North American 
Installer. 2021 Board President 
Mike Picco (PICCO Engineering) 
commented: “We are excited 
to have Blake and Amit join the 
board this year and are grateful 
to Bruce and Josh for their board 
service. We strongly feel that the 
board is assembled with one pri-
mary purpose: to serve the mem-
bership. We feel that this change 
has strengthened this mandate.”

To learn more about opportuni-
ties to serve on the Natural Stone 
Institute board, visit www.natural 
stoneinstitute.org/boardelections. 

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

“MY father always 
used to say 

that when you die, if 
you’ve got five real 
friends, then you’ve 

had a great life.” 
– Lee Ioccoa  

© MARK ANDERSON. www.andertoons.com

“I think I see why we’re not getting anywhere.”

mailto:sam.venable%40outlook.com?subject=Gone%20Fishin%27
mailto:sam.venable%40outlook.com?subject=Gone%20Fishin%27
https://www.naturalstoneinstitute.org/about/about-natural-stone-institute/2021-board-elections/
https://www.naturalstoneinstitute.org/about/about-natural-stone-institute/2021-board-elections/
http://www.naturalstoneinstitute.org
http://www.naturalstoneinstitute.org
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Patented Undermount Sink Clips

FAST. SIMPLE. SECURE.

Makita USA Breaks Ground on Major 
 Expansion In Atlanta Region

Makita U.S.A., Inc. 
held a ceremonial 
groundbreaking 

in late April to launch con-
struction of a new 600,000 
square foot state-of-the-art 
facility northeast of Atlanta 
in Hall County, Georgia. 
The new facility will be 
constructed on 80 acres of 
land and is part of Makita’s 
planned future develop-
ment to address continuing 
growth in the United States.

“Today Makita begins 
a new phase of expansion 
with the construction of an-
other new facility,” said Joe 
Blackwell, senior vice pres-
ident operations, Makita 
U.S.A. “This is part of our 
continuing growth here in 
the U.S.A., and this new 
facility will further increase 
our operations, service, 
and training capabilities. 
This means expanded ser-
vice and support for our 

customers, while creating 
more jobs in the region.”

The new state-of-the-art 
facility will serve as a dis-
tribution center, and will 
also include a sales and 
training center, custom-
er service resources, and 
a Factory Service Center. 
The location has adjacent 
space for future expansion 
up to 800,000 square feet. 

Ceremonial groundbreaking marks the beginning of 
construction of new state-of-the-art facility.

The groundbreaking 
marks another milestone 
in Makita’s significant in-
vestment in the U.S.A. 
Construction of the Atlanta-
area facility follows the 
August 2020 opening of a 
new distribution, training 
and service facility in Reno, 
NV, and the 2017 open-
ing of a similar facility in 
Wilmer, Texas. Makita’s 

distribution chain also in-
cludes operations in Mt. 
Prospect, Illinois, Buford, 
Georgia, and La Mirada, 
California. Additionally, 
the manufacturing and as-
sembly plant in Buford is 
one of ten Makita manufac-
turing facilities worldwide.

Makita representatives at 
yesterday’s groundbreaking 
were joined by the project’s 
construction and develop-
ment executives, as well 
as the Mayor. Attendees 
included Ian MacDonald, 
Scannell Properties; Liz 

O’Connor, Evans General 
Contractors; Mike Dimond, 
Evans General Contractors; 
Mike Miller, Mayor; 
Sandra Silva, Makita 
U.S.A.; Joe Blackwell, 
Makita U.S.A. Jeff Couch, 
Makita U.S.A.; Don Tuttle, 
Scannell Properties; Chris 
Hilgeman, Evans General 
Contractors; Jason Dooley, 
Ware Malcomb.

Makita is a worldwide 
manufacturer of indus-
trial power tools, power 
equipment, pneumatics, 

and janitorial-sanitation 
products, and offers a wide 
range of industrial acces-
sories. Makita U.S.A., Inc. 
is located in La Mirada, 
California

With 50 years in the 
United States and over 100 
years worldwide, Makita 
utilizes experience and ex-
pertise to manufacture best-
in-class solutions. 

For more information 
about Makita U.S.A. call 
(800)4-MAKITA or visit 
makitatools.com. 

MSI Launches New and 
Improved Product Search Tool

MS International, 
Inc. (MSI), one 

of the country’s lead-
ing suppliers of  floor-
ing, countertops, wall tile, 
and  hardscaping  products 
announces a new and im-
proved product search fea-
ture on www.msisurfaces.
com, adding to the exten-
sive library of digital tools.

Located under the de-
sign tools header, the  new 
product search allows users 
to look for products us-
ing a specific product ID, 
product name, or merely a 
photo of a desired tile or 
countertop surface. If MSI 
doesn›t have an exact prod-
uct match, several similar 
options will be presented. 
Additional search options 
that may be specified in-
clude category, color, 
material, size, and finish. 
If you are searching for 
something in particular, 

MSI is glad to help. The 
product search tool is an ex-
cellent resource that is avail-
able right at your fingertips, 
24 hours a day.

Several enhancements 
are included in the latest 
release, including the capa-
bility to share a custom link 
with specific search results, 
a more user-friendly expe-
rience and increased speed 
and responsiveness through-
out the search process.

“Our customers requested 
more advanced searching 
capabilities to help hone in 
on their design style. Using 
artificial intelligence, MSI 
made this request a reali-
ty through the latest robust 
tool added to our digital col-
lection, the product search 
tool,” Rup Shah, President 
of MSI. 

For more information 
about the product search 
tool, visit  https://www.

msisurfaces.com/product- 
search/. 

Founded in 1975, MSI 
is a leading supplier of 
flooring, countertop, wall 
tile, and hardscaping prod-
ucts in North America. 
Headquartered in Orange, 
California, MSI also main-
tains over 30 state-of-the-
art showroom and distribu-
tion centers across the U.S. 
and Canada. MSI’s product 
line includes an extensive 
offering of quartz, porce-
lain, ceramic, LVT, natural 
stone and glass products 
imported from over 36 
countries on six continents.

To see MSI’s complete 
range of products – from 
flooring and pavers to tiles, 
countertops, and more, vis-
it www.msisurfaces.com. 

Perceptual Distortions
Continued from page 7

•Impression Management 
– process of attempting to in-
fluence the perception others 
have of us.  We may portray 
ourselves in a way we think 
others want us to be rather 
than being our true self in all 
situations.  We have all heard 
of individuals “sucking up” 
to someone before asking for 
a favor or for something they 
desire.

Recognizing perceptual 
distortions allows us to man-
age and communicate better.  
Being a good leader means 
making fair and accurate as-
sessments of all situations.  
I worked in an organization 
where leadership would 
yell first and ask questions 
later, if at all.  One exam-
ple is when a small group 
of employees were taking 
their lunch break outside of 
the noon time slot.  When a 
top manager walked by and 
witnessed this the manager 

reprimanded the individu-
als and walked away.  What 
the manager did not know, 
or care to find out, was the 
fact that these individuals 
worked on the paint line 
and were not allowed to 
take their break until the 
paint line was complete-
ly unloaded and stopped.  
There are situations where 
it is best to not say anything 
until after gathering all the 
facts.

Perception in an orga-
nization works two ways.  

It is important to manage 
employee’ perceptions as 
well.  When management 
does not implement and 
carry out policies to man-
age workplace conflict or 
workplace bullying, they 
are giving the employees 
the perception that they con-
done the bullying practices.  
Communication and percep-
tion need to be at the fore-
front in every organization.  

I think it is worth re-
peating and considering — 
managing perception in 
the workplace is important 
because of the role percep-
tion plays in many orga-
nizational behaviors and 
outcomes. 

Cheryl Moore is the CEO 
of Prestige Countertops 
& Services, Inc. and an 
Assistant Professor of 
Accounting at Mercyhurst 
University.

For more information 
about this topic, please 
email  the  author  at 
cmoore2@mercyhurst.edu .

Managing 
 perception in the 

workplace 
 is important 

because of the 
role perception 
plays in many 
organizational 
behaviors and 

outcomes.

https://www.msisurfaces.com
https://www.msisurfaces.com
https://www.msisurfaces.com/product-search/
https://www.msisurfaces.com/product-search/
https://www.msisurfaces.com/product-search/
https://www.msisurfaces.com
https://www.msisurfaces.com
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Sharon Koehler
Artistic Stone Design“The more things change 

the more things stay the 
same,” as written by Frenchman 
Jean-Baptiste Alphonse Karr in 
1849 and sung in song lyrics by 
Bon Jovi, Rush and Mac Ayres 
(at a minimum). It seems never 
more true than right now. 2020 
was rough and 2021 seems to 
be following suit to a certain de-
gree. We aren’t all the way back 
to normal, but I see signs that we 
are headed in that direction, hope-
fully. Anyway, the Main things 
(according to studies), that drive 
homeowners to a business really 
have not changed all that much. 
The way we conduct day-to-day 
business may have changed, but 
not what people want to know 
about you.

