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Italian Marble & Granite: Customer Care 
and Quality are Number One

Italian Marble & Granite was founded 
by Pasquali DiLisio in 1986. The 3,000 
square foot facility located in Elma, 

New York was perfect for the fledgling 
company to grow and spread its wings. In 
1993, the company expanded to an 11,000 
square-foot facility under the leadership of 
Mark Zografos.                 

  
Under its new management, Italian 

Marble & Granite settled in and focused 
on quality and customer service. Mark 
Zografos, along with 10 team members, 
grew Italian Marble & Granite to its next 
logical transition. In 2007 they expanded 
operations into a 22,000 square foot struc-
ture located some 30 minutes away in 
Clarence Center, New York. That move 
allowed them to have all operations under 
one roof.

   
Fast forward to 2023. The company 

is again looking to expand, explained 
Co-Owner and CEO Katrina Hora. “We 
are in the process of meeting with archi-
tects and engineers to see if we can expand 

by Peter Marcucci
Photos  courtesy Italian Marble & Granite

onto the building we have, and maybe 
put on a second floor, as well. That’s 
the goal for this year – to at least add 
another 10,000 square feet.”

A Family Enterprise
Katrina is Mark Zografos’ daughter, 

and as a teen would come to work during 
high school summer break: cleaning, 
answering phones, learning materials, 
and generally helping where able and 
safe to do so. Then, years later, after 
getting her degree in Accounting and 
an MBA, Katrina made a life-changing 
decision. “I asked dad to give me a shot 
in 2012. I said, ‘You can let me work 
for you for one year, and if you don’t 
think it’s going to work out, you can cut 
me loose and I’ll go back to school and 
get my CPA.’ ” 

As the story goes, she never left, and 
became the company template maker 

and blueprints, how to design with clients 
and how things come together, and gave 
me the space I needed in the company.” 

Katrina Hora and Mark Zografos, 
co-owners of Italian Marble & Granite 
in Clarence Center, New York.

using a Laser Products LT55. She learned 
about clients, contractors and estimating, she 
explained. “It taught me how to read drawings 

Bronwick Connects Shops and Staff

WE all know that the labor market has 
changed over the last few years. 

Looking for and finding qualified candidates 
is almost a full-time job in itself. Who has 
time for that?  Who has time to place ads, in-
terview and vet, not to mention haggle over 
salary and benefits?

• The business owner? Possibly, but un-
likely, since they are busy trying to run the 
day-to-day operations.

• HR? In this politically correct era we are 
in, when does HR have time to do anything 
but HR? Forms, phone calls, files, problem 
employees, and other things keep HR busy 
full-time these days. 

Sharon Koehler
Stone Industry Consultant

• The shop manager? Let’s see… running 
the shop, inventory, scheduling, filling in 
for call-outs, handling installer questions, 
fixing equipment, and unloading trucks 
are their main concerns. Seriously, you 
think there’s time for the shop manager to 
look for, recruit and vet employees?

• Who, then? 
The recruiter, of course! 

Mitered and vein-matched Calacatta Lincoln marble fireplace designed for a residential customer.
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This commercial job for The Monocle features a mitered dekton island with waterfall edge. 
Hora: “We did a miter and then transitioned to square and transitioned to a mitered edge 
again, to complete this showpiece top.”  Below: Detail of the full-height Bergen Stonika 
Dekton splash showing undermount bar sink cutout.

Mark Zografos and original owner 
Pasquale Delithio in the Italian Marble & 
granite showroom. 

Below: Built-up 6cm Granite island 
designed for a spacious, high-end kitchen.

Italian Marble & Granite

Currently, estimating, co-scheduling, 
purchasing, large account sales, day-to-
day operations, new systems integration 
and expansion are her responsibilities and 
areas of expertise.  

A High-End Customer Base
Italian Marble & Granite is primarily 

focused on high-end residential direct to 
homeowners, or through their many custom 
builders, while in-house, custom design 
is available for all by designer Virginia 
Sorrentino. Virginia is the daughter of the 
original founder, Pasquali DiLisio, and she 
stayed with the company during the transi-
tion, Katrina explained. “We do work with 
designers, but we will design your whole 
kitchen with cabinet colors to match the 
countertops for those clients coming off 
the street who might not have a designer. 
Virginia has been with the company since 
the beginning. She can meet with the cli-
ents, and have the whole house designed in 
fifteen minutes.” 

Marketing & Materials
To date, the company’s main source of 

sales within the Buffalo area has been from 
satisfied client and word-of-mouth rec-
ommendations. However, with aggres-
sive competition from local shops as well 
as fabricators working out of their garages, 
Katrina has just hired Trellis Marketing to 
help keep her company in the forefront, 
both on the web and through local ven-
ues. “By creating a bigger branding pres-
ence, I want Italian Marble & Granite to 
be who people think of when they think 
countertops.” Katrina has also strategically 
positioned the company in social media 
platforms such as Facebook, Instagram and 
Houzz. 

With over 1,000 slabs of all types in 
stock and an average of 60 kitchens pro-
duced monthly, the company buys from 
local distributors, only. “Container” is not 
in Katrina’s vocabulary, and for good rea-
son, she explained. “Buying local helps to 
maintain quality. Unless I had somebody 
in a quarry, finding a certain stone, I don’t 
want to do that. We’ve tried it in the past. 
Ten years ago was the last container we 
imported. We brought it in, opened it up 
and said, this doesn’t look like the pictures! 
The slabs had fissures all over them, and 
you can’t send it back. I do think knowing 
good distributors and having good relation-
ships with them is really key. They know 

what I look for, and only send me that, and 
this arrangement has been a huge benefit 
for us.”

Even though container isn’t in Katrina’s 
vocabulary, Dekton and porcelain is. 
“We’ve made a little niche for ourselves 
by fabricating Dekton. I feel that it is go-
ing to give quartz a run for its money. It 
looks more realistic, is heat resistant, and 
is going to change the industry. Dekton just 
released more colors that look like marble, 
and it also has a quick-cut version, and if 
you can cut it at a faster speed and not have 
to relief cut it, that might change the game, 
as well. We don’t mind working with it. 
You just have to take your time when fab-
ricating. If you just want to pump work 
through your shop, you’re not going to be 
doing that with Dekton or porcelain.” 
   

The company’s 4,000 square foot shop 
consists of a full array of Park Industries 
equipment, including a    Yukon 2 Bridge 

saw, Fusion CNC Sawjet, Saberjet XP 
Sawjet and Titan 1800 CNC Fabcenter. 
However, you can have the nicest building 
and best equipment, but if you don’t have 
good people to take care of your custom-
ers, you’re not going to do well long term.

The Best Team Delivers 
the Best Results

“Our layout tech is methodical, and thinks 
of everything, and our installers are really 
great because they care about every job 
and are open to criticisms,” Katrina contin-
ued. “I get so many calls from clients after-
wards saying, ‘Your installers educated us, 
showed us how to clean it, and explained 
more about the stone.’ Furthermore, when 
the shop guys know we have a dead-
line, they’ll stay late and get it done.  
Even our warehouse guys are meticulous 
about the quality of the stone that comes 
in here. 
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Above:  Mitered Dekton 
fireplace wraps on three 
sides. This great room 
has a matching mitered 
Dekton waterfall coun-
tertop tying into the 
fireplace.

Far Left: Calacatta Valentin 
Quartz was used for this 
extra-large residential 
island project.

Porcelain kitchen with full-
height splash. 

Hora: “We’ve made a 
little niche for ourselves 
by fabricating Dekton. 
I feel that it is going to 
give quartz a run for its 
money… you just have 
to take your time when 
fabricating.”

Italian Marble
& Granite

be there at a certain time, I have that in 
my system. Unfortunately, some clients 
don’t always remember what you said, 
and you can send them that text mes-
sage as a reminder. It’s also nice, because 

“So everyone here goes above and 
beyond for this company to excel in qual-
ity and service. They understand that the 
work we are doing is high-end, and they 
want the clients to know that we are put-
ting care into their job. I’ve also just hired 
a remote employee from India. He works 
the same hours as we do, and he logs on 
to our team viewer every morning at eight 
o’clock. We can see him, and say, ‘Hi, 
how are you?’ and directly interact with 
him to make changes to the programs, and 
continue the education. Our success isn’t 
because of Mark or me. It’s because of 
every single one of our team members are 
so good at their jobs.”  

Software is the Driver of Efficiency
As for control and production software, 

the company is in the process of inte-
grating Pinpoint Software Inc. into their 
Slabsmith and Stone App software. “We 
are going to be using Pinpoint for schedul-
ing templates and installs. I’m excited for 
that, because it can record the conversa-
tion that you’re having. So if I text my cli-
ent the day before and say we are going to 

clients have real-time knowledge when one 
of our people is going to be there, and they 
feel a little bit more comfortable.” Katrina 
has also implemented a program where the 
client signs off approval of templates and 
installations, as well as video documenta-
tion of the install, which they’ve used very 
successfully for training.

Planning for Growth
“In 2021, we had a 40% increase in our 

sales and production. Since that boom 
period, I’ve been building off of that 
momentum and staying current with all the 
new technology and the way other people 
are doing things. This can be passed on to 
our clients, and they can see that we are 
always trying to step up our game by show-
ing them different techniques and pro-
grams, and educating them by the time we 
install. I’d like to double or triple our size 
over the next five years. I’m pretty aggres-
sive on that right now, but I’m not trying to 
do it by taking on big box stores. I also want 
to grow into other markets such as com-
mercial work and expand geographically.” 

   
As for Katrina’s dad, Mark Zografos, 

he still helps handle day-to-day opera-
tions, but is getting ready to retire in a few 
years, and completely hand over the helm 
to Katrina. After decades in the stone biz 
it’s anybody’s guess what he’ll do, said 
Katrina. “He likes hunting, cars and vaca-
tioning, but I don’t know if he’ll be able 
to stay away. But when that time comes, 
I will miss his daily input, guidance and 
experience!” 

Italian Marble & Granite is a member of 
Rockheads, and is a loyal and satisfied BB 
Industries customer. For more information, 
visit www.italianmarbleinc.com .

http://www.italianmarbleinc.com
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“Whoa, the recruiter? What 
recruiter? I don’t want management 
or sales help. I want shop and install 
help. No recruiter is going to be 
interested in that.”

……
That may have been the case 

before the recent economic shift, 
but that is not the case now. This is 
where Bronwick Recruiting, LLC 
enters the picture. Bronwick works 
within the construction field and 
more specifically, they work with 
fabricators to find the best help 
available. In fact, 95% of their cli-
ents are stone shops. 

It is their intention, past, pres-
ent, and moving forward to “fill 
any position in a fabrication shop.” 
To that end, they belong to and 
are affiliated with multiple stone 
industry groups and organiza-
tions: Rockheads Group USA, NSI, 
Artisan Group, and ISFA. They also 
had a presence at TISE 2023. 

Bo Schwartz, founder of Bronwick 
Recruiting, actually started recruit-
ing and placing people in fabrication 
shops back in 2011, but he didn’t 
take the company to LLC level until 
2019. Bo, realizing that this was not 
a one-man job, turned to his long-
time friend and former co-worker 
Travis Sterrett for assistance. 

In 2020, Bo recruited Travis away 
from his job in sales for a general 
contractor. Travis, now Director 
of Sales with the company, was 
Bronwick Recruiting’s and Bo’s 
first full-time hire. Today, in 2023, 
they have a staff of 12 and an office 
in Austin, Texas. 