People want to know what 
you do and where you do it. On 
your website, social media and 
any other media you have – be it 
business cards, flyers, commer-
cials, videos, mailers or whatev-
er – list the types of work you do 
and the services you provide. List 
your service and work areas. You 
don’t have to list every little burg 
and town in your area. Something 
like the greater _________area 
or central___________(whatever 
state or city you are in). A general 
idea is great and tells people what 
they want to know. 

Consumers want to see a 
professional website. And, now 
more than ever, that website 
needs to be not only user-friend-
ly but MOBILE user friend-
ly. It should not only contain 

contact information but pictures 
and VIDEOS. It should be full 
of information about your busi-
ness and give a very specific view 
into how your business works 
and what it can do for the people 
who buy your product or service. 
Think about a blog area updat-
ed regularly and an FAQ area as 
well.

Photos – people want to see 
photos. They don’t have to be 
state-of-the-art professional pho-
tos, unless of course you are a 
photographer. Before and after 
photos are great. They showcase 
what you did to transform a proj-
ect. Before, during, and after pho-
tos carry just as much weight. Put 
photos everywhere, not just on 
your website. Photos should be all 
over your social media, Facebook, 
Instagram, Twitter, your Google 
page. If you are into videos, post 
those too. TikTok and Instagram 
are perfect for videos, but post 
them over all your social media. 

Make sure people know that 
you are qualified to do the work 
you do. Share license informa-
tion. If you are a class A contrac-
tor or any other class for that mat-
ter, share that information. If you 
are certified to cut certain materi-
al, say it. Some quartz companies 
do certify stone fabricators to cut 
their material. Share the fact that 
you have been in business 5,10, 
15 or 20 years, or whatever your 
longevity is. If you are an MIA 
member, say it. Consumers find 

“The More Things Change…”
comfort in stability.

Collect reviews. Everything 
now is about reviews and ratings. 
I personally don’t hire a company 
that has less than a 4.5-star rat-
ing. If I like the look and feel of 
a company and their rating  is be-
low 4.5, I start reading their less 
than current reviews to see what 
the problem might have been and 
if they have taken steps to cor-
rected it. 

Send your customers emails to 
encourage them to leave reviews 
but don’t limit yourself to one 
place like Google. So many plac-
es now have ratings.  Facebook, 
Houzz and Angie’s List come to 
my mind first after Google, and 
there are so many more places out 
there where consumers can leave 
ratings and reviews. If you don’t 
have time to collect reviews, 
there are companies that will do it 
for you (for a fee, of course). 

Publicly respond to your re-
views. Thank the customer and 
invite them back. If you get one 
negative review, don’t let that 
throw you. See if you can work 
it out with the customer and then 
ask them to change their review. 

Plus, if you have a lot of glowing 
reviews, one bad review isn’t go-
ing to hurt you all that much. 

Boast about yourself. Not just 
how long you have been in busi-
ness or the great work you do but 
about awards that you have won 
or public recognition you’ve re-
ceived. Have you won any NARI 
awards? Put them in your show-
room and add the links to your 
email address and website. Have 
you been written about in any 
regional or national forums? Put 
links of those as well on your 
website and social media. Below 
is my email signature. It includes 
our tag line, a link to an SRG arti-
cle written about us, our member 
affiliation with different organi-
zations and notices of different 
awards we have won. We will be 
changing it soon because we have 
more recent NARI awards and 
updated reader’s favorites, plus 
we recently received a HOUZZ 
award. Don’t be shy. Show those 
things off.  If you have done some 
charity work, spread that as far 
and wide as you can. Show off 
your good deeds. It’s all about 
consumer trust and confidence. 

We help people LOVE being at home
Want to know more about us? Check out this 

link: http://bit.ly/1pWe1OJ

Have you downloaded our Free Stone and Tile 

Care Guide? 

2019 NARI CotY award winner in 4 categories

Voted 2016, 2017, 2018 and 2020 Best 
of Richmond   for Countertops and 
Countertop Installers

Consumers are much more sav-
vy these days than ever, and it is 
so critically important that you 
put your best foot forward. Just 
because times are a little different 
these days doesn’t mean that what 
is important has changed.

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

NSI Donates To Gary Sinise 
Foundation’s R.I.S.E. Program

The Natural Stone Institute 
was proud to make a dona-
tion to the Gary Sinise 

Foundation in support of its 
R.I.S.E. (Restoring Independence 
Supporting Empowerment) 
program. The R.I.S.E. program 
builds 100 percent mortgage-free 
specially adapted smart homes for 
severely wounded veterans and 
first responders. This donation 
was made possible by Salado.

Funds were raised via an online 
survey for the design community: 
each response received increased 
the donation amount, for a total 
of $1,000. The goal of the survey 
was to gain a better understanding 
of how design professionals pre-
fer to access information about 
natural stone. Tying the survey to 
a charitable cause garnered extra 
excitement for involvement and 
provided participants with an op-
portunity to give back.

Byron Davis, Chief Marketing 
Officer for Salado, commented: 
“Salado has a deep respect and 
appreciation for those who serve 

our country. We have staff and 
family that range from active and 
reservists, to retired and former 
military. Veterans are valued by 
Salado, so we are honored to be 
able to recognize their service and 
sacrifices by providing monetary 
contributions and natural stone 
for two homes (so far) through 
our membership in the Natural 
Stone Institute in support of the 
Gary Sinise Foundation’s R.I.S.E. 
program.”

Jane Bennett, Natural Stone 
Institute Executive Vice President, 
added: “We are grateful to Salado 

for helping make this donation 
possible. The information from 
this survey will be used to further 
our education efforts to the de-
sign community through Building 
Stone Magazine, CEU opportu-
nities, and other outlets. The fact 
that we were able to give back to 
such an important cause through 
this effort makes it even more 
meaningful.”

To learn how your stone com-
pany can get involved with future 
Gary Sinise Foundation R.I.S.E. 
projects, please visit www.natural 
stoneinstitute.org/RISE. 

The Gary Sinise Foundation 
was established under the philan-
thropic direction of award-win-
ning actor and humanitarian Gary 
Sinise, who has been an advocate 
of our nation’s defenders for 40 
years. The Foundation’s mission 
is to serve our nation by hon-
oring our defenders, veterans, 
first responders, their families, 
and those in need. Learn more at 
www.garysinisefoundation.org.

© MARK ANDERSON. www.andertoons.com

“How was your vacation?  While you were gone we messed 
up some of your work, ignored the rest, and left it all 

in a pile on your desk.  Welcome back!”

http://bit.ly/1pWe1OJ
http://www.artisticstonerichmond.com/care-guide.pdf
http://www.artisticstonerichmond.com/care-guide.pdf
mailto:Sharon%40asdrva.rocks?subject=Slippery%20Rock%20Column
http://www.naturalstoneinstitute.org/RISE
http://www.naturalstoneinstitute.org/RISE
http://www.garysinisefoundation.org
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ECONOMY TRANSPORT CART  
ETC-8448

WWW.GROVES.COM    SALES@GROVES.COM    800.991.2120

STRONGER. SAFER. SMARTER.
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PUBLIC LANDSCAPES/
PARKS MEMORIALS

Spring Creek Nature Area 
Richardson, TX

_____________________

Coldspring
Cold Spring, MN

Dee Brown Inc.
Richardson, TX

Please turn to page 20
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The Stone Detective
The Limestone that Turned to Granite

I had just opened the door to 
the restaurant and was about to 
sit down when Flo came running 
out of the kitchen crying, with a 
fly swatter in her hand.  She ran 
up to me and said she thought she 
saw a rat run across the floor. At 
first, I had to laugh due to the fact 
that she thought she could defend 
herself with a fly swatter. Well, 
I’ve been known in the past to be 
able to sniff out rats, so I volun-
teered to take a look. 

Like something out of a sit-
com, Flo grabbed hold of my 
trench coat as I slowly walked 
into the kitchen. I told her to be 
quiet so we wouldn’t scare the rat 
away.  Just as I was about to open 
the freezer, I saw a tiny mouse 
run toward me. I jumped a little 
and Flo ran out of the kitchen 
screaming. 

The mouse scampered out of 
the kitchen behind Flo and ran 
toward the front door. It just so 
happened that a customer was 

Frederick M. Hueston, PhD

walking in and the 
mouse ran straight out 
the door.  By this time, 
Flo was perched on the 
counter having hysterics. I 
calmed her down and told her that 
the evil beast was not a rat, but a 
little tiny mouse. I told her it was 
completely harmless. Well, rel-
atively harmless unless a health 
inspector spots it.