Even coming off a debilitating 
worldwide pandemic, 2022 was 
a breakout year for the firm. They 
placed 87 candidates nationwide. 
They are poised to place 100+ can-
didates in 2023. Even though they 
are based in Austin, they have their 
eyes on expansion. In the next 
five years, they hope to open other 
offices. Their prime target is some-
where in the Carolinas. 

Travis is excited about what the 
company has accomplished and can 
provide in the future. “We don’t 

Read our online edition at www.slipperyrockgazette.net . Use the Classifieds / department tabs to place a classified ad, 
and the article links to view stories in the current issue. Send advertising inquiries to LHood@slipperyrockgazette.net , 
and comments c/o publisher@slipperyrockgazette.net . Subscription requests, a classified ad submission form, current and 
archived back issues and articles are available online at www.slipperyrockgazette.net . 

Bronwick Connects Shops and Staff
Continued from page 1

want to be just a recruiter; we want 
to be your partner and become your 
company’s in-house hiring depart-
ment.” Also, according to Travis, 
Bronwick Recruiting has attained 
success by using what they call 
their “Two Prong Approach.” 

“One – we respond faster to com-
munication with candidates than 
our clients. Not because our clients 
are slow to respond, but because 
normally our clients are trying to 
manage a lot of other things and 
they may not have the opportunity 
to respond right away.”

“Two – we cold call candidates. 
We scour job boards looking for 
candidates, and we reach out to 
them. We do not wait for them to 
come to us.”

They also have a what they refer 
to as an MPC (Most Placeable 
Candidate) campaign. If a strong 
candidate comes to them seeking a 
position within an area where they 
don’t have clients at that moment, 
they will cold call shops in that 
area trying to find an open position 
for that person. That being said, 
Bronwick Recruiting doesn’t place 
anybody just anywhere. They have 
a 3-step process to ensure that the 
right person gets placed with the 
right company.

One: Their business gets to know 
and understand your business. 
They get a feel for your culture and 
document your needs.

Two: They do an extensive can-
didate search that includes market 
research, advertising, networking, 
and screening for top talent. 

Bo Schwartz, Bronwick Recruiting

mailto:lhood%40slipperyrockgazette.net?subject=Advertising%20in%20the%20Slippery%20Rock
mailto:publisher%40slipperyrockgazette.net?subject=Comments%20about%20the%20Slippery%20Rock
http://www.slipperyrockgazette.net
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Win more jobs.
Train employees.

Increase operational efficiencies.

Learn How
naturalstoneinstitute.org/fabricator-benefits

Networking • Technical Support • Accreditation

Online Education • Standards • Industry Updates

Industry Calendar of Events
March 2023

ISFA Solid Surface Fabrication Training
When:  Tuesday, March 28 to Wednesday, March 29, 2023
Where:  Gecko Solid Surface Solutions, San Antonio, Texas
Visit www.isfanow.org for more information.

NSI: Block Talk: Women in Stone’s Virtual Stone Chat
When:   Tuesday March 21, 2:00 PM — 3:00 PM (ET)
Visit Naturalstoneinstitute.org/events/calendar for Zoom information.

ISFA Summit: Surface Fabrication Forum
When:  Tuesday, March 21 to Thursday, March 23, 2023
Where:  Raleigh, North Carolina; Host CaraGreen
Visit www.isfanow.org for more information.

NSI, Tennessee Stone Summit: Take Your Organization to the Next Level
When:  March 23, 2023
Where: Architectural Surfaces, Nashville TN; 
4250  Kenilwood Dr, Nashville, TN 37204

April 2023
NSI: Working with Your Countertop Fabricator to Set Expectations
When:    Thursday April 6, 11:00 AM — 12:00 PM (ET) 
Where:   Online
Visit Naturalstoneinstitute.org/events/calendar to register.

NSI: Virtual Quarry Tour: Lyons Sandstone
When:    Thursday April 13, 11:00 AM — 12:00 PM (ET) 
Where:   Online
Visit Naturalstoneinstitute.org/events/calendar to register.

Coverings: The Global Tile and Stone Experience
When:  April 18-21, 2023
Where:  Orange County Convention Center, Orlando FL
Visit www.coverings.com for more info and to register.

NSI: Virginia Stone Summit and Town Hall
When:  April 22, 2023
Where: MSI Surfaces, Dulles, VA

IZMIR Marble Fair
When:  April 26-29, 2023
Where: Fuarizmir - Izmir, Turkey 
Visit https://marble.izfas.com.tr/en for more information and to register.

May 2023
ISFA Italy Trip
When:  Monday, May 1, to Friday, May 5, 2023
Where: Various destinations in Veldago, Verona, and Moderna, Italy
Visit www.isfanow.org for more information and to register.

NSI: Utah Stone Summit: Know Your Business
When:  May 4, 2023
Where: 2291 S Commerce Center Drive Suite 400, West Valley City, Utah 84120
Visit Naturalstoneinstitute.org/events/calendar to register.

NSI: Block Talk: Women in Stone’s Virtual Stone Chat
When:   Tuesday May 16, 2:00 PM — 3:00 PM (ET)
Visit Naturalstoneinstitute.org/events/calendar for Zoom information.

 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

http://www.isfanow.org
https://www.naturalstoneinstitute.org/events/calendar-listing/
http://www.isfanow.org
https://www.naturalstoneinstitute.org/events/calendar-listing/
https://www.naturalstoneinstitute.org/events/calendar-listing/
http://www.coverings.com
https://marble.izfas.com.tr/en
http://www.isfanow.org
https://www.naturalstoneinstitute.org/events/calendar-listing/
https://www.naturalstoneinstitute.org/events/calendar-listing/


6 | March 2023 Slippery Rock Gazette

What’s the Most Effective Ad  
Platform for My Shop?

Stephen Alberts
Countertop Marketing

Training & Education

“St. Patrick’s Day is an 
enchanted time—a day to 

begin transforming winter’s 
dreams into summer’s magic.” 

–Adrienne Cook

I get this question often. Usually, it’s 
paired with, “How much should I 
spend on ads?” so I’ll cover that as 

well. If you want more retail jobs for your 
countertop shop, there are many platforms 
where you can get more website traffic and 
leads. The problem is, a lot of these sources 
of traffic aren’t the best fit for shops. 

I’ll order them where I think you 
should start. Here are 3 important points 
to think about before you start setting up 
campaigns. 

•How much is your marketing budget?
You need to think of your overall budget. 
You’ll want to figure out your ad spend 
budget and also a budget for someone to 
manage the ads. You might be handling 
this yourself or hire a company to help. 
Most companies charge around 1-2K/mo 
to manage ads for companies. Your ad 
spend should be separate. I would start at 
about 1K per platform to start. 

•How is your website?
There isn’t an easy way to say this. If 
your website isn’t all that great, then I 
would not waste money on Google ads. 
You pay per click with Google ads so 
if you are sending traffic to your site 
and it’s not good, then you will waste 
money. Before running Google ads, 
redesign your website. 

•How is your follow-up process?
I see this problem all the time. Shops 
come to us to get more project leads, 
we get them more, and then their sales 

process isn’t great so it’s not as success-
ful as it could be. Use a CRM (we have 
one called STONE ENGAGE but there 
are dozens of others) and manage leads 
that come in. Follow up with leads on 
the phone, email, and text.

Facebook and Instagram
I put Facebook and Instagram at the 

top of the list because I think most shops 
should start here. The reason is that a lot of 
the shops I speak with usually need some 
type of website redesign. On Facebook and 
Instagram, you can run ads without home-
owners having to go to your website. You 
can get leads right inside their platform. 

As for a budget, I would start with $1,000 
per month, here. You can always scale 
up if the ads have a good lead cost. On 
Facebook and Instagram (you run ads from 
FB and they also show on IG) you set a 
daily budget. So about $30/day is a good 
place to start, which is just under $1K/mo. 
Give it a few months to run before saying 
it doesn’t work. Also, if you are getting 
leads and they are not converting into jobs, 
take a look at your sales process. A lot of 
the time it’s not the leads but the follow-up 
process, as I mentioned above.

You need to test and tweak it, as with any 
paid ads campaign, so be patient and let it 
run for a few months. You need to give it 
a chance to produce results. This is going 
to sound odd, but DON’T LET GOOGLE 
SET UP YOUR ADS! Google wants the 
campaign to work because you will stay 
with them each month and spend money, 
but they also want you to spend money. So 
a lot of times when “Google ad experts” 
help you set up a campaign, it will be opti-
mized to spend money fast. So, beware…

Platforms I Don’t Recommend
If your budget is unlimited, then test 

away! But if you have a $5,000 per month 
budget available, then I would put $1,000 
into FB/IG, $1500 in Google, and then you 
either have more budget to put into each – 
or hire someone to help. 

It’s been my experience that these plat-
forms do not perform all that great for 
countertop shops:

• Yelp: We have tested this platform, 
and the leads usually aren’t all that great. 
Plus, the leads are very hard to get out of 
the system and into another system. 

•Houzz: Like Yelp, you could get some 
leads, but shops that have gone through 
the Houzz program usually have not 
seen very good results. 

•Angi’s and Homeadvisor: These plat-
forms will send a bunch of the shops the 
same leads, so right off the bat you are 
competing with other shops. I would 
stay clear of these platforms. 

In the end, Google and FB/IG can help 
your shop grow the retail side of your busi-
ness. Get them set up and managed cor-
rectly, be patient, and track your results. 

Stephen Alberts is the owner of the 
Countertop Marketing Co and STONE 
ENGAGE. They specialize in helping coun-
tertop companies grow the retail side of their 
business outside of word-of-mouth and refer-
rals. They also offer software to help you 
engage more with customers and close more 
countertop projects. To learn more visit coun-
tertopmarketingco.com/ or stonengage.
com. Email Stephen at steve@countertop-
marketingco.com. 

Google
Next on the list is Google. If your web-

site is in good shape, you can start testing 
ads on Google. Google search ads are text 
ads that appear at the top of a search page. 
When someone clicks your ad, you pay 
Google a fee. In the countertop industry, 
it’s usually around $5/click, or so. Popular 
terms are “granite countertops,” “quartz 
countertops,” and “countertops near me.” 
There are dozens of different terms that 
a homeowner will type into Google to 
find you. 

As with FB and IG, I like to start at 
around $1,000 per month. If you can bump 
that up to $1500/mo that’s even better. 
The problem is if your budget is too low, 
your ads will not show all day. It works the 
same as FB/IG where you set a daily bud-
get. So if your budget is $30/day and you 
get 6 clicks that are $5 each before lunch-
time, then you hit your daily budget and 
your ads will no longer show for the day. 
In most markets, $1500/month will allow 
you to run ads all day long. 

http://www.countertopmarketingco.com/
http://www.countertopmarketingco.com/
http://www.stonengage.com
http://www.stonengage.com
mailto:steve%40countertopmarketingco.com?subject=
mailto:steve%40countertopmarketingco.com?subject=
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EVENTS

MAKE THE MOST OUT OF
YOUR MEMBERSHIP &

ELEVATE YOUR SUCCESS
BY ATTENDING

REGIONAL ROUNDTABLES
WEBINARS
VIRTUAL MEETINGS
FABRICATION TRAININGS
FACILITY TOURS
& MORE!