She gave me “a look”, got down 
off the counter and served me my 
first cup of coffee.  During this 
drama the ole admiral was sitting 
there snickering under his breath. 
He turned to me and said, “You 
shoulda seen the size of the rats 
on the aircraft carrier I was on 
back in the ‘50s.” I just nodded, 
looked over at Flo, smiled and 
ordered my breakfast. Little did I 
know that today’s stone mystery 
would be another case of mistak-
en identity.

 Just as Flo brought me my 
breakfast, I got a text on my 

phone. The text was kind of odd 
since it just said, “Call Me”. The 
number had an out-of-state area 
code, and my phone didn’t rec-
ognize the number, either.  But 
I thought it had to be someone I 
knew. 

I replied to the text with a sim-
ple “OK”. I finished my breakfast 

and headed out the door. Just as 
I was opening the door I turned 

to Flo and said, “I’ll tell Micky 
you said hi, if I see him out here.”  
She raised her hand and… well, 
you can guess the rude gesture 
she gave me. 

I hopped in the ole Woody 
and called the mystery texter.  A 
gentleman answered and said he 
was an architect in Ohio. He told 
me he got my name from a local 
stone installer and thought I could 
help with an old historic lime-
stone fountain they were looking 
to restore. He told me it was flak-
ing and peeling, and he needed to 
have it inspected to see if it could 
be repaired, or if the entire foun-
tain needed to be replaced.  I told 
him I could get out there the fol-
lowing week to take a look.

After an uneventful week (no 
more Mickey) the day of depar-
ture arrived, and I headed out the 

door for the airport. Flying these 
days is not like it used to be in 
the old days. It’s funny that with 
the COVID pandemic, they make 
you social distance in the check 
out line and the TSA check point. 
Even when they board the plane 
they only allow 10 people at a 

time aboard. Then when you get 
on board, the plane is packed and 
you’re sitting next to complete 
strangers. I don’t get it. Anyway, 
I was on my way to Ohio to look 
at what I thought was going to be 
a common limestone failure.

Please turn to page 19

Item # 1023

CS-40 5” WET STONE SAW

$15995
Each

5” VIPER 

TURBO BLADEFREE

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

 SPECIFICATIONS CS 40 WET  

 Motor 12 Amp

 Max. disc diameter 5”

 Bevel cut 0-45

 Weight 9 lbs

• 120 Volt
• 12 Amp
• 12,000 RPM

with the purchase of 
every FLEX Wet Stone 
Saw thru June 30, 2021

BB Industries is now the 
Preferred National 

Flex Distributor 
In The Stone Industry

Lightweight, 
Ultra-Powerful, 
and Built to Last!

Use Code
J500

when placing your order 

Item # 50030

Exclusive 
OFFER!

Visit TISE Booth 5347 800-575-4401www.BBIndustriesLLC.com
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Visit our site at www.promotions.itreconomics.com/slippery-rock

If you can use this forecast for your business planning, perhaps you will find value in receiving forecasts
for the below industries for 90 days FREE, no commitment required. 

• US Private Multi-Tenant Retail Construction
• US Private Warehouse Construction
• US Total Education Construction

• US Public Water and Sewer Facilities 
Construction

• US Private Office Construction

• US Multi-Unit Housing Starts
• US Total Hospital Construction
• US Private Manufacturing Construction

You will also find three-year forecasts for the various markets within other major sectors of
the US economy, such as the manufacturing and financial sectors.

Construction   /   April 2021

ITR Management Objective

With Starts increasing through 2023, 
consider creative retention benefits 
so you do not lose out on growth 
opportunities due to a shortage of labor.
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Penny Dreadful

A Georgia man said his former 
employer owed him a pretty 

penny, $915 to be exact, after 
leaving his job last November.

But Andreas Flaten said he was 
shocked to see his final payment: 
90,000 oil or grease covered 
pennies, strewn at the end of his 
driveway, news outlets reported. 
Atop the pile was an envelope 
with Flaten’s final paystub and an 
explicit parting message.

“This was such a childish thing 
to do,” Flaten commented.

Flaten left his job at Peachtree 
City’s A OK Walker Autoworks 
in November. He said he was 
owed the final check and had dif-
ficulty getting it, even turning to 
the Georgia Department of Labor 
to receive help.

In mid-March, as Flaten left 
his house with his girlfriend he 
noticed the pile at the end of his 
driveway. He said the pennies 
were covered with some sort of 
oily substance.

Now his nightly routine consists 
of cleaning the pennies so he can 
cash them in. He said it took him 

about an hour and a half to clean 
off several hundred. “That’s go-
ing to be a lot of work for money 
I’ve already worked for,” he said. 
“It’s definitely not fair at all.”

The owner of the shop, Miles 
Walker, spoke with WGCL-TV 
briefly, stating he didn’t know if 
he did or didn’t drop the pennies 
off at Flaten’s house.

“I don’t really remember,” 
Walker told the TV station. “It 
doesn’t matter – he got paid, 
that’s all that matters.” Walker 
went on to call Flaten a “weenie.”

Flaten’s girlfriend, Olivia 
Oxley, said she hopes her boy-
friend’s story sheds light on how 
people “are treated so poorly by 
their employers.”

She said the pair have stopped 
being angry and are looking at 
the petty act in a positive light.

“With that many pennies, we’re 
bound to find a few treasures. 
I’ve already found one from 
1937,” Oxley said. “After the 
first shovel full, all we could do 
was laugh because this poor mis-
erable man took so much time to 
be vindictive and cruel. We ab-
solutely refused to let him ruin a 
single moment of ours.”

Continued from page 17

I rented my car and headed to 
the address the architect had giv-
en me. I arrived on-site and was 
hardly out of my car when this 
very large gentleman greeted me. 
He was the spitting image of the 
actor John Goodman. He even 
talked like him with the same ac-
cent. He shook my hand and told 
me the fountain was across the 
street. I grabbed my bag of test-
ing equipment and followed him 
as he led me across the street.

He led me into an parking lot 
behind a big office building. 
Sitting on a several pallets were 
pieces of this fountain. I walked 
up to it and at first thought it 
could be Indiana Limestone. 
Upon closer inspection, I saw 
several areas that were peeling 
and there appeared to be a dif-
ferent stone under the flakes.  I 
took out a screw driver and start-
ed chipping away at the flakes 
and discovered that the fountain 
was a gray granite and not lime-
stone at all. It appeared as though 
someone had coated it with a thin 
Portland cement! Why someone 

The Stone Detective
would do this was a mystery to 
me. 

This entire time, I was being 
watched carefully by the ar-
chitect, and a gathering group 
of people who came out of  the 
building. I assumed they were 
all city employees. Later I would 
find out that in fact, they were. 

 I looked at the crowd and told 
them what I found.  The coating 
came off easily and to my sur-
prise the granite underneath was 
in good shape. It was still high-
ly polished.  I tapped the entire 
fountain to look for soft spots in 
the stone and it was solid. I as-
sured the architect and my audi-
ence that it appeared as thought 
the fountain was in good shape 
and I would write up a restoration 
procedure. Of course, I cautioned 
them that there may be some 
surprise once all the coating is 
removed. One of the people in 
the crowd asked me what kind of 
surprise. I told them there could 
be graffiti on the stone that they 
couldn’t remove, so they covered 
it up. I actually see this a lot, but 
usually the graffiti is covered 

up with paint and not concrete. 
Anyway, I completed my in-
spection and headed back to the 
airport to see if I could catch an 
early flight home. Another case 
solved – a simple case of mistak-
en identity.

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

Send your comments to 
fhueston@stoneforensics.com.
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Stone Restoration and 
Maintenance Corner

Bob Murrell 
M3 Technologies
Photos by Bob Murrell

I have seen quite a lot in my 
well over 40-year career in the 
natural stone and eventually 

the hard surface restoration and 
maintenance industry. I started 
in this business when I was very 
young, around 10 or so. I wasn’t 
actually grinding floors at 10, but 
I did help to manufacture abra-
sive bricks and polishing heads. 
I worked in manufacturing and 
stone tool distribution until I went 
into the Navy, and took up selling 
tooling again while attending 
college.

I started working on existing 
floors and other surfaces when 
I was about 30. I went back to 
work for my stepfather at VIC 
International, after a stint at a nu-
clear facility in South Carolina. 
We started our Restoration & 
Maintenance (R&M) Division to 
help accommodate contractors 
who restore and maintain exist-
ing stone, terrazzo, ceramic tile, 
and decorative concrete surfaces, 

connections all over the world, 
especially in Italy and throughout 
Europe. So several of us traveled 
to Europe frequently, so we could 
learn from the masters. Of course 
they knew the geology and chem-
istry better than most anyone. 
After all, they had been dealing 
with dimensional stone and oth-
er hard surfaces for thousands of 
years. America, on the other hand, 
was only a few centuries old and 
much of our installed surfaces dif-
fered, in some respects, from our 
European friends. 