FOR DETAILS ON HOW YOU CAN ATTEND THE NEXT ISFA EVENT, VISIT WWW.ISFANOW.ORG

HERE'S WHAT'S
COMING UP:

ISFA SUMMIT
RALEIGH, NC
MARCH 21-23

SOLID SURFACE
FABRICATION TRAINING
SAN ANTONIO, TX
MARCH 28-29

MEMBERCONNECT
MEETING
VIRTUAL
MAY 18

SOLID SURFACE
FABRICATION TRAINING
LAKEWOOD, WA
JUNE 6-7

FABRICATOR CRAWL
CHICAGO
JULY 18-20

SOLID SURFACE
FABRICATION TRAINING
SAN ANTONIO, TX
AUGUST 8-9

Three: Bronwick ensures proper place-
ment and longevity by advocating for your 
company, overcoming any obstacles, and 
securing top talent for your business. They 
have a team of researchers and recruiters 
dedicated to this goal. It is in their culture 
to think of themselves more as matchmak-
ers than recruiters. To that end, they have 
a very specific strategy on placing only the 
best candidates with their clients. 

The Bronwick Strategy
Most recruiting companies take on as many 

clients as possible in order to fill their bot-
tom line. The extent of their recruiting work 
consists of posting job availabilities on pub-
lic boards and passing along resumes without 
ensuring the candidate has the potential to be 
a good fit. Bronwick takes a more personal 
approach with their search strategy, finding 
candidates that you would never find through 
a simple job board.

Bronwick

Here’s how it works:
First, they build a potential candidate pool 

by networking, resume mining and internal 
research. They find the candidates with the 
exact experience client shops are looking for.

Then, they contact each potential candidate 
to make sure they have the skill set needed 
and will fit into the company culture.

After vetting, they narrow the list down to 
3-5 top candidates and present them to the 
shop’s hiring team with resumes, references, 
and notes.

When it’s time, they aid in the interview 
process by helping to schedule initial and fol-
low up interviews, and helping to facilitate 

a personal introduction to the hiring team or 
manager.

Having come to the realization that the offer 
stage is one of the most critical and often a 
very awkward phase of the hiring process, 
Bronwick works to overcome any obstacles 
and enhance communication between the cli-
ent and candidate.

Then, Bronwick guarantees the new hire 
will fit in with your company and culture or 
they will work to replace that candidate at no 
extra charge. (Within the first 90 days.)

Bronwick Recruiting doesn’t just fill full-
time staff positions. They also fill temporary 
staff positions. If you have a temporary need 
such as a big job or a sudden surge in pro-
duction, they can help you with those needs 
as well. 

According to their website: “Bronwick is a 
full-service recruiting and staffing firm work-
ing with companies across the nation. From 
upper management to temporary staff, and 
anything in between, Bronwick comes along-
side your existing recruiting efforts to help 
you quickly fill any open positions.”

Bronwick Recruiting, LLC fills a niche in 
the hiring and staffing of the stone industry. 
They have their eyes on the future with their 
experience and know-how. Yes, there are 
their fees to consider, but look at this way: by 
the time you pay job boards, pay someone on 
your staff the time it takes to comb through 
them, contact people, then vet and interview 
candidates, good and bad, you might just 
decide that experts are the way to go. If that’s 
the case, Travis would be more than happy 
to talk to you. Email Travis@bronwick.com 
or visit the contact page on their website: 
 https://bronwick.com. 

Continued from page 4 “You gotta try your luck at 
least once a day, because you 
could be going around lucky 
all day and not even know it.” 

— Jimmy Dean

mailto:Travis%40bronwick.com?subject=Bronwick%E2%80%99s%20Placement%20Services
https://bronwick.com
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Ed Young
Fabricator’s Business CoachEverywhere we turn these days, it 

seems the headlines are all scream-
ing “Recession Ahead.”  In various 

areas of the country fabricators are already 
seeing the impact of rising mortgage rates 
and a general softening of the economy. 
Quote volume is down and pressure to 
reduce prices is up. Those trends will likely 
increase over the next 2 years.

As a result of an earlier article, I’ve 
had requests to go a bit deeper into the 
details of how to prepare for a recession. 
In this article, we will focus on the ‘bat-
ten down the hatches’ approach, where a 
fabricator decides to minimize their losses 
and spend as little as possible – hoping to 
come through the other side with minimal 
damage.

In this ‘hunker down’ approach the 
assumption is that there is little the fab-
ricator can do to impact sales volume or 
to fight the pressure to lower prices. This 
drives a strategy to control all costs, pre-
pare to layoff employees as needed, and be 
prepared to dip into reserve funds to keep 
the business functioning.

Control costs:  Get a copy of your latest 
Profit and Loss statement and your finan-
cial transaction register and start going 
down the list. Review each transaction 
and ask, “If I eliminate this cost, can the 
business continue to function effectively?”  
If the answer is ‘Yes’, then eliminate the 
cost. If the answer is ‘No’ or ‘I’m not sure’, 
then find a way to reduce the cost. Can you 
switch to a lower price plan? Can you give 
up some of the features of the service for 
a lower price? Can you find a lower cost 
alternative? Do you need as many com-
pany cell phones as you have? Do you need 
as extensive a plan on all those phones? 
Can you increase the deductible on your 
insurance plans? Do you need all of the 
organizational memberships you currently 
have? All options should be on the table. 
If you can’t find a way to reduce that cost, 
consider eliminating that item temporarily, 
as a test. You may find out you can actu-
ally do without it.

Prepare to release employees:  Even 
though good employees are still hard to 
find, if sales volume gets low enough, you 
will be faced with having to reduce labor 

to give you an early warning for business 
declines and also feedback on your pric-
ing. If your conversion rate is going down 
but quote volume hasn’t changed, then 
your prices may need to be adjusted. If 
both quote volume and conversion rate are 
declining, you have a major negative busi-
ness change coming your way – dust off 
the plans above and get ready to execute.

If you don’t already have one and can 
possibly afford the time and money right 
now, investing in a Customer Relationship 
Management tool (CRM) prior to a down-
turn can be a lifesaver. A CRM can tap 
into activity from social media engage-
ment and web site traffic – leading indica-
tors for quote requests. A CRM can help 
you track conversion rates. A CRM can 
help you manage your current sales pro-
cess. Ensuring that salespeople are fol-
lowing up on quotes in a timely manner 
(according to your guidelines) is essential 
to keeping your conversion rate high and 
getting sales.

If you are already challenged by a soft-
ening economy, the above items can help 
your business survive. If you want to con-
sider a more aggressive approach to deal-
ing with this economy and want to figure 
out how to take advantage of some of the 
opportunities it will generate, look for next 
month’s article.

This changing economy will gener-
ate significant headwinds for many fab-
ricators. If you need assistance planning 
for these challenges, reach out to a sea-
soned business owner and coach at Ed@
FabricatorsCoach.com. You deserve to 
have a business that not only makes you 
money but also allows you time to enjoy it.

Batten Down the Hatches

Dip into reserve funds: This is prob-
ably the trickiest of all. Before you must 
dip into these funds, you should already 
have a written plan. How much cash do 
you have? How much is your line of credit 
at the bank, and what are the covenants 
associated with it? How fast are you burn-
ing cash every day? How does that cash 
burn rate change as you execute the items 
above? How long do you think the down-
turn will last? Without putting all this data 
on paper, you are running your business on 
guesswork.  

Take the time to set up a spreadsheet that 
shows these numbers, shows the financial 
effect of the changes you have planned 
above, and resolve to stick to this plan. If 
you don’t plan this out, if you don’t write it 
down, you run the very real risk of running 
out of cash before the economy picks back 
up. That could be the end of your business.

Tracking this financial data on a daily 
basis will not only keep you from being 
surprised by a change in business levels, 
but it will also help you manage the busi-
ness better now. Improved management 
now generates more profit to increase your 
cash reserves for use later. It also helps you 
manage your cash more effectively during 
a downturn.

Tracking leading indicators will keep 
you from being surprised.  Leading indi-
cators tell you what business changes may 
be coming your way – before they get 
there. An obvious example: your quote 
level is a leading indicator for order level. 
Since all quotes don’t convert to orders, 
you should be tracking your quote-to-order 
conversion rate. Calculate it, track it every 
day, and graph the trend.  Watch that trend 

Training & Education

costs. No one wants to do layoffs, but in 
this scenario, it is critical to understand 
the skills of each employee (demonstrated 
and validated skills). For small shops, this 
is less of an issue because their employees 
need to be able to use multiple skills on a 
daily basis. For larger shops, having a cur-
rent Skills Matrix can be useful (download 
a copy from the Free Tools tab at www.
FabricatorsCoach.com). Even in a smaller 
shop, documenting the skills of employees 
can help ensure you are keeping the right 
employees on the payroll so the business 
can function.

It is important to plan these reductions 
now before you are in the heat of the 
moment and possibly have to make a quick 
decision, due to a sudden drop in sales.  At 
what sales level do you need to have your 
first layoff? Which position will go first? 
Who will that person be? How much sev-
erance will you offer? Make a list with 
these details so you don’t have to remem-
ber all this later. How will you handle the 
conversation with the employee, and how 
will you announce it to the rest of the com-
pany? Outline the talking points now and 
get them on paper. Do you have any com-
pany property that needs to be recovered 
– tools, phone, laptop computer? Make a 
company property list for each employee.  

As you decide the order in which to elim-
inate positions, it’s helpful to consider the 
level of difficulty in filling those positions 
as the economy begins to improve. Can 
you hire CNC operators more easily than 
fabricators or finish polishers? Are install-
ers easier to find or are templaters easier 
to find? This could impact your decisions.

Plan cost-saving 
reductions now, 
before you are 
forced to take 
drastic, emer-

gency measures.

mailto:Ed%40FabricatorsCoach.com?subject=Thanks%20for%20your%20advice%2C%20Ed
mailto:Ed%40FabricatorsCoach.com?subject=Thanks%20for%20your%20advice%2C%20Ed
http://www.FabricatorsCoach.com
http://www.FabricatorsCoach.com
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These Lamellar Water Processing Plants are our stone water recycling systems that run at 66 GPM and 105 GPM. 
They are designed to process and clarify waste water using flocculant and coagulant to achieve the clearest water. 
These stone water clarification systems are used for indoor installation as well as outdoor installation.

66/105  Gallons per Minute
Submersible Pump included

4 HP Relaunching Pump included
Sludge Dehydrator Bag System

Wavy Dividers- for faster water separation
Double chemical system - Coagulant / Flocculant

TEC754 - 66 GPM Lamellar Plant Lamellar Pack - Wavy Dividers Relaunching Pump

TEC756-105 GPM Lamellar Plant

Sludge 
Dehydrator 
Bag System

Give us a call for more information 1-877-315-4761 or email: info@wehausa.com

All Filter Project clarification plants are built using sturdy, first quality materials and ground breaking techniques. 
These plants play an ever- increasing role in running a productive and profitable stone fabrication or processing enterprise.

Specifications

66 GPM AND 105 GPM LAMELLAR WATER PLANTS 

What makes Filter Project a better choice than other water clarifier systems?
• Pedrollo pumps/motors

• Items stocked in US

• Free remote service available

• US based technician for better customer service

• Double chemical system for cleaner water

• Siemens parts
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Justin Shaw
Stone Fabricator EliteHere are the top three ways stone 

shops can take advantage of advances 
in Artificial Intelligence (AI) and 

ChatGPT to support sales and marketing, 
keeping in mind the current level of capa-
bilities and ease of execution (not including 
advanced use cases).

For those unfamiliar with ChatGPT, it’s 
a cutting-edge AI technology developed by 
OpenAI that can understand and respond to 
text like a human. With its ability to process 
large amounts of data and generate human-
like responses, ChatGPT is quickly becoming 
a valuable tool for businesses in various indus-
tries, including stone fabrication.

ChatGPT has seen incredible growth in its 
user base, reaching over 1 million registered 
users within just 5 days, making it the most 
rapidly expanding tech platform ever. By com-
parison, it took Facebook 10 months to hit the 
same number, from its initial launch.

Before I share my top three recommen-
dations, it is important to keep in mind that 
the technology still has limitations. You will 
have better results if you use it to amplify 
your efforts rather than replace them. Keep 
your expectations realistic when utilizing this 
technology.

ChatGPT cannot connect to the internet with-
out add on tools.* However, it does know sev-
eral programming languages, such as HTML, 
JavaScript, Python, CSS, and G-Code – 
poorly, however, at this stage of development.

I think stone shops should explore ChatGPT 
and AI tools as a team. Have round-table dis-
cussions and conduct workshops to examine 
how your company can enhance operations 
and benefit from using the technology. It may 
not be for everyone.

However, If you invest the time to learn and 
experiment, it can certainly give you a compet-
itive advantage. 

Here are my top three picks. I’ve only cho-
sen applications that don’t require a steep 
learning curve to wrap your head around and 
implement. 

#1 Everyone In The Company 
Now Has A Virtual Assistant

ChatGPT has the capability to provide 
everyone at your company with a virtual 

combined with an understanding of its capa-
bilities and limitations are your roadmap.

Taking a Look Ahead
We’re not there yet, but ChatGPT should be 

able to help you program your CNC machine 
as it continues to advance. Check out this 
blog from Issuu: Taking CNC Programming 
to the Next level with AI. Jason Elk has also 
pointed out that tools like Alpha CAM are 
already using AI to help take CNC program-
ming to the next level.

For the record, ChatGPT was used lightly 
for this article. I wanted to use it more. But, 
things were flowing. It provided a helping 
hand in coming up with potential ideas and 
helping me to push them forward. We could 
have tried harder because it truly is about 
telling it what you need and guiding it to 
improve its output. We’re all learning — AI 
is going to be a wild ride.

I’d love to hear how you’re using ChatGPT 
in your shop.

Justin Shaw is the founder of Stone 
Fabricator Elite. Through their flagship pro-
gram and dedicated team of Sales Sidekicks, 
they help fabricators systemize their sales 
and grow their businesses more easily. To 
learn more, visit stonefabricatorelite.com, or 
email the author at justin@stonefabricator 
elite.com .

Top Three Ways Stone Shops 
Can Use AI + ChatGPT in 2023

assistant (VA). Not a VA that can book 
your hotel, but one that can expedite how 
you communicate with your customers and 
anyone who interacts with your brand.

Key employees should be exploring how 
to set up and use the tools to effectively 
reap benefits similar to the support a VA 
would provide.

For example, there are a number of tools 
that will nearly automate your email com-
munications (is nothing sacred anymore?!). 
ChatGPT Writer is a decent Google 
Chrome extension. Once you get the hang 
of using it, you can compose or respond to 
emails in far less time, compounded over 
weeks, months, etcetera, and this can save 
you a ton of time. 

ChatGPT can be used to write drafts for 
agreements, proposals, and SOPs, to name 
a few things.

Here at Stone Fabricator Elite, our Sales 
Sidekick Program member agreement was 
written with ChatGPT and then reviewed 
by a team member before forwarding it 
to our lawyer to review, saving time and 
money in this process.

#2 Support Content Creation 
& SEO Efforts

High level content still needs to be writ-
ten by a human. ChatGPT, at this point, 
and other AI writing tools still leave you 
vulnerable to inaccurate published infor-
mation and the need for fact-checking. It 
supports your efforts by generating ideas, 
finishing thoughts, and helping flesh things 
out more easily.

For stone shops, you can use ChatGPT 
to create the bones of content for search 
engine optimized blog articles, YouTube 
descriptions, and email marketing con-
tent. This is a reasonably easy task to have 
your front desk associates or admin give 
you a hand with. Plan for allowing them to 
spend a couple of hours a week to get some 
decent output.

You’ll need to check the articles, edit and 
polish them, and add unique value. It’s still 
worthwhile to take this for a spin and see 

if you can get the hang of it. It gives you a 
significant advantage to publish content at 
a rate that Google will favor, and this can  
ultimately help improve your site ranking. 
The pitfall to avoid is not giving the articles 
the care and attention to make them worthy 
of your audience.

You can also have your marketing team 
write your email newsletter, inventory 
updates, and product features. ChatGPT and 
the base of your ad campaign copy can write 
your social media posts. Again, the dis-
claimer here is that it’s not a fully done-for-
you landscape at this time. You’ve still got to 
spend time ensuring it is on par. Grammarly 
is an AI tool that can help with cleaning up 
grammar, syntax, and readability.

#3 Train A ChatBot To 
Respond To Customers 24/7

ChatBots have come a long way. Many 
stone companies are already using LiveChat 
to automate customer engagement in real-
time, around the clock. According to their 
website, the technology of the program 
is constantly learning and improving its 
responses, making each customer interac-
tion more efficient than the last.

Here, where you would use ChatGPT to 
improve your customer service is to take 
the transcripts from LiveChat and feed 
them into ChatGPT. Because you have con-
trol over what you are asking ChatGPT to 
look for and improve upon, you would be 
able to dial in your responses versus using 
LiveChat on its own.

What you’ll learn as you get more famil-
iar with using ChatGPT is that the key to 
success is applying creative thinking to the 
prompts you provide the platform. That, 

Training & Education

* New tools have emerged to power ChatGPT 
with the capability to parse internet search 
results. This is a significant update. A Google 
Chrome Extension will add this feature to the 
ChatGPT interface, and the internet browser 
Bing has launched an AI-powered browser. 

https://www.techtarget.com/funnels/?utm_source=google&int=off&pre=off&utm_medium=cpc&utm_term=GAW&utm_content=sy_lp02012023GOOGOTHR_GsidTTGT_CorpMark_IntelSoftware&utm_campaign=Corp_Mkt_IntentDataAwareness&Offer=sy_lp02012023GOOGOTHR_GsidTTGT_CorpMark_IntelSoftware&gclid=EAIaIQobChMI8aiGlauJ_QIVkCatBh2lYQY1EAAYASAAEgKmevD_BwE
https://issuu.com/amtil/docs/1539_amt_febmar21_lr/s/11654773
https://issuu.com/amtil/docs/1539_amt_febmar21_lr/s/11654773
https://stonefabricatorelite.com/
mailto:justin@stonefabricatorelite.com
mailto:justin@stonefabricatorelite.com
https://www.grammarly.com/
https://www.livechat.com/chatbot/
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Strategic Planning

Rick Phelps
Synchronous SolutionsThink of a role in your business. Any 

role. Can you clearly connect how 
that role contributes to your company 

making money? What measurement best 
informs how well that role is making that 
contribution? Chances are, there are very 
few roles in your business for which you can 
quickly answer these questions.

Now imagine asking the person in the role 
you chose above how they contribute to the 
success of your business, and what measures 
they use to keep score of their performance. 
Are you visualizing an uncomfortable, blank 
look staring back at you?

There is an explicit methodology to con-
nect every role in your business to the goals 
of your business. Synchronous Solutions 
leverages this methodology as part of our 
Strategic Planning Process, built on Eli 
Goldratt’s process of on-going improvement. 

The process has six iterative steps: 
1. Define the system
2. Define the goal of the system
3. Define how to measure progress 

towards the goal of the system
4. Identify the constraint of the 

system
5. Identify strategies to maximize the 

constraint
6. Identify strategies for all non-con-

straints that support maximizing 
the constraint.

When you follow the Strategic Planning 
Process, you are setting your business up as 
a multi-layered experiment in which every-
one has a role to play to maximize the busi-
ness’ performance.

1. Define the System
Step one is to determine the boundar-

ies of your business. In fabricating shops, 
the most challenging part is how you think 
about sub-contracted services for processes 
such as templating and installation. I would 
generally recommend treating them as being 
inside the boundary.

2. Define the Goal of the System
Don’t overthink this step. The goal of every 

business distills down to “make more money 
now and in the future.” You can embellish if 
you wish!

3. Define How to Measure 
Progress Towards the Goal

There are three key money metrics in every 
manufacturing business. They are, in the 
order of importance:

1.Throughput – the money that stays in 
the system when you make a sale.

2.Inventory – the money the system 
spends on things it intends to sell.

3.Operating Expense – the money the sys-
tem spends converting Inventory into sales.

Your business is moving towards its goal 
of making more money if:
 
Throughput is going up
Investment is steady or going down
Operating Expense is steady or going 
down.

The objective of our Strategic Planning 
Process is to link each of these key com-
pany metrics to the work of everyone on 
your team. To keep things simple, I will only 
focus on the “Throughput is going up” goal 
as we proceed!

4. Identify the Constraint of the System
The Constraint in your business is what 

limits its ability to make money. Let’s 
assume it is within our example business and 
NOT in the market. We would determine 
which of our processes limits the company’s 
ability to create Throughput. In our exam-
ple business we determine that Finishing 
is the Throughput Constraint. This means 
some combination of CNC Routing and 
Hand Fabrication Shop limits the number of 
jobs that can be produced and therefore the 
amount of Throughput Dollars ($T) that can 
be produced BY THE BUSINESS.

Reflect on this for a moment.
If the business is to make more money by 

increasing Throughput, then you MUST get 

more Throughput though this one-process 
step. This provides tremendous focus and 
clarity for your business. 

It is only in this context that strategic plan-
ning makes sense. These first four steps have 
simply set the stage for all the thinking and 
work that needs to be performed to actually 
move your business toward the goal of “mak-
ing more money, now and in the future.”

With the Constraint identified we are ready 
to talk Strategies!

5. Identify Strategies to 
Maximize the Constraint

The business’ ability to make more $T is 
limited by the Constraint (which is finishing, 
in our example). With our example business, 
our first strategy will be “Don’t waste time 
in Finishing.” We get our heads together 
and identify a number of specific tactics we 
can use to “not waste time in Finishing” by 
drawing from our Lean Manufacturing train-
ing, and the Lean bag of countermeasures. 
One of these tactics is Quick Changeovers 
which we will apply at the CNC Routers. 
Another tactic might be 5-S (workplace 
design) applied in the hand fabricating shop. 
Another tactic might be using an assistant to 
pre-stage materials. You get the idea!

Once the strategies to maximize the 
Constraint are identified and further refined 
into specific tactics, it is time to move on 
to all the other processes and roles in the 
business.

6. Identify Strategies for All 
Non-constraints that Support 
Maximizing the Constraint

For each other process in the business, we 
will now systematically determine how that 
process can support the Constraint process 
in achieving its goal of maximizing $T pro-
duced. We will identify general strategies, 
followed by the specific tactics to deploy at 
each process.

In our example, the process immediately 
before our Constraint at Finishing is Cut. 
One strategy for the Cut process might be 
“don’t waste the fabricator’s time.” This 
strategy can then be translated into A) Never 
Starve Finishing; B) Never pass bad prod-
uct to Finishing; and C) Don’t let Finishing 
do work that can be done in Cut. There are 
a number of tactics one can apply for each 
of these strategies. Prioritize them and get to 
work!