Here in America, polished sur-
faces were and are being used 
everywhere. Shiny is clean. In 
Europe, most polished surfaces 
are normally relegated for vertical 
and decorative surfaces only. For 
functional surfaces, like flooring, 
the Europeans most always use 
honed materials. Now that mod-
ern stone processing technology 
has made it possible for the use of 
laminate stone (12x12x3/8 inch 
tiles), these polished surfaces are 
even easier and more economical 
to install. Naturally, along with 
the use of these tiles, there is also 
the propensity for increased grout 
lines and lippage issues.  

So you see, there is a definite 
need for trained professionals to 
evaluate, restore, and prescribe 
maintenance for all of these hard 
surfaces. We set out to do just that. 
I have literally done thousands of 
training seminars for customers 
from all over the globe. And of 
course, I’m not the only one who 
has been doing this, just one of the 
ground floor people, so to speak.

Of course, we trained people on 
granite, terrazzo, ceramic tile, and 
were some of the first to polish 
concrete here in the USA. I re-
member polishing the concrete in 
the inventory area of the Bellagio 

probably around the late ‘80s or 
early ‘90s.  

Our first priority was to be able 
to help contractors restore and 
maintain marble and similar ma-
terials, as these surfaces tend to 
show wear and chemical attack 
the quickest. These surfaces, as 
you know, are susceptible to at-
tack from acidic and in some cas-
es strong alkaline products, and 
the result is etching and burning 
of most any surface that is cal-
careous. These etch marks stick 
out like a sore thumb, especially 
on any polished calcium-based 
surface.     

So we took our many years of 
supplying products to quarriers 
and fabricators and began to sup-
ply products to the R&M indus-
try, which was in its infancy, here 
in the USA. Fortunately, we had 

Etched polished concrete where the Guard product was worn 
away by foot traffic, exposing the unprotected surface.

in Las Vegas in the early 1990s. 
Back then the process hadn’t been 
refined quite as well as it is today, 
but it still looked pretty good. 

Nowadays, polishing concrete 
is very common. However, natu-
rally polished concrete is not used 
everywhere, especially in areas 
where high traffic and spillage 
from acidic materials is prevalent. 
So now one of the standard prac-
tices is to hone the concrete to 
about an 800 grit and then apply 
a Concrete Guard product (topical 
coating) to help protect it from 
these spills. This is the proce-
dure for most grocery stores and 
other similar applications. Also, 
concrete that has been stained 

must be protected, as well. This 
same procedure is also valid for 
terrazzo, especially cementitious 
terrazzo.   

As I mentioned earlier, pol-
ished marble is one of the most 
high-maintenance stones and in 
the good ole US of A, we have 
plenty of it. Of course there is 
also plenty of polished marble 
used in the Caribbean, South 
America, and Asia as well. 
Where there is naturally polished 
marble, limestone, terrazzo, and 
concrete, there is also a need for 
maintenance and in some cases, 
restoration.

With a great number of square 
footage of these surfaces being 
installed, there are issues that 
come up like some not being done 
correctly, or at least, the quality 
level of the installation was not 
up to professional standards, so to 
speak. For example, there are tile 
contractors who may use sand-
ed grout on marble installations. 
Lately, I see this fairly regularly, 
and some of the grout manufac-
turers even label their sanded 
grout as suitable for marble and 
other dimensional stone installs. 
This of course can, and probably 
will, inhibit future maintenance 
and certainly restoration projects 
which may require grinding, hon-
ing, and/or polishing procedures. 

Polished concrete where the Guard product has been 
 degraded and the surface is under continual attack 

by acidic spills (like vinegar from pickle jars!).

Excess material left by installers on black marble. 
They were unable to successfully remove.

Musings from An Old Stoner

Please turn to page 23
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Stone Restoration & Maintenance Corner

very quickly, at least here in the 
South. It also seems to be picking 
up most everywhere else as well. 
I know because I am in the R&M 
manufacturing and supply indus-
try and we are seeing a definite 
improvement in sales. So gear 
up and get ready, there are many 
surfaces that will require you ser-
vices soon! 

As always, I recommend sub-
mitting a test area to confirm both 
the results and the procedure pri-
or to starting a stone or hard sur-
face restoration or maintenance 
project. Also the best way to help 
ensure success is by partnering 
with a good distributor, like BBI, 
that knows the business. They 
can help with technical support, 
product purchase decisions, lo-
gistics, and other pertinent project 
information.

I pray you all stay safe and 
healthy.

Bob Murrell has worked in the 
natural stone industry for over 40 
years and is well known for his 

expertise in natural stone, tile and 
decorative concrete restoration 
and maintenance. He helped de-
velop some of the main products 
and processes which revolution-
ized the industry, and is currently 
the Director of Operations for M3 
Technologies.

A restoration contractor was hired to remove and 
 re-polish the black marble floor. They used Majestic 5X.

Honed marble severely 
etched by acidic 
spills over time.

Honed marble after 
restoration by a qualified 

R&M contractor.    

They may also use grout lines 
that are too wide because they are 
used to laying ceramic tiles that 
require larger grout lines to offset 
the low dimensional tolerances of 
some ceramic tiles.   

Even though the use of more 
durable surfaces (i.e. granite, 
quartz, and quartzite) is usually 
the best choice, the use of marble 
for kitchen countertops is becom-
ing more prevalent today. Both 
honed, which would definitely 
be preferred, and polished marble 
countertops are becoming quite 
common. Of course these mar-
ble tops will require much higher 
maintenance than the more resil-
ient granite-like surfaces. These 
surfaces will definitely provide 
increased business opportunities 
for the R&M contractor.   

Now that the total lockdown 
for the COVID pandemic is near-
ing its end, due to both the vac-
cine and natural infection rates, it 
seems that business is picking up 

Costco Bandits

Some irate Alaska Costco 
shoppers claim they’ve had 

their groceries stolen by rapa-
cious ravens in the store park-
ing lot.

Matt Lewallen said he was 
packing his groceries into his 
car in the parking lot of an 
Anchorage Costco when ravens 
swooped in to steal a short rib 
from his cart, the Anchorage 
Daily News reported one 
Friday.

“I literally took 10 steps away 
and turned around, two ra-
vens came down and instantly 
grabbed one out of the package, 
ripped it off and flew off with 
it,” Lewallen said.

Lewallen said the piece of 
meat was about 4-by-7 inches 
large — a sizable meal for a 
sizable bird.

“They know what they’re 
doing; it’s not their first time,” 
Lewallen said. “They’re very 
fat so I think they’ve got a 
whole system there.”

And once he got back home, 
he noticed that one of the ra-
vens had taken a poke at anoth-
er rib but did not rob it.

“I cut that meat out and started 
marinating it and my wife said, 
‘That’s gross, we should take it 
back,’ ” Lewallen said. “Costco 
actually took it back even after 
we had started marinating them 
and gave us a full refund.”

Additional raven thief sight-
ings have emerged on social 
media.

“My parents were mind-
ing their business after a shop 
and made it home with one 
less steak!” Kimberly Waller 
wrote on Facebook. “The bird 
snatched it right out of the pack 
in the parking lot.”

Anchorage resident Tamara 
Josey replied to Waller’s post 
and referred to the ravens as 
“calculating.” She said ravens 

hovered her in an attempt to steal 
her groceries.

“I had two ravens, one that was 
on the car next to me and he kept 
squawking really loud,” Josey 
said. “He would sit on the car 
and stare at me, then hop next to 
the bed of the truck on the other 
side, and he kept going back and 
forth. The other raven was on the 
ground. He kept trying to pull 
— I had those little mini-melons 
you have in the mesh baggies — 
he kept trying to grab the netting 
and pull my melons off the cart.”

A raven started to fly in a circle 
around Josey until she got them 
to scram.

“He was waiting for another 
opportunity to grab the melons 
off the cart, but they never were 
deterred,” she said. “They just 
stayed posted, waiting for their 
next opportunity to steal some-
thing out of my cart.”

“They are very dedicated to 
their mission,” she added.

A manager at an Anchorage 
Costco declined to comment to 
the newspaper about the raven 
thieves.

The Anchorage Audubon 
Society tallies the raven popula-
tion every December. The group 
reported 923 common ravens in 
2018, 621 in 2019 and 750 birds 
in 2020.

Rick Sinnott, a former wild-
life biologist with the state 
Department of Fish and Game, 
said hundreds of ravens fly to 
Anchorage in the winter for food. 
After winter turns to spring, most 
of the ravens leave, Sinnott said.

But before they do, the ravens 
stick around to pluck assorted 
meats, fruits and vegetables.

“For years, decades, they’ve 
watched people in parking lots of 
grocery stores with all this food,” 
Sinnott said. “They know what a 
piece of fruit looks like in a gro-
cery cart because they’ve seen it 
on the ground or seen it in a gar-
bage can.”

“A ll you need in this life is ignorance 
and confidence, and then success is 
sure to follow.”