Let’s look at one other process before 
moving on: the Quoting process. How does 
Quoting impact the $T that Finishing can 

Training & Education produce? It’s HUGE, isn’t it? I will let you 
ponder that one on your own.

Every process in your business directly 
or indirectly impacts the Constraint of your 
business. Using the process sketched out 
above, you can directly connect every pro-
cess, and therefore every person in your 
business, to how they help the business 
move towards the Goal of “making more 
money, now and in the future” by enabling 
the Constraint of the business to process 
more $T so that “$T is going up.”

You can repeat Steps 4 through 6 for 
the other two aspects of making money 
– Inventory and Operating Expense. Just 
remember that these two aspects of mak-
ing money pale in comparison to increasing 
Throughput.

Work Design
Every tactic you defined above can and 

should be translated into Current Best 
Practices (formerly known as Standard 
Operating Procedures) for the role executing 
the tactics. 

All work should be designed as an exper-
iment. For example, if in Finishing you 
implemented the quick changeover tac-
tic, then changeovers should be designed as 
follows:

CONTENT – to change profiles on the 
router, do this set of work steps…

SEQUENCE – The best order to do those 
work steps is…

TIMING – Changeover should take X 
minutes from machine stop to machine start

OUTCOME – CNC will produce edges 
that meet these criteria…

Every time your crew executes a change-
over, they are executing the experiment 
“If we follow these steps (CONTENT), in 
this order (SEQUENCE), then the change-
over should take this long (TIMING) with 
this resulting quality (OUTCOME).” If any 
aspect of this experiment fails, this gives 
rise to problem-solving and continuous 
improvement.

Metrics
Every Strategy you defined in this process 

has a metric associated with it. For example, 
our maximize strategy “Don’t waste time in 
Finishing” has the metric TOTAL ROUTER 
RUN MINUTES. A good strategy would be 
to post this metric at the CNCs so that all 
could see!

Link the Goals of Your Business to the Work of Your Team

Please turn to page 12
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Strategic Planning
Training & Education

Continued from page 11

Every tactic you defined has a metric 
associated with it. For example, our tactic 
Quick Changeovers has the metric Time to 
Changeover. We would plot this number at 
the CNC as well.

Every Current Best Practice created has 
obvious metrics associated with them. In 
the above example, they are Timing and 
Outcome of the Changeover. At the execu-
tion level, the metrics aren’t just something to 
plot, they are something to ponder. We had 
specific expectations built into the design 
of the work. We believed that if we did the 
work as designed, we would get an expected 
result in terms of how long it should take and 
the quality of the next run. If we did not get 
the expected results, it raises a red flag. What 
happened? What can we learn? What can we 
change or do better next time? Do we need to 
revise and create a new Current Best Practice?

I hope that through this example you see 
that it is possible to understand your business 
so completely that you and your leadership 
team can connect the dots from your company 
profit goals to the specific work practices of 
every member of your team. 

Every member of your team should explic-
itly understand how they contribute to the 
success of the business and have a way to 
tell how they are doing, because every team 
member has an innate need to know what suc-
cess looks like, and how they are doing. 

What happens when employees don’t know 
what their contribution to success looks like 
or how they are doing? I don’t know for 
sure, but I suspect it looks a lot like what is 
being called “The Great Resignation” that is 

happening across our country. So, if you 
regularly do strategic planning in your busi-
ness but fail to connect all the dots in that 
process, rethink what you are doing. Follow 
this Strategy -> Tactics -> Work Design 
process using the Six Steps described in this 
article. Link the goals of your business to 
the work of your team. Your team will be 
glad you did, and so will you.

If you want to read more about these con-
cepts, they were largely drawn from the fol-
lowing book and Harvard Business Review 
article: 

The Goal, by Eli Goldratt
Decoding the DNA of the Toyota 

Production System, by Spear & Bowen, 
Harvard Business Review #99509

If you think having a skilled facilitator to 
walk your leadership team through this pro-
cess will make it go a lot more smoothly and 
efficiently, contact Synchronous Solutions  
though our website www. synchronous 
solutions.com/contact-us/ .

Rick Phelps has been applying the con-
cepts of Synchronous Flow to difficult 
industrial problems at dozens of businesses 
and organizations around the world, since 
the early 1980s.

In 2009, as Cleveland Cliffs’ Director 
of Continuous Improvement, Rick took 
on a failing Lean Six Sigma organiza-
tion, refocused their improvement work 
using Synchronous Flow, and created a 
shop floor, engagement driven, continuous 
improvement process that Cliffs credits with 
creating a sustained $100M per year reduc-
tion in production costs.
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800-575-4401www.BBIndustriesLLC.com

Three Easy Ways to Partner with BBI

•Phone 
•Web 
•In Person

Shopping with Us is so EASY!

BB Industries is the LARGEST 
National Distributor for Integra 

with over 250 colors

 IN STOCK!

 Get Integra at

Integra products are trusted,  
pre-colored seaming and assembly 
adhesives formulated for quartz, 
natural stone, sintered materials, 

solid surface, and more.

Meets or exceeds Indoor 
Air Quality standards

Integra Adhesives are the tube 
innovator and have the best color 

match website to make it the  
easiest in the industry.

 All others are just imposters!

http://www.synchronoussolutions.com/contact-us/
http://www.synchronoussolutions.com/contact-us/
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I had just woken up when my phone 
rang. One of my installer friends who 
I have known for years started telling 

me about this “effervescence” problem 
he was having on this limestone floor he 
recently installed. He kept going on and 
on about this effervescence problem. Just 
TMI, you know? Now, I’ve known this guy 
for over 30 years, and he has constantly 
used the word “effervescence” to describe 
this problem. So, I thought I would have a 
little fun with him.

I asked him, “Was the bubble small or 
large from the effervescence?” He paused 
for a minute and told me there were no 
bubbles, just this fine white powder on the 
floor. So I next asked him, “Then why is 
it effervescing?” He sounded confused, so 
I stopped and explained to him the differ-
ence between effervescence and ef-flores-
cence.  I explained to him that when you 
pour a glass of ginger ale, the bubbles that 
you see are described as effervescence, and 
the white powder he is describing is efflo-
rescence.  He remained silent for like 3 
whole minutes, perhaps digesting this gem 
of wisdom, and then went on with the prob-
lem, this time using the proper terminology.

As I hung up the phone I thought about 
all the words I have heard contractors use 
over the years, and took out a pen and 
started to trying to recall them all. As I 
was jotting these down I thought about a 
1940 show called The Bowery Boys and 
the main character “Slip” Mahoney   who 
was constantly using made-up words, or 
he misused certain words for comic effect. 
One of his famous malapropisms was, “I 
depreciate it!” instead of “I appreciate it!”  
In case you’re wondering – a malapropism 
is defined as the use of a word in place of a 
similar sounding word.

So here are a few choice malapropisms I 
have commonly heard used in our industry:

Effervescence instead of efflorescence. 
This is my favorite, and I constantly hear 
contractors using this term. A good way to 
remember the proper term is to think of a 
florescent light tube.

Homing instead of honing. When I hear 
this I want to ask the person using it “Where 
are the pigeons?”

Spalding instead of spalling. I have a 
Spalding basketball in my office and when 

Frederick M. Hueston, PhD

I hear someone use that word 
I pick up the ball and say, 
“This is Spalding,” and 
then I point to the pits on 

my marble floor and say, 
“That is spalling.”

Black splash instead of 
backsplash. Believe it or 
not, I have heard this sev-
eral times throughout my 
career. Maybe they are 
referring to a black tile 
backsplash?

Verde Green 
instead of just Verde 

or green. ‘Verde’ is 
the Italian word for green. So when you 
say Verde Green you’re basically saying 
“green-green” in two languages.

Butter joint instead of butt joint – which 
is a pretty funny term all by itself. I often 
wonder if the person using the term butter 
joint thinks the stone or tile is grouted with 
butter – or something besides mortar?

Cement instead of mortar. Cement is the 
glue that holds the mortar together. So set-
ting mortars used in our industry contain 
cement, but they are not pure cement. A set-
ting mortar’s main ingredients are a combi-
nation of cement and aggregate.

Control joint substituted for expansion 
joint – or vice-versa. A control joint is the 
joint in a concrete slab, and expansion joint 
is in a stone or tile installation to allow 
for, well, expansion and contraction in the 
material.

Epoxy instead of polyester – I often hear 
both restoration and fabrication guys use 
the word epoxy as a general term for glues–
because that’s what they mostly use. But 
there’s a big difference between epoxy and 
polyester. If you want to know more about 
the differences, check out my article on the 
subject, on stoneforensics.blogspot.com .

Metamorkism instead of metamor-
phism. I once heard someone in a lecture 
talking about the three types of stone and 
he described marble as being a metamorkic 
rock. I wanted to ask what Robin William’s 
character from Mork and Mindy had to do 
with geology! Perhaps I should have just 
yelled  “Nanu-Nanu” from the back of the 
audience.

The Stone Detective NSI Announces  
Scholarship Recipients

Bre Covell, Pacific Shores Stone

Megan Ognibene, Buechel Stone

The Natural Stone Institute has 
announced the recipients of the 
2022 Natural Stone Scholarship 

and Women in Stone Empowerment 
Scholarship. Both recipients were cel-
ebrated during the association’s annual 
Awards Ceremony at StonExpo in Las 
Vegas on January 31. 

Megan Ognibene, Stone Design 
Consultant for Buechel Stone in Kohler, 
Wisconsin, is the recipient of the 2022 
Natural Stone Scholarship. The Natural 
Stone Scholarship provides a trip to 
StonExpo, where the recipient will gain 
valuable technical and practical knowledge 
regarding the natural stone industry and 
will meet and network with leading stone 
professionals. Megan commented: “At 
StonExpo I am looking forward to learning 
more about how to bring natural stone into 
every aspect of design as well as see the 
new innovative technologies that are being 
used. With this scholarship I am excited to 
network with other industry experts and 
be more involved in the stone industry 
overall.”

Bre Covell, General Manager for Pacific 
Shore Stones in Springdale, Arkansas 
has received the 2022 Women in Stone 
Empowerment Scholarship. This scholar-
ship provides a trip to one of three major 
industry events: StonExpo, Coverings, or 
a Natural Stone Institute study tour. The 
recipient is given the opportunity to shadow 
industry professionals within different sec-
tors of the stone industry and explore her 
potential for leadership and her commit-
ment to a career in the stone industry. Bre 
commented: “I am so thankful and excited 
for the opportunity to attend StonExpo. I 
can’t imagine a better opportunity to learn 
from so many industry professionals who 
feel as passionate about stone as I do.”

The Natural Stone Institute’s annual 
awards ceremony was held at StonExpo 
on January 31, at the Mandalay Bay 
Convention Center in Las Vegas, Nevada.

The Natural Stone Institute is a trade 
association representing every aspect of the 
natural stone industry. The current mem-
bership exceeds 2,000 members in over 50 
nations. The association offers a wide array 

of technical and training resources, profes-
sional development opportunities, regula-
tory advocacy, and networking events. Two 
prominent publications—the Dimension 
Stone Design Manual and Building Stone 
Magazine—raise awareness within the 
natural stone industry and in the design 
community for best practices and uses of 
natural stone. Learn more at www.natural 
stoneinstitute.org.  

“There is but one straight 
course, and that is to seek 

truth and pursue it steadily.” 
—George Washington 

Please turn to page 15

The Case of the Misleading Malaprops

http://stoneforensics.blogspot.com
http://www.naturalstoneinstitute.org
http://www.naturalstoneinstitute.org
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PREMIER
The

TRADE GROUP 
of the Stone Fabrication Industry

Gain valuable business intelligence, find cost-saving  
opportunities and collaborate with some of the 
best-in-class within our industry by joining our elite 
group of surface fabricators. We have all of the tools 
in one place to help you grow your business.

 Best Practices Benchmarks Group Purchasing

Rich Katzmann
Executive Director
richk@rockheadsusa.com
815.210.1006

Join now at RockheadsUSA.com.

MS International Founder
Manu Shah Announces Retirement

MS International, Inc. (MSI)  an-
nounced that after a 47-year career 

as founder and CEO, Manu Shah is retiring 
from MSI.

Manu’s journey as a successful CEO began 
with very humble beginnings in India as the 
last of nine children. At the young age of 22, 
he set out to pursue the American dream. A 
year later, in 1968, he received a Master’s 
in Mechanical Engineering from Purdue 
University. A few years later, in 1971, he 
married his wife Rika, creating the ultimate 
dream team.

In 1975, the power couple formed MSI in 
the basement of their home in Fort Wayne, 
Indiana. Working as an engineer during the 
day and on MSI at night, while their children 
Raj and Rup were sleeping, Manu diligently 
started exporting microprocessors and mem-
ory chips. When exporting dried up, he began 
importing granite. By 1982, the duo com-
pleted the Vietnam Veterans Memorial.

A year later, Manu quit his job as an engi-
neer to dedicate his full-time efforts to MSI, 
becoming the official CEO. In 1984, Mr. 
Shah moved his family and MSI to Southern 
California so the company could be close to a 
port city. Within a short year, MSI surpassed 
$1 million in annual revenues and in 1987, 
the Shah’s opened the first MSI Warehouse 
in Santa Fe Springs, CA. The Company is 
now headquartered in Orange, CA.

After trials and tribulations, the Shahs have 

built a successful organization with $2.8 bil-
lion in revenue, supporting the lives and live-
lihoods of over 3,000 worldwide employees. 
As a top private company in the U.S., The 
Company has over 45 showrooms and distri-
bution centers in greater North America. As 
a top 20 importer in the U.S., MSI features 
10 product lines with thousands of on-trend 
products. As a leading employer, MSI helps 
support over 400,000 families and 1.6 million 
people around the world.

While Manu has had much success over the 
last 47 years, he has never lost focus of phil-
anthropic efforts and giving back to the com-
munity locally and globally. Please read more 
about MSI’s charitable trust and look for 
more in the future! Manu plans to continue 
his philanthropic efforts in his retirement in 
addition to spending even more quality time 
with his grandchildren. 

“Success is a never-ending journey, it’s like 
climbing a mountain. When you reach the top 
of the summit and look below, you forget all 
the pain it took you to reach the top. You see 
the beautiful surroundings below and look 
forward to the other mountains yet to climb… 
You have to keep climbing, sometimes fast 
(and) occasionally slow, and start fresh every 
day,” said Mr. Shah. “Thank you, Team MSI 
for continuing our mission of Making Dream 
Surfaces Attainable. I look forward to this 
company growing forever.”

Manu will officially have the title of CEO 
Emeritus and will serve to advise and coach 
many leaders at MSI including his two sons 
Raj and Rup Shah.

Co-Presidents, Raj and Rup Shah are the 
successors and have officially been promoted 
to co-CEOs. “We look forward to continuing 
to build MSI using all of the lessons and tools 
our parents have provided us,” said Raj Shah. 
“We would like to thank our parents for guid-
ing us and assure them we will continue their 
vision for MSI,” said Rup Shah.

Visit www.msisurfaces.com for more 
company news and information.

“A politician needs the ability 
to foretell what is going to hap-
pen tomorrow, next week, next 
month, and next year. And to 
have the ability afterwards to 
explain why it didn’t happen.”

—Winston Churchill

http://email.prnewswire.com/ls/click?upn=OXp-2BEvHp8OzhyU1j9bSWuwMvMWelqIco5RbfBrouY-2BQ2OXqjhrZ9Vog-2FmBUir-2BasLTDgDJeFh9D1P0oEOMTIY9k4VhjxpFcijkwrXlzdjW-2BHf-2FPIq2ilQcumw6yQuiisW5rTAuRhOqfXYNP2fifG78F3e4KTzdQcz3RqtWsza7MaEdl40xzz5YKCvzBVK355oJkV_A2gxN4rkQOcX-2BEj-2FgaI6nz1HeOcno9RPlRWqrFrFvzvX3iasBUxhH8Y4EibC9Fqe1GB6VJbgAoWLrSemVIN4AlDFXmQ6h1s0c5-2BHl7k9plM714WCV-2BiubDHgXycukNaOGGRE7rUOqdU-2FKt-2BzL9mrdp-2FvxJ53I1-2Fk-2BI37XJ4Nn6pjawtiPzfWdw96f4B6BcUN-2FDZvE4uymkISSiOghd3A0DHf99wNpcN37ZCeVlzqoDt6Dqsn2uJx5JBO50p0P-2BNN9fwu2cXJ2Fb0IkI6fdCnE9Jq6XCdXwgSvbgAPcD9ibC95bIgzK1y7UJ1lCLoiegkyENPR1pmS88OnPIIEyH41f571gX6EP7E0UeF4jdZAe8dDeix2dZadEC5bXLcG1vl
http://email.prnewswire.com/ls/click?upn=OXp-2BEvHp8OzhyU1j9bSWuwMvMWelqIco5RbfBrouY-2BQ2OXqjhrZ9Vog-2FmBUir-2BasLTDgDJeFh9D1P0oEOMTIY9k4VhjxpFcijkwrXlzdjW-2BHf-2FPIq2ilQcumw6yQuiisW5rTAuRhOqfXYNP2fifG78F3e4KTzdQcz3RqtWsza7MaEdl40xzz5YKCvzBVK355oJkV_A2gxN4rkQOcX-2BEj-2FgaI6nz1HeOcno9RPlRWqrFrFvzvX3iasBUxhH8Y4EibC9Fqe1GB6VJbgAoWLrSemVIN4AlDFXmQ6h1s0c5-2BHl7k9plM714WCV-2BiubDHgXycukNaOGGRE7rUOqdU-2FKt-2BzL9mrdp-2FvxJ53I1-2Fk-2BI37XJ4Nn6pjawtiPzfWdw96f4B6BcUN-2FDZvE4uymkISSiOghd3A0DHf99wNpcN37ZCeVlzqoDt6Dqsn2uJx5JBO50p0P-2BNN9fwu2cXJ2Fb0IkI6fdCnE9Jq6XCdXwgSvbgAPcD9ibC95bIgzK1y7UJ1lCLoiegkyENPR1pmS88OnPIIEyH41f571gX6EP7E0UeF4jdZAe8dDeix2dZadEC5bXLcG1vl
http://www.msisurfaces.com
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Application-Only up to 
$400,000!1

1Financing dependent on credit parameters.

Apply Online:
Ascentium.info/Rock2023

Something recently happened to two 
friends of mine. One on a personal 
level, and one on a business level.

#1 – The lady who lives across the street 
from me walked out to her driveway one 
morning and got in her truck. When she 
started it, there was a terrible noise, and it 
was running very rough.

#2 – A friend of mine owns a business, 
and that business owns what he refers to as 
a “fleet” of vehicles that he parks in an unse-
cured lot. He got a call one morning that the 
company’s template truck, 3 install trucks, 
and the sales car were all somehow dam-
aged and needed to go to the shop. When 
they were started, they all sounded terrible 
and were running very rough and somewhat 
unresponsive.

Both situations had the same cause: 
stolen catalytic converters. 

That may not sound like a big deal on 
the surface, but, did you know that cata-
lytic converter thefts are up 1,215% since 
2019? And it’s getting worse. Recycle 
value is anywhere from $157 up to $1,200 
per converter. That’s a lot of money for 
10 minutes work. The average insurance 
claim for a stolen catalytic converter claim 
is between $3,000 and $4,000 dollars. In 
2022, one nationwide insurance company 
paid out over $50 MILLION in catalytic 
converter claims. JUST ONE COMPANY! 
Think about all the other insurance compa-
nies also paying these claims. That’s one 
answer as to why insurance premiums are 
going up. Plus, if you don’t carry compre-
hensive insurance on your vehicle, then you 
are paying out of pocket for replacement.

It’s not just the inconvenience of filing a 
claim and taking your vehicle to the shop. 
With the rise in thefts and some linger-
ing supply chain issues, there are also wait 

times involved. The lady across the street 
from me: her mechanic said 3 to 4 months 
before he could replace it. My friend with 
the fleet of trucks: the sales car and one 
install truck were fixed right away. The 
other trucks would be a 4 to 6 month wait. 
Who can afford to sideline their fleet for 
months at a time? No one.

The reason catalytic converters are so 
coveted by thieves is because of what is in 
them. Precious metals such as palladium, 
rhodium and platinum are inside. On aver-
age there are 3 to 7 grams of platinum, 2 to 
7 grams of palladium and 1 to 2 grams of 
rhodium in a standard catalytic converter. 
In today’s market, platinum is roughly $32 
per gram. Palladium is about $52 per gram 
and Rhodium is $389 per gram, give or take 
current market value. Those precious met-
als are the reason thieves, recyclers and 
scrap yards are so interested in catalytic 
converters.

However, there are some things you can 
do to help prevent your catalytic converter 
from being stolen, although, admittedly, 
no protection is 100% guaranteed when a 
determined thief is involved.

• Spray paint your catalytic converter 
with high temp fluorescent paint. To 
be recycled, all paint must be removed. 
Thieves want fast and easy. They don’t 
want to scrub car parts.
• Have your mechanic etch your license 
number or VIN on the converter on a vis-
ible spot. This alerts recyclers to double 
check to see if the person selling it actu-
ally owns it. Plus, if the police do recover 
it, they will have an easier time figuring 
out who it belongs to. 
• Get a catalytic converter shield. These 
shields are sheets of metal that either get 
bolted or welded to the frame, hiding the 

Sharon Koehler
Stone Industry Consultant

PSA: Catalytic Converters converter. It takes the quick and easy part 
away from the thief. You may have to 
special order this piece. They are usually 
vehicle model specific.
• You can also get a converter lock. 
This product is aircraft grade metal rope 
attached to the frame and exhaust pipe. 
All the ropes will have to be cut through 
before they even think about taking the 
converter. 
• Another idea is to get a catalytic con-
verter alarm. It gets installed under the 
vehicle and will go off with an ear-pierc-
ing alarm if the converter is rocked or 
moved.  (Sort of like a car alarm.)

There are some other preventative mea-
sures you can do if it’s within your means:
•Install motion lights in your parking area.
•Park in a garage (locked).
•Park in a well-lit area.
•Install a security system with cameras.
•If you are in the market for a new car, 
buy an electric car. They don’t have cata-
lytic converters.
•Double check your insurance to make 
sure you are covered.