—Mark Twain —
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American Stone, High-End Aesthetics 
and Alabama Jobs at AM3 Stone

Oceans may seem like 
permanent features, 
but it turns out they’re 

not. Ocean basins open and 
close throughout geologic time, 
pushing continents apart, then 
drawing them back together 
as geologic forces continually 
reshape the map of the world.

Today’s Atlantic Ocean is rela-
tively new, if you consider some-
thing that’s 200 million years old 
to be “new.” Before the Atlantic 
Ocean existed, the world’s land 
masses were all locked together, 
in a vast supercontinent called 
Pangea. As Pangea formed, Africa 
and Europe slid into the east coast 
of North America, rippling up an 
enormous mountain chain sim-
ilar to today’s Himalayas. Over 
eons, the jagged, high-altitude 
peaks were smoothed down to 
become gentle ridges and val-
leys, otherwise known as today’s 
Appalachian Mountains.

The Appalachians are a sin-
uous zone of rocks stretching 
from Vermont to Alabama that 
bear the distinct signature of an 
ancient continental-scale colli-
sion. Most of the rocks have been 
heated, stretched, and deformed. 
Formerly flat-lying sedimentary 
rocks now jut up at an angle like a 
wrinkle in a carpet, creating long 
ridgelines. In some cases, older 
rocks have been heaved up and 
placed on top of younger rocks, 
disobeying the normal rules of 
geology and probably confusing 
the heck out of early geologists.

The Talladega slate belt is one 
such example of a geologic re-
shuffling. This section of rocks 
moved as much as 75 miles from 
its original root, sliding inland 
and overriding younger layers, 
much like a snowplow lifts older, 
deeper layers of snow and shoves 
them on top of fresher, newer 
layers. 

The result was a fortuitous gift 
to Alabama and southern Georgia, 
in the form of a deposit of spar-
kling white marble. In Alabama, 
the Talladega slate belt contains 
the Sylacauga Marble, a compi-
lation of layers 8,000 feet thick. 
The choicest section is called the 
Gantts Quarry Formation, which 
beholds pure, fine grained cal-
cite marble. The collision that 

produced the stone thrust it into 
near-vertical layers, with veins 
and swirls of mica minerals fold-
ed into the calcite.

New Life for an Old Quarry 
The white stone drew the atten-

tion of Dr. Edward Gantt, a physi-
cian and sculptor who opened the 
first quarry in the area in 1834. 
Other quarries soon followed and 
for nearly 200 years, Alabama 
marble has been used for sculp-
ture, architecture, and industrial 
applications. The stone was used 
to build the Supreme Court, the 
ceiling of the Lincoln Memorial, 
and Penn Station, among scores 
of other projects. 

But as with many historical 
stones, the prosperity of Alabama 
marble was never assured, and at 
times its production idled.

In 2013, the stone was revital-
ized by new investment, a fresh 
team, and a renewed sense of 
purpose and energy. A new com-
pany was born: Alabama Marble, 
Mineral & Mining, dubbed AM3 
Stone for short. AM3 invested 
in an inactive quarry, ramping 
up production once again. For 
American consumers, the resur-
gence of Alabama marble brings 
a new option of a locally-derived 
stone with in-house fabrication 
abilities and straightforward do-
mestic shipping. 

Alabama marble offers one 

more, intangible yet important de-
tail: a sense of satisfaction. Emily 
Dykes is a native Alabaman and 
the Marketing Director at AM3. 
“There’s a lot of Alabama pride 
when it comes to this material,” 
she says with a broad smile.

The quarry sits just outside 
Sylacauga, Alabama, dubbed the 
“Marble City.” Sylacauga cele-
brates its historic stone with an 
annual marble festival, and the 
community members are “cham-
pions of the marble” says Dykes.

Italian Know-How with an 
American Workforce

AM3 Stone is run by an 

Karin Kirk 
usenaturalstone.com
Diagrams © Karin Kirk.
Photos Supplied Courtesy AM3 Stone
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international team that knits to-
gether expertise from across the 
globe “We are a new player in 
the industry,” says Bintao Qin, 
Vice President of Operations. 
The company completed a spar-
kling-new fabrication facility in 
2016, and opened a showroom in 
Birmingham. Pairing quarrying 
with fabrication and design ser-
vices makes the company “a one 
stop shop,” says Qin.

Giuseppe Telara is AM3’s 
Business Development Manager; 
he’s an architect who grew up 
among the famous “marble 
mountains” in Carrara, Italy. 

“I’ve been in this business since 
I was a kid. My family has been 
in this business for four genera-
tions.” Parts of the AM3 quarry 
“are like the Calacatta material 
from my hometown,” he says 
with reverence. “Alabama marble 
is a beautiful material.”

Dykes hails from a fine arts and 
architectural design background, 
as is evident in her descriptions 
of the stone: “The color and com-
position of our stone, the grain of 
it, it’s so beautiful when cut,” she 
says. “It’s a work of art within 
itself.”

Alabama marble was used to build the 
Supreme Court, the ceiling of the Lincoln 
Memorial, and Penn Station, among scores of 
other notable national projects. 
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counterpart, “and the quality is the 
same.” 

With the facility running 
smoothly, the team’s next step 
is to spread the word. Dykes ex-
plains, “Right now we’re working 
really hard to get the product out 
there and let designers across the 
nation know that this is an option. 
This is Italian quality at domestic 
prices,” she says. “We can fill that 
need.”

‘A Big Push’ for 
Sustainable Products

A major advantage of American-
made products is they tend to have 
better environmental footprints 
compared to imported products. 
“The environmental regulations 

production times are shorter. 
“We’re not having to ship from 
overseas. Everything comes right 
through us, and it can go out very 
quickly,” says Dykes.

Telara sings the praises of the 
merging of the cultures. “We are 
processing the stone with Italian 
equipment. Everything we have 
in the factory is Italian, all the 
top-of-the-line machinery both in 
the quarry and in the factory.” To 
run that machinery, the company 
trained a new workforce and grew 
local jobs, bringing simultaneous 
benefits to the local economy and 
the end consumer. Because of its 
local production, Telara says the 
price point of Alabama marble is 
considerably less than its Italian 

The team at AM3 offers no 
shortage of enthusiasm and am-
bition as they strive to help this 
American stone reach its full 
potential.

Italian Quality at 
Domestic Pricing

Through the ages, Italy has 
been synonymous with quarrying 
and using white marble, but today 
Americans are the main buyers 
of Italian marble. Telara explains 
that 70 to 80 percent of Carrara’s 
marble is currently being export-
ed to the US.

That arrangement has major 
drawbacks. Long-distance ship-
ping adds cost and raises the en-
ergy footprint, and the faraway 
supply chain can make lead 
times long and unpredictable. 
Furthermore, the high demand for 
Carrara marble typically means it 
commands a top price. 

AM3’s solution to these prob-
lems is to invest in a resource 
that’s closer to the end custom-
er. By developing an American 
stone for the American market, 

here are pretty strong, whereas if 
you process in other places, it’s 
not the same,” says Dykes. “We 
do a good job of making our prod-
uct as sustainable as possible.”

Dykes sees an increased de-
mand for sustainability coming 
from the architectural communi-
ty. “There’s a big push for sus-
tainable products and to build as 
green as possible,” she says.

The company intends to pursue 
certification to the Natural Stone 
Sustainability Standard in the 
near future, and they’re already 
upping their game. “We use 98 
percent recycled water in our pro-
cessing facility and quarry,” says 
Qin.

Stone that’s not suited for fab-
rication is crushed and sold for 
calcium carbonate powder, which 
can be used to make toothpaste, 
paint, abrasives, antacids, and 
an additive in paper. Telara ex-
plains, “by using marble power 
for making paper, they can use 
less wood.”

By repurposing more of the 
quarried material, the company 
has less waste to dispose of, and 
an additional product to sell. For 
both environmental and business 
reasons, “we try to use everything 
we can use,” says Qin.

Boom in Residential Projects
The COVID-19 crisis hasn’t 

stymied the company’s efforts 
to grow. “We’re a small com-
pany but we’re growing, even 
during the pandemic,” says Qin. 
“Construction business is actually 
not bad,” he says. “The residential 
side is booming during COVID.”

The Talladega slate belt also 
contains the Sylacauga Marble, 
a compilation of layers some 
8,000 feet thick. The Gantts 
Quarry Formation holds pure, 
fine grained calcite marble.
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Sales@NoLiftSystem.com

Visit our website for pricing
and more information

#NoLiftSystem

See the No Lift System 
in action on YouTube!

See the No Lift System 
in action on YouTube!

LOWER INSTALL COSTS

INCREASE PRODUCTIVITY

REDUCE INJURIES

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

Patented Undermount Sink Clips
FAST. SIMPLE. SECURE.

STRONGER. SAFER. SMARTER.