Granted, a lot of these deterrent methods 
do cost money, but you should look at 
them as investments. If you spend $200 to 
$400 per vehicle, it could save you thou-
sands in the long run – not to mention time 
and aggravation, plus business losses while 
you try to sort it out or wait for repairs. 
With catalytic converter thefts running 
rampant, it may be better to be safe rather 
than sorry. 

Please send your thoughts and com-
ments on this article to Sharon Koehler at 
Sharonk.SRG@gmail.com .

Catalytic 
 Converter 

 thefts are up  
1,215% since 

2019.

Continued from page 13

Natural cliff finish instead of natural 
cleft. This person must have thought that 
certain slates are quarried off of a cliff, and 
hence called it a natural cliff.

Don’t feel bad – many famous and intel-
ligent people have misused words. Here 
are some examples:

“Texas has a lot of  electrical  votes,” 
instead of “electoral.” Thanks, Yogi Berra.

We cannot let terrorists and rogue nations 
hold this nation hostile, or hold our allies 
hostile. – President George W. Bush

O’Hare Airport is “the crosswords of the 
nation” – Mayor Richard Daly

Some of these are funny, but if you don’t 
use the proper terms you may sound like 
you don’t know what you’re talking about, 
or you’re illiterate and incompetent. I’m 
sure there are others and if you have heard 
them, I would love to hear from you. 

Well, another case solved. My doctor 
told me I am drinking too much coffee, 
so I’m going to go grab a cup of decapi-
tated coffee –  LOL!

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

The Stone 
Detective

“I wish I was at work 
instead of watching 
 basketball all day.”

—Said no one EVER.

mailto:Sharonk.SRG%40gmail.com?subject=Slippery%20Rock-%20August%20artilce
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Stone Restoration and 
Maintenance Corner

Bob Murrell 
M3 Technologies
Photos by Bob MurrellI have written about travertine before, 

but that was several years ago. 
Considering how commonly travertine 

is used, I think it’s worth taking another 
look at this versatile stone. There are so 
many varieties that we can’t cover them 
all in this article, but most share some 
common traits. 

Travertine is a limestone, primarily cal-
cite or aragonite, which has been normally 
deposited in or near mineral springs. These 
mineral springs can be either hot or cold, 
and high (alkaline) or low (acidic) pH. It 
is typically found in colors ranging from 
an off white to tan and gold, and there are 
some reddish varieties, too. It is the result 
of a quick precipitation process of calcium 
carbonate.

Travertines, believe it or not, can be 
somewhat dense materials. A close rela-
tive of travertine is Tufa, which is normally 
more porous. Tufa generally forms in cool 
waters while travertine generally forms in 
warm or hot waters. There are lots of trav-
ertine deposits in the acidic hot springs of 
Yellowstone National Park. There is also 
travertine found in Oman that has been 
formed from alkaline springs.

Travertines, and especially tufa, con-
tain naturally occurring holes formed by 
water penetrating the forming stone. These 
holes are typically filled (but not always) 
at the processing facility. If the stone is 

Travertine Care

to be honed smooth with little or no light 
reflection, a tinted (usually buff colored) 
hydraulic cement, aka non-sanded grout, 
is typically used to fill the holes during 
the process. The cement is often polymer 
enhanced to improve the performance and 

Vertical unfilled travertine at the historic 
Candoro Marble Office Building in Knox-
ville, TN. Notice the accumulated soiling 
over approximately 100 years.

Natural formation of Travertine in the 
Yellowstone National Park hot springs.

Bonstone, K-Bond and Tenax all offer 
a specially-formulated travertine filler. 
K-Bond is polyester-based, Bonstone is 
a lime-based, modified latex filler, and 
Tenax is resin-based.

A resin-based filler was used on this 
high-hone travertine countertop, 

before the polishing process.

Please turn to page 17

fills at a much faster rate than polyester res-
ins. Once the fill has erupted, soiling will 
immediately begin to lodge itself in the 
holes. This soiling must be removed prior 
to refilling. Of course, should you come 
across a travertine surface that has a topical 
coating applied, you will need to take extra 
care to clean the holes of remaining coat-
ing during the stripping and removal pro-
cess. Contractors with powerful extractors 
can make easier work of this.   

So, a general procedure for either a 
honed or polished finish would be based 
on the existing condition of the surface. If 
there are any topical coatings, these should 
be removed first. For example, in the case 
of countertops, I expect that there would be 
etching and wear present, and I would usu-
ally recommend starting at a 220 grit flex-
ible metal bond or resin bond diamond, 

depending on the severity of the existing 
damage. If the 220g metal diamond is used, 
the surface will now need to be cleaned and 
allowed to dry, prior to using resin to fill, if 
filling is required. In my opinion, the metal 
220 grit will need to be followed by the 220 
grit resin. With each successive grit used, 
I would feather out some from the previ-
ous grit. Regardless of the level of finish 
or grit level I ended with, I would always 
finish up with a dip (diamond impregnated 
pad) of that same grit or higher. The dip 
will help ensure a nice consistent finish 
and help remove any honing patterns. In 
the case of a polished finish, I even rec-

ommend using a 12,000 grit PLP 
dip to clean up after polishing 
with 5X, XXX, 10X, or Marble 

Polishing Compound. In 
many cases, dips may be 
used for a light restoration 
of the surface, if it is not 
too severely damaged.  

Any coarse grinding of 
filled travertine, like in the 
case of lippage removal, 
may more than likely 
result in some fill removal 
or damage. I recommend 

calculating the filling process and includ-
ing with any bid for the project. The filling 
process can require an extra day in some 
applications.    

life of the fill. We used to add Elmer’s 
Glue to our fill back in the day. However, 
these cement-filled holes are not capable of 
taking a high polish. 

When denser travertine is to be naturally 
polished, the holes are normally filled with 
resins, like polyester, as these will take a 
high polish just like the stone itself. Using 
resins to fill the holes is more costly and 
labor intensive but more durable. The 
stone must be dry before undergoing the 
filling process. The process should proba-
bly be completed at a low enough grit in 
the series so that any excess material can 
be removed by the next step in the pro-
cess. These resins can be fairly hard and 
difficult to remove, so I would say fill no 
later than 220 grit, and preferably after 
120 grit. Also, due to shrinkage, the holes 
must be somewhat overfilled to compen-
sate. Any remaining cured overfill would 
be more difficult to remove with a grit 400 
or higher.  

The fill for many horizontal applications 
of travertines, and similar variations, will 
eventually deteriorate in the holes and will 
require some refilling. Traffic wear and 
routine maintenance will erode cement 
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Majestic No-Rinse 
pH Neutral Cleaner 
is perfect for routine 
maintenance of trav-
ertine and all natural 
stones.

Once the project 
has been restored, 
use of a quality 
impregnator is cer-
tainly advisable, 
especially for “criti-
cal areas” like coun-

tertops, kitchen areas, bathrooms, and 
entryways. A quality oleophobic solvent- 
based impregnator like Majestic Low 
Odor Solvent Based Impregnating Sealer 
is always a good choice. If the stone is 
honed, a color enhancer like the Akemi 

Stone Restoration and 
Maintenance Corner

Continued from page 16 Color Intensifier works very well.
Routine maintenance should consist 

of regular dust mopping and damp mop-
ping with Majestic No-Rinse pH Neutral 
Cleaner, Stone Plus, or Stone Soap. Do not 
use products that are not approved for use 
on marble. I would also advise that walk-
off mats should be used at entryways, espe-
cially from the exterior.

As always and before beginning any new 
project, I recommend submitting a test 
area to confirm the results and the proce-
dure, prior to starting a stone or hard sur-
face restoration/maintenance project. Also, 
the best way to help ensure success is by 
partnering with a good distributor, like BB 
Industries, that knows the business. They 
can help with technical support, product 
purchase decisions, logistics, and other 
pertinent project information.

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 mainte-
nance. He helped develop some of the main 

products and processes which revolutionized 
the industry, and is currently the Director of 
Operations for M3 Technologies.

Send your comments and questions to Bob 
at attn: publisher@slipperyrockgazette.net .
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 Calls for Submissions – ISFA 
Awards Program

The International Surface Fabricators 
Association (ISFA) opened its 
annual awards program, the ISFA 

Awards, beginning February 1, 2023. The 
program honors excellence in application 
design, fabrication and installation of proj-
ects using manufactured surfacing materi-
als across nine categories.

The ISFA Awards are open to all fab-
ricators representing successful applica-
tions. Project submissions must have been 
completed within the previous two calen-
dar years prior to the entry deadline and 
comply with all association standards and 
award category requirements. Entries for 
consideration in multiple categories are 
accepted and encouraged, given they meet 
the criteria. The deadline for submissions 
is June 30, 2023. Submissions are free for 
ISFA members. Nonmembers can join 
ISFA for as little as $45 per month and sub-
mit their projects.

Winners will be announced at the 2023 
ISFA Annual Conference, which will take 
place October 16-19, 2023, at the Sonesta 
Ocean Point resort in Sint Maarten. 
Entrants should submit their projects with 
the expectation of attending the Awards 
Celebration at the 2023 ISFA Annual 
Conference.

Seven of the awards are project-based. 
The categories are as follows:

• Commercial Solid Surface Project of  
 the Year
• Residential Solid Surface Project of the  
 Year
• Commercial Mineral Surface Project  
 of the Year
• Residential Mineral Surface Project of  
 the Year
• Commercial Quartz Project of the Year
• Residential Quartz Project of the Year
• Sustainable Project of the Year

Projects submitted must employ the des-
ignated surfacing material and meet the 
ISFA minimum standards for the material. 
In addition, the project must exemplify 
excellence in all methods of the fabrication 
process, including safety, training and the 
use of technology. 

Additionally, two awards are given to 

individuals or companies that excel in the 
industry. They are as follows: 

The Fabricator of the Year Award rec-
ognizes an individual or a fabricator mem-
ber organization that best exemplifies 
excellence in business using the ISFA ide-
als of quality, innovation, character, and 
service to the association and the manu-
factured surface industry. Current, active 
members of ISFA may submit nomina-
tions for this award. Self-nominations are 
accepted.

The ISFA Hall of Fame Award recog-
nizes an individual who has, during their 
career, made significant contributions 
to the decorative surfacing industry and 
demonstrated leadership and a commit-
ment to the association’s ideals. Current, 
active members of ISFA may submit nom-
inations for this award. Self-nominations 
are accepted.

An independent panel of industry profes-
sionals will select the winners for the seven 
project-based awards. The Fabricator of 
the Year and the ISFA Hall of Fame sub-
missions will be narrowed to two final-
ists. These finalists will be determined by a 
vote from the association’s board of direc-
tors. The general membership will then 
choose the winners; the vote will be held 
August 1-15, 2023.

Winners will receive:
•One night’s all-inclusive stay at the 

ISFA Annual Conference, where they will 
be honored with a ceremony.

•A physical award that includes a person-
alized plaque.

•A feature story on ISFAnow.org, 
SurfacesMagazine.com and other promo-
tional channels, including social media and 
newsletters, at the association’s discretion.

•A feature story in Countertops & 
Architectural Surfaces magazine with an 
option for additional coverage in leading 
industry news outlets and media partners 
as a result of the association’s official press 
release.

•Official digital assets for self-promo-
tion, including award-winner logos and 
more for use on winners’ social media 
channels, websites and other marketing 
materials.