ECONOMY TRANSPORT CART
ETC-8448

WWW.GROVES.COM    SALES@GROVES.COM    800.991.2120

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

Makita 9565CV SJS
5” Industrial VS Grinder

Omni_SRG_AT2_Marketplace_AD_v2_120820

ALWAYS AMERICAN.

omnicubed.com (530) 748-3120

ENGINEERED. MACHINED. ASSEMBLED.

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

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

https://fabricatorscoach.com/

https://fabricatorscoach.com/

It starts with 
a free 
assessment...

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

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

GET YOUR ASSESSMENT

 Specifically designed for safety

	Every product is  
 individually tested and 
 approved before shipping

	USA Manufacturer 
 Complies with ANSI standards	

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

stone-handling products. 

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

Daltile will soon be 
launching its DEFEND 

range of floor, wall, and 
mosaic tile products fea-
turing Microban antimi-
crobial technology. This 
world-leading antimicrobial 
technology is built into the 
tile, so that it will not wash 
off or wear away, resulting 
in a surface that is consis-
tently protected, 24 hours a 
day, seven days a week, for 
its entire lifetime. 

 
Microban antimicrobial 

technology is revolutionizing 
product cleanliness by pro-
viding lasting and powerful 
product protection against 
the growth of bacteria, keep-
ing walls, floors and surfaces 
cleaner longer. The built-in 
multi-modal additive works 
at a cellular level to continu-
ally help prevent the growth 
and proliferation of microbes 
on the surface of tiles. By 
reducing the bioburden, this 
technology prolongs clean-
ing intervals, reduces odors 
caused by bacteria, and pre-
vents premature degradation 
to extend the lifetime of the 
tile. 

Microban has 35 years of 
market leadership experience 
and is trusted by over 300 
partners worldwide, apply-
ing its technical expertise to 
proficiently incorporate anti-
microbial additives and odor 
control solutions for lasting 
product protection. Treated 

DalTile Announces 
 DEFEND™ Antimicrobial 

Tile Range
articles are inherently clean-
er, fresher, and more durable, 
without ever compromising 
on style or functionality.

Michael Ruby, Vice 
President of Global Built-In 
Business at Microban, com-
mented: “We are extremely 
pleased that our valued part-
ner Daltile is launching the 
DEFEND range of stylish 
tiles with the added benefit 
of our antimicrobial prod-
uct protection. The power 
of Microban antimicrobial 
technology built into these 
tiles gives Daltile’s cus-
tomers peace of mind, by 
offering an added layer of 
cleanliness in environments 
in which they live, work and 
play.” 

“Surface cleanliness has 
become a top priority as the 
world becomes more con-
scious of microbes,” said 
Paij Thorn-Brooks, Vice 
President of Marketing, Dal-
Tile Corporation. “Microban 
technology gives our tiles a 
unique competitive advan-
tage, delivering an excel-
lent solution for residential 
homes and commercial prop-
erties – including sports cen-
ters, corporate offices and 
restaurants – to give consum-
ers the freedom to worry less 
and live more.”

 
To find out more about 

this exciting partnership, 
visit www.microban.com/
daltile .

http://www.laserproductsus.com
http://www.wehaUSA.com
http://www.rye-corp.com
http://www.abacomachines.com
http://www.ascentium.info/rock2021
https://www.bbindustriesllc.com/material-handling.html?brand=3347&p=1
http://www.noliftsystem.com
http://www.sinkits.com
http://www.groves.com
http://makitatools.com
http://www.omnicubed.com
http://www.rockcreteusa.com
https://fabricatorscoach.com/
http://www.wpg.com
http://www.microban.com/daltile
http://www.microban.com/daltile
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The Slippery Rock Classifieds

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

Call for more information
T. 713-521-1414
F. 713-521-2206
Offering Premium White 
and Semi-White Marble

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

32 YEARS
Serving

YOU

32 YEARS
Serving

YOU

Thassos White MarbleThassos White MarbleFor Sale

2016 Husky Bridge Saw. Husky Bridge 
Saw by Rye Corp., 20 hp Direct Drive with 
remote. Made in America. Comes with 
hydraulic tilt table. Great, used condition. 
Hoping to retire soon. It’s a great machine 
for small shops or high volume fabricators. 
Email: krstrickland@yahoo.com .

___________

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

___________ 

Park Industries Stone Splitter. Three 
foot underhead HydraSplit 150 ton stone 
splitter. Includes outbound conveyor, and 
veneer gauge. Also includes owners man-
ual. One owner.  Contact: Leonard, 1-920-
324-5316, frens-stone@sbcglobal.net .

___________ 

Help Wanted

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

___________

Laser Templator. Create digital tem-
plates using a LT-55 XL Laser Template 
System and assemble templates that 
would serve as exact dimensions for 
the stone/granite/marble applications, in 
conjunctions with the job specifications. 
Spaces can be measured in AutoCAD. 
Drawing must be verified and making 
sure that all structures are prepared to 
accept the chosen medium. Must be 
able to email the PDF & DSX files to 
the office for approval and fabrication. 
Contact: Anthony Fimiani, 216-310-4324, 

afimiani@firenzastone.com.
___________

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

___________

Wanted

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

___________

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

___________

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

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

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

2021 Classified Ad Deadlines

Classified Ad Guidelines

Issue Ad Submission Deadline

July 2021 Friday, May 21, 2021

August 2021 Friday, June 25, 2021

September 2021 Friday, July 23, 2021

makes all other rail saws obsolete!
The Raptor Aqua-Plate Rail Saw

The Raptor cuts twice as fast as other rail 
saws, at a fraction of the cost. The Raptor 
also cuts small tapered cuts, which are 
not possible with other model saws.

www.BBIndustriesLLC.com  •  1-800-575-4401

YOU

SAVE

23%

 REG. $1,295.00
$995.00

USE CODE RAPTOR 32 Item# 
14159

Stone Inspection & Troubleshooting

Stone Forensics is again offering 
its popular Stone and Tile Trouble-

shooting workshop. The class will be 
held July 5-8, 2021, in DeBary, FL, pre-
sented by Dr. Fredrick M. Hueston. 

The program is designed to teach the 
basics of investigating stone and tile 
installation failures.

“The amount of failures, poor instal-
lations and other issues with stone and 
tile flooring are on the rise. This semi-
nar is perfect for restoration and instal-
lation contractors as well as architects, 
building engineers and maintenance 
staff who have to deal with stone and 
tile installation and restoration,” says 
Dr. Fred.

Class size is limited– register today.

Call 321-514-6845
stoneforensics.com

visit www.stoneforensics.com
For more information,For more information,
visit www.stoneforensics.com

Get a full 4 days of training, covering…
•The geology of stone  •Understanding the structure 
of different kinds of stone  •Slab & tile production  
•Quarry techniques that affect the final product  
•Stone and tile forensic investigation •Problem 
 diagnosis & troubleshooting •Fabrication & Instal-
lation requirements •Stone and tile restoration • 
Lab Testing •Stone & Tile Forensic Investigation
• Expert Witness Testimony – and much more!

List it Free 
www.slipperyrockgazette.net

•132 TON SPLITTING FORCE 
*CHOICE OF CONVEYOR DIRECTION

•18.9” BLADE LENGTH
•17.72” SPLITTING HEIGHT
• 15 KW PUMP UPGRADE 
• 6.39” PER SECOND DESCENT  
• 7.17” PER SECOND RETRACT              
• REINFORCED 13.12’ LONG CONVEYOR w/ HIGH SIDEBOARDS
• 39.37” WIDE, 37.4” HIGH, 3.94” PER SECOND SPEEDS
• TESTED and PRESSURES SET PRIOR TO SHIPMENT
• $55,320.00 USD SPLITTER w/o CONVEYOR

www.ApexEquipmentInternational.com

 (518) 499-0602 
ApexEquipIntl@Aol.com

IGLOO 120 480 X 450 15Kw
w/SHERPA T4L*  

$76,170.00 fob  
Whitehall, NY

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

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

HELP WANTED
Quarry Apprentice

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

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

HELP WANTED
Manager

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

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

© MARK ANDERSON. www.andertoons.com

“Bad News – something that happened in Vegas has been spotted in Des Moines!”

mailto:krstrickland%40yahoo.com?subject=Husky%20Saw%20for%20sale
mailto:lentingt7%40gmail.com?subject=Jib%20crane%20ad
mailto:lentingt7%40gmail.com?subject=Jib%20crane%20ad
mailto:frens-stone%40sbcglobal.net?subject=Park%20Splitter%20ad
mailto:%20klimis2%40yahoo.com?subject=Templator%20position
mailto:%20klimis2%40yahoo.com?subject=Templator%20position
mailto:afimiani%40firenzastone.com?subject=Templator%20position
mailto:afimiani%40firenzastone.com?subject=Stone%20Fabricator%20position
mailto:afimiani%40firenzastone.com?subject=Stone%20Fabricator%20position
mailto:jeff%40rocksolidcutstone.com?subject=Water%20recycle%20system
mailto:toddz%40bergenbrick.com?subject=Crosscut%20saw
mailto:mike%40vtverde.com?subject=Benetti%20Belt%20Saw
mailto:mike%40vtverde.com?subject=Quarry%20Apprentince%20position
mailto:mike%40vtverde.com?subject=Stone%20Shop%20Manager
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U.S. immigration authorities said 
they have detained Anna 

Sorokin, the con artist who passed her-
self off as a wealthy German heiress 
and served more than three years behind 
bars for defrauding New York banks and 
hotels.

Sorokin, aka the Soho Grifter, who fi-
nagled her way into the Manhattan elite 
using the name Anna Delvey, remained 
in New Jersey’s Bergen County Jail days 
after she was scheduled to be deported to 
her native Germany.
The 30-year-old was taken into U.S. 
Immigration and Customs Enforcement 
custody in March, agency spokesperson 
Marcus Johnson told The Associated 
Press.
The delay could mean the one-time dar-
ling of New York’s social scene is chal-
lenging her deportation, which has been 
in the works since she was convicted in 
2019 on multiple counts of larceny and 
theft.
ICE declined to comment on Sorokin’s 
immigration proceedings. Sorokin’s at-
torney also declined to discuss the case. A 
message seeking comment was left with 
the German embassy in Washington.
Prosecutors said Sorokin falsified records 
and defrauded financial institutions and 
Manhattan celebrities into believing she 
had a fortune of $67 million overseas that 
could cover her high-end clothing and 
lavish hotel stays.
 In a recent interview with the BBC, she 
suggested her audacious fraud had paid 
off, noting she is writing a book.
“I am trying to turn the attention I am get-
ting into something positive,” she said.
So long, suckas.

Faux Money, 
Mo’ Problems  

Artisan Group Brings Back Annual 
 Industry Showcase After COVID

© MARK ANDERSON. www.andertoons.com

“Y’know, Dad, if you want to 
keep living vicariously through 

me, I’m gonna have to start 
charging you. 

The 9th Annual Artisan 
Group Meeting & 
Industry showcase was 

again held at Architectural 
Surfaces Group’s headquarters 
in Austin, Texas.   New exhib-
itors included QXM Software, 
Chemcore, Schechner Lifson 
Corp and No Lift. 

The group installed new board 
members Brad Pearce of Front 
Range Stone and Harlan Bost 
of Florida Custom Marble, for 
outgoing board members Dave 
Stockett and Keith Richbourg.  

“It was great to have our 
group together again for fellow-
ship and business at our annual 
meeting and industry show-
case,” said Jon Lancto, Artisan 
Group Executive Director. “We 
had a large member turnout and 
are thankful for our generous 
exhibitors.”

Natural Stone Institute CEO 
Jim Hieb offered the Artisan 
Group attendees insight into 
several initiatives being under-
taken, including: creation of a 
global (International Standards 

Organization – ISO) standard 
for natural stone, sustainabili-
ty efforts, and promotional ef-
forts through the Use Natural 
Stone campaign that has land-
ed more than 160 articles.

Additionally, Hieb highlighted 
ongoing work to strengthen the 
Accreditation Program.   Since 
its inception, the Artisan Group 
has advocated this program 
which proves that each compa-
ny is best in class, and raises the 
bar for quality, safety, and cus-
tomer service throughout our 
industry. 

Artisan Group announced new 
programs and member benefits, 

The Artisan Group gathering is 
the first since the 2020 COVID 
lockdowns, featured four new 
exhibitors, and installed two 
new Board Members. This 
event showcased some of the 
biggest companies in the stone 
industry.

Over a dozen manufacturers and distributors attended the 
two-day event in Austin, Texas, hosted by Architectural 
Surfaces Group. “It was great to have our group together 
again for fellowship and business at our annual meeting and 
industry showcase,” said Jon Lancto, Artisan Group Executive 
Director.

Brad Pearce, new Artisan 
Group Board Member

Harlan Bost, new Artisan 
Group Board Member

including training for operational 
and sales-focused employees of 
group members to help in their 
professional development. 

Artisan Group™ is the first and 
premier network of stone & quartz 
fabricators in North America, 
being the first to earn 100 per-
cent accreditation through the 
Natural Stone Institute. Utilizing 
the most technically advanced, 
automated shops in the industry, 
highly skilled craftsmen ensure 
that each  installation meets ex-
acting standards. From classic 
to exotic, Artisan Group offers 
the most extensive array of stone 
choices in the industry, and is 
dedicated to customer service. 
For more information or to re-
quest a quote, visit www.artisan- 
counters.com or facebook.com/
ArtisanGroupCountertops.

http://www.artisan-counters.com
http://www.artisan-counters.com
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www.BBIndustriesLLC.com

Processed slabs of 
Alabama White, a 
fine-grained marble 
with dramatic mica 
swirls that rivals 
Cararra in quality – at 
“domestic” prices.

BB Industries LLC is 
proud to announce 

the latest member of their 
outside sales team, Brandon 
Carr. 

“Carr joined us In April 
and is working from BBI’s 
new fulfillment center in 
Salt Lake City, Utah. He 
brings 15 years of sales ex-
perience to BBI, most re-
cently selling aerospace and 
machine tooling, said Jeff 
Dykstra, VP of Sales and 
Marketing. 

AM3 Stone
Continued from page 25 

Dykes sums up the pent-
up demand for kitchen, 
bathroom, and other resi-
dential work as we wait out 
the pandemic. “We’re all 
sort of looking around our 
houses and saying, ‘hmm 
what needs to be done 
here?’” 

Meanwhile, Telara keeps 
his eye on the geology. 
“We’re getting more into 
the good material,” he says, 
as they quarry deeper and 
find new colors. Because of 
the collision-style tectonics 
that created the marble, “the 
veining is almost vertical, 
at a 70-degree angle,” ex-
plains Telara. He’s pleased 
with the way the quarrying 
is taking shape. “The new-
est blocks are more sound; 
we’re getting bigger blocks; 
nicer blocks,” he says. 

“The quarry is 10 meters 
(33 feet) deep right now,” 
Telara says, and the deposit 
is estimated to be 400 feet 
deep. The 50-acre proper-
ty offers lots of options for 
expansion “We can expand 
it and go down at the same 
time.”

‘It’s Like Christmas’
A big part of Telara’s 

job satisfaction has been 
watching the employees 
learn new skills and build 
their sense of pride in their 
work. “Every time you cut 
a block on a gangsaw, it’s 
like Christmas,” he says. 
“Because you never know. 
You can see the outside but 

you never see what’s in-
side. Sometimes you get the 
most beautiful block. It’s a 
big satisfaction when you 
see it.” 

“American people like 
American materials,” says 
Telara. “They’re proud of 
it.” He adds, “The fact that 
it’s an American material 
helps a lot. That makes the 
customers go and look for 
it, in a big way.” 

Dykes nods in agree-
ment. “I’m originally from 
Alabama, we get a lot of 
slack for being Alabamans” 
she says. “It’s such an 
amazing stone and I’m real-
ly proud that I get to be the 
person to bring that to the 
rest of the nation.”

Karin Kirk is a geolo-
gist and science educa-
tor with over 20 years of 
experience and brings a 
different perspective to 
the stone industry. Karin 
is a regular contributor 
to usenaturalstone.com and 
the Slippery Rock Gazette. 
Contact her at karinkirk@
gmail.com .

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

BB Industries Adds Carr 
 to Customer Service Team

“Carr will be starting in 
a hybrid position fulfill-
ing multiple needs for the 
West Coast, as well as the 
new Utah fulfillment cen-
ter. This includes visiting 

customers as an outside 
sales associate, providing 
sales support, and answer-
ing incoming phone calls 
after Knoxville (EST) busi-
ness hours. This will allow 
us to have West Coast sales 
support for both internal 
sales and customer service 
until 5:30 Mountain Time, 
4:30 Pacific Time, and 7:30 
Eastern Standard Time,” 
said Dykstra.

“I appreciate the warm 
welcome and emphasis on 

family here,” said Carr. 
“I’m ready to put my sales 
experience with high-end 
tooling to work in a new 
industry.”

“We continue to grow 
our outside sales team, and 
Brandon will fill an import-
ant role in our West Coast 
and national sales support,” 
said Dykstra. “He’ll play 
a pivotal role in provid-
ing 100 percent customer 
satisfaction.”

For more info, vis-
it BBIndustriesLLC.com 
and www.facebook.com/
BBIndustriesLLC.USA .

http://usenaturalstone.com
mailto:karinkirk%40gmail.com?subject=Alabama%20Marble
mailto:karinkirk%40gmail.com?subject=Alabama%20Marble
http://BBIndustriesLLC.com
https://www.facebook.com/BBIndustriesLLC.USA
https://www.facebook.com/BBIndustriesLLC.USA
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Automatic Dry DustAutomatic Dry Dust
Collection BoothsCollection Booths

Are you compliant with OSHA Crystalline Silica rules and guidelines?

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

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

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

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

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

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

ASPIRATION DUST
EFFECTIVENESS

NOISE LEVEL
DECIBELS

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

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

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

single motor
• Comes with a 3 foot 

extension box for focused 
suction

• Comes fully assembled; just connect to power

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

quartzite, and other airborne particles.quartzite, and other airborne particles.
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800-575-4401www.BBIndustriesLLC.com

Stick With
“We’re Adhering to the BEST Industry Standards”

Superior Gold

Polyesters

Akemi Platinum

Vinyl Esters

Cartridges

Hot Stuff

Epoxies

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

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

YOU NEED IT

WE HAVE IT!

TISE Booth 5347

Industry Leaders 
Announces Stone 

Equipment & 
Supply Alliance

A group of 37 US and European 
based companies in the stone 
equipment and supply indus-

try have formed The Stone Equipment 
and Supply Alliance with the purpose of 
communicating a unified voice regard-
ing industry events and trade shows.

A board of directors has been formed 
and is composed of the following indus-
try leaders:

• President 
 – Mike Schlough – Park Industries 

• Vice President 
 – Rick Stimac – BB Industries

• Treasurer 
 – Ivano Tirapelle – Comandulli NA

• Secretary  
 – Nick Wadenstorer – BACA Systems

• Member at Large  
 – Michele Ragno – Biesse America

Nick Wadenstorer of BACA Industries 
shared, “This is a great opportunity for 
stone equipment and supply companies 
to make the trade show experience bet-
ter for both exhibitors and fabricators.”

For more information or to join this al-
liance, please contact Jon Lancto of Big 
Fish Consulting, 843-860-4150, email 
jlancto@icloud.com .

“A pessimist sees the 
difficulty in every 
opportunity; an 
optimist sees the 
 opportunity in 
every difficulty.”

– Winston Churchill

mailto:jlancto%40icloud.com?subject=SE%26SA
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“Today, we are unveiling 
our plan to become car-

bon neutral across our entire 
business by the end of 2025. 
This commitment means that 
the Polycor products you trust 
will have zero net direct carbon 
impact on the environment” – 
Patrick Perus, CEO, Polycor.

We sat down with Polycor 
CEO, Patrick Perus, to discuss 
how their climate action will 
be the foundation for a new 
era of industry leadership and 
innovation.

Q. What exactly does it mean 
to become “Carbon Neutral”? 

A. When a company becomes 
carbon neutral, it means that 
annually it is releasing net zero 
carbon emissions. This is ac-
complished by combining vari-
ous strategies such as reducing 
the use of carbon-emitting en-
ergy sources and offsetting the 
remainder by funding equivalent 

savings elsewhere. 
The goal is to achieve the lowest 

possible environmental impact. 
Carbon neutrality is the ultimate 
goal when it comes to sustainabil-
ity in business. Polycor’s broader 
sustainability mission is to en-
sure that natural stone is the best 
choice when it comes to sustain-
able building materials. 

Q. What does this mean for our 
local communities? 

A. With 2030 being identified 
as the crucial “tipping point” to 
stop catastrophic climate change, 
every effort makes a difference. 
Carbon neutrality means that 
Polycor will have a smaller envi-
ronmental impact in all our facil-
ities. Local communities will be 
the first to benefit from this. 

Q. How will Polycor’s carbon 
neutral leadership impact the 
industry?

A. Building materials are re-
sponsible for a large part of 

carbon emissions worldwide (11 
percent). As we look for ways to 
decarbonize the economy, build-
ing with low embodied carbon 
will be essential, and the con-
struction industry will be a key 
player in this. By taking the lead 
with this initiative and being the 
first natural stone quarrier to com-
mit to being carbon neutral, we 
will show the world that natural 
stone is a low embodied carbon 
material and is an essential part 
of decarbonizing architectural 
projects. We are hopeful that our 
leadership will lead to a domino 
effect among other construction 
material providers. 

Q. How does Polycor plan to 
achieve carbon neutrality? 

A. We plan to improve our over-
all performance and innovate in 
several central areas to reduce and 
offset our carbon footprint. Here 
are five key action items that will 
be our main focus over the course 
of the next several years:

1. Making it a company-wide 
priority. Our carbon neutral com-
mitment is a top priority. This ex-
tends to the entire Polycor Group. 
We want to hear your ideas and 

suggestions for improvements 
and advancements that will decar-
bonize Polycor’s processes. 

2. Increasing the use of re-
newable energy. Polycor values 
the use of clean and renewable 
energy. By the end of 2025, we 
aim to increase the use of renew-
able energy to 75 percent of our 
overall energy consumption. 

3. Reducing our dependency 
on fossil fuels. We are committed 
to reducing our use of tradition-
al carbon- based fuels. By 2025, 
Polycor will electrify more of its 
operations to meaningfully reduce 
its carbon footprint. 

4. Developing our own car-
bon sink. Investment in carbon 
offsetting activities, such as tree 
planting, will create essential 
carbon sinks on-site and in local 
communities, decreasing the net 
total of greenhouse gases in the 
atmosphere. 

5. Improving our environ-
mental practices beyond car-
bon. Energy use is the primary 
source of carbon emissions, but 
all facets of our operations have 
a carbon footprint. These include 
water usage, waste generated, 
shipping, packaging and chemi-
cals use. 

Polycor Announces Drive to 
 Carbon Neutral by 2025

Q&A with Patrick Perus, CEO Polycor

The Wages of Tips

A top aide to a district attorney 
in suburban Philadelphia 

has been demoted because he 
was caught moonlighting for 
DoorDash during work hours.

Bucks County District Attorney 
Matt Weintraub announced the 
punishment against prosecutor 
Gregg Shore would be repayment 
through unused vacation time. 
Shore was also demoted from the 
office’s first assistant district at-
torney to being a deputy district 
attorney.

Weintraub said Shore had been 
working for DoorDash, deliv-
ering food during work hours, 
from October 2020 to February 
202. The Bucks County Courier 
Times said Shore’s salary as first 
assistant was $125,000.

“I primarily worked the job at 
nights and weekends, however, I 
made the incredibly poor decision 
to deliver during the workday at 
times,” Shore told the paper.

Shore told the Courier Times 
he was motivated by person-
al circumstances during the 
COVID-19 pandemic to work the 
delivery job.

ARCHITECTURAL CARVING/
LETTERING/SCULPTURE

Nike of Samothrace 
Samothrace Island, Greece

_____________________

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

Please join us next month as we present the 2020 
Residential and Commercial division Pinnacle 
Awards, and more, from TISE 2021.
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Call us today for all of your  
CNC Tooling and Accessory needs.

800-575-4401www.BBIndustriesLLC.com

™

abrasive 
technology, inc.

From our complete offering 
of the industry’s top brands, 

to our knowledgeable 
inside and outside CNC staff, 

BB Industries is your 
preferred CNC partner.

• Extreme feed-rates
 Reduce run cycle by 30-45percent

• Long-life tooling
 Reaching over 30,000 linear ft.

• Full service
 Redressing & manufacturing in USA

• Extreme edge quality
 Finish 100percent at the CNC

What customers are saying about Diamut speed and shop efficiency

“We were considering hiring more people, but being able to run our Diamut tooling so much faster let us avoid adding a second 
shift. I also ran the numbers, and figured out that from our original starting point, we were able to run at 132% with Diamut. We 
were able to hit a speed of 500 inches/minute, a huge leap given that the industry’s average speed for running tooling is about 100 
inches/minute. After analyzing the results, I decided that for now our comfort zone is 400 inches/minute. In addition, Diamut tools 
are easier to maintain and last longer than any others we have used. Using Diamut has been huge for us.”

– Dave VanTil, production operations manager
Premier Granite & Stone (PGS) Grandville, MI

The Hercules Tooling 
Dressing Machine can 
easily extend the life of 
your CNC prolife tools and 
make them run true on 
natural stone during the 
fabrication process. After 
dressing, the diamonds 
are re-opened and more 
exposed to better perform.

Scan to visit our CNC web page
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*Freight charges may apply

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

Get a Hercules 
A-Frame
for only

$22400

Item# 6698

Legendary Strength

LESS THAN

$430/MO

with our  

easy financing*

MADE IN THE USA
The Fab King cuts sink 
holes, profiles edges, 
drills holes, polishes back 
splashes, and antiques, 
polishes, or hones surfaces.

Why clutter 
your shop 
when ONE 
machine 
does it all?

Item#
14141

Distributed by:

www.BBIndustriesLLC.com u Sales: 800-575-4401 
 RYE-Corp Customer Service: 865-988-3822

YOU NEED IT

WE HAVE IT!

TISE Booth 5347