“Fabricators founded our association to 

provide growth opportunities for profes-
sionals within the manufactured surfacing 
industry,” said Nancy Busch, executive 
director of ISFA. “The ISFA Awards 
program is designed to create awareness 
around the wide array of surfacing mate-
rials on the market today and the unique 
applications for which they are used. 
Above all, the ISFA Awards program is a 
platform for fabricators to gain recognition 
for their outstanding work in a variety of 
applications.”

The ISFA Awards program was over-
hauled in 2022 to widen the categories and 
create additional opportunities for proj-
ect submissions. The 2022 award winners 
were:

Commercial Solid Surface Project of the 
Year: Travertina, Cheboksary, Russia

Residential Solid Surface Project of the 
Year: Orion, Smithfield, R.I.

Commercial Mineral Surface Project of 
the Year: Casa del Caminetto (CDC), 
Venice, Italy

Residential Mineral Surface Project of the 
Year: Dominis Stone, Kent, Washington

Commercial Quartz Project of the Year: 
Indeko, Jalisco, Mexico

Residential Quartz Project of the Year: 
ROCKin’teriors, Raleigh, N.C.

Sustainable Project of the Year: Casa 
del Caminetto (CDC), Venice, Italy; 
Sprovieri’s Custom Counters, Addison, 
Illinois

Fabricator of the Year: Dominis Stone, 
Kent, Washington

ISFA Hall of Fame Inductee:
Kate Dillenburg, Bisley Fabrication, 
Gresham, Wis.

For complete details about the ISFA 
Awards, visit www.ISFAnow.org/ISFA-
awards to view and download submissions 
info.

The International Surface Fabricators 
Association (ISFA) is globally recognized 
as a premier trade organization serving 
the manufactured surface industry. ISFA 
exists to help fabricators and other indus-
try professionals increase product qual-
ity, improve safety measures, encourage 
professionalism and elevate profitabil-
ity by facilitating education, standards 
and camaraderie. ISFA values innovation, 
dependability, trust, honesty, ethics and 
serving others above all else. Learn more 
at www.ISFAnow.org.

 Kate Dillenburg, Bisley Fabrication, accepts the 2022 ISFA Hall of Fame Award with Nancy 
Busch, ISFA Executive Director, at the 2022 ISFA Annual Conference in Clearwater, Florida.

Photo by Lensology.net

https://www.isfanow.org/
https://surfacesmagazine.com/
https://surfacesmagazine.com/publications-slider/
https://surfacesmagazine.com/publications-slider/
https://www.facebook.com/travertina121/
https://www.orionred.com
https://www.casadelcaminetto.it/eng/index.php
https://www.dominisstone.com
https://en.indeko.mx
https://www.rockinteriors.com
https://www.casadelcaminetto.it/eng/index.php
https://www.casadelcaminetto.it/eng/index.php
https://sprovieris.com
https://www.dominisstone.com
https://www.bisfab.com
https://www.isfanow.org/isfa-awards
https://www.isfanow.org/isfa-awards
http://www.ISFAnow.org
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Except for the fact I’m staring at the 
cotton-pickin’ thing right now, I’d 
swear this never happened. Maybe 

the product of excessive drink, or a weird 
dream, or both. But no, there it is, right 
before my eyes.

“It” is a piece of pressure-treated wood 
known as a 3-by-3.

It is not a 4-by-4 (which actually mea-
sures 3½ inches by 3½ inches.) It is not a 
landscape timber. It is not a fence post. It is 
not a fence rail.

Instead, it is a 3-by-gosh-by-3. On my 
old newspaper line gauge, it measures 
2 and 15/16ths inches by 2 and 15/16ths 
inches. And therein lies a mystery.

In the summer of 1997, when our log 
house was being built, I happened to be 
onsite one day when an electrician was 
installing the pump outlet for my wife’s 
backyard fishpond. He asked me to run to 
the store for a 3-by-3.

“Yeah, right,” I sneered. “There ain’t no 
such animal as a 3-by-3.”

I might as well told him there’s no such 
thing as voltage.

“Sure there is!” he responded. “Trust 
me.”

Certain I was being primed for a snipe 
hunt, I drove to Home Depot. In the lumber 
department, I flagged down a salesclerk 
and said, somewhat sheepishly, “Some 
clown sent me here for a 3-by-3.”

The guy didn’t blink.
“Right over there,” he replied, pointing 

to row-upon-row of treated lumber: 2-by-
4s, 4-by-4s, 6-by-6s, on and on, in various 
lengths. Plus a huge stack of eight-foot, 
pressure-treated 3-by-3s. I purchased one 
and brought it home.

“See?” the electrician shrugged as I 
handed the piece to him, “told you so.”

That summer and fall, I must’ve bought 
a dozen of them. They were the perfect 
size for any outdoor project too large for a 
2-by-4 but too small for a 4-by-4.

As I type these words, I can look out my 
office window at a stairstep railing I built. 
Each post is one of the aforementioned 
3-by-3s. So are the support posts, and top 
pieces, of a rack for my johnboat “Murph” 
(which, as an aside, is nicknamed after 
Murphy’s Law and has consistently lived 
up to its reputation on the waterways of 
East Tennessee.)

Sam Venable 
Department of Irony

My Memory, My Eyes & My Line 
Gauge All Vouch for This Story

However, any time I mention 3-by-3s, I 
might as well be talking about unicorns.

This year, I determined to find an 
answer. In person, over the phone and by 
letter, I quizzed at least 20 pros: lumber 
salesclerks at big-box stores (including the 
same local Home Depot from 1997, plus 
the company’s headquarters in Atlanta), 
lumber wholesalers, home builders, home 
repair specialists and forest products trade 
associations.

The result?
Zip. Nada. Zilch.
“Listen, buddy,” one fellow insisted, 

“I’ve been sellin’ lumber for well over 30 
years, and I’ve never seen a 3-by-3 or even 
heard of one.”

Then what’n’hell is holding up that pump 
outlet, stair railing and boat rack?

Sam Venable is an author, come-
dic entertainer, and humor colum-
nist 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.

2023 Stone of the Year:
Namib Bianco Marble

Best Cheer Stone, Inc. has spon-
sored the 2023 Natural Stone 
Institute Stone of the Year. Namib 

Bianco marble will be featured on 2023 
member certificates, membership code of 
ethics, and association marketing materials 
throughout the year.

Namib Bianco is an African white mar-
ble from the Best Cheer Stone, Inc. quarry 
in Karibib, Namibia. The crystalline white 
background emits subtle white and ivory 
toned veins spread and embedded through-
out the stone. Namib Bianco is a translu-
cent material, making it an ideal choice 
for creating backlit natural stone projects. 
It has a low water absorption rate and is 
higher in density compared to other white 
marbles, making it a good choice for home 
and commercial remodeling projects. 

To learn more about Namib Bianco mar-
ble and to learn about the Natural Stone 
Institute’s Stone of the Year program, visit  
www.naturalstoneinstitute.org .

The Natural Stone Institute is a trade 
association representing every aspect of the 
natural stone industry. The current mem-
bership exceeds 2,000 members in over 
50 nations. The association offers a wide 
array of technical and training resources, 
professional development opportuni-
ties, regulatory advocacy, and networking 
events. Two prominent publications—
the Dimension Stone Design Manual and 
Building Stone Magazine—raise aware-
ness within the natural stone industry and 
in the design community for best practices 
and uses of natural stone.

mailto:sam.venable%40outlook.com?subject=Thanks%2C%20Sam
mailto:sam.venable%40outlook.com?subject=Thanks%2C%20Sam
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The Slippery Rock Marketplace

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

Patented Undermount Sink Clips
FAST. SIMPLE. SECURE.

Integra Adhesives are the tube 
innovator and have the best 

color match website to make it 
the best/easiest in the industry.

All others are 
just imposters! www.integra-adhesives.com

www.FabricatorsCoach.com

• Plan Your Year
• Execute Your Plan
• Track Progress/Adapt

COACH ED CAN HELP YOU
GET IT DONE!

Start 2023 out RIGHT!

C
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A R K E T I N G C
O

.

Grow the Retail Side of your Countertop Company

https://countertopmarketingco.com/

to find out how we can help
BOOK A FREE STRATEGY CALL TODAY

You only get retail countertop jobs from  
    word-of-mouth leads and referrals.
You’ve tried marketing in the past and it didn’t    
    work to bring in jobs.
You don’t have a system to follow-up with 
    homeowners in order to close more jobs.

Material Handling • Air Tools  •  Electric Tools

Save BIG on  
Hercules stone  

transport solutions.

®
Quality Polyester, Vinyl  Ester, Enhancers  

BBIndustriesLLC.com    800-575-4401

Get the Latest in
Industry News

or go to www.stonemag.com/srg

Scan the
QR code

Every 1st & 3rd Wednesday

Twice-monthly

Every month

Every 2nd & 4th Wednesday

“I dream for a living. Once a month the sky 

falls on my head, I come to, and I see another 

movie I want to make.”  –Stephen Spielberg

Brazilian Natural Stone 
 Organizations Showcase 

 Diversity at StonExpo 2023

IN February 2023, ApexBrasil  (the Brazilian Trade 
and Investment Promotion Agency), in partner-

ship with Centrorochas (the Brazilian Center of Natural 
Stone Exporters), showcased Brazil’s diverse and unique 
natural stone offerings as part of the annual international 
StonExpo event at the Mandalay Bay Convention Center 
in Las Vegas. The Brazilian booth on the StonExpo trade 
show floor featured materials from 22 of Brazil’s leading 
exporters, including more than 40 varieties of natural stone 
from the country’s 12 geological types. Brazil’s inaugural 
presence at this year’s StonExpo celebrates the theme of 
“Brazilian Geodiversity, ‘Brazilianness’, and Art.”

Brazil’s leadership in the international stones market has 
grown steadily over recent years because of strong interna-
tional interest in the high-quality, unique natural stones found 
throughout Brazil’s five primary regions. In 2021, interna-
tional exports of Brazilian ornamental stone hit a record high 
of USD $1.34 billion, up 35.5% from USD $990 million  in 
2020, according to Centrorochas data. Despite widespread 
global supply chain interruptions, exports in 2022 remained 
strong at $1.28 billion, with expectations of further growth in 
2023. The United States is by far the largest importer of natu-
ral stone from Brazil, with more than 58% of Brazilian stone 
exports bound for the U.S., followed by Italy (13%) and China 
(8%) as the top three destinations.

Araciene Pessin – distinguished ornamental stones expert, 
CEO of Gramobras Granitos E Mármores, and CEO/designer 
of Áquila Stone Design – custom-designed the Brazilian exhi-
bition space at StonExpo to portray the country’s rich natural 
and cultural diversity. The space was anchored by a diverse 
array of ornamental stones and a quartz crystal map of Brazil 
to depict the country’s rivers and other geological features. 
Other one-of-a-kind displays featuring traditional Brazilian 
architectural techniques and cutting-edge fabrication meth-
ods created an immersive experience to give visitors a look 
into Brazil’s lush and serene natural environment from which 
these stones are quarried.

Please turn to page 25

The debut booth included 22 Brazilian exporters and  
more than 40 varieties of natural stone. 

http://email.prnewswire.com/ls/click?upn=OXp-2BEvHp8OzhyU1j9bSWuwMvMWelqIco5RbfBrouY-2BSImxVkoBGewVCXki3TNa-2BxyyieRjrU3Zg0cooFSddp4K8ft5HnrIm5D0xbOBxR8gxUz3iGYL0KxP1YAxQtgCsj-2FjenS4-2BQOW9GfPyFdy53bcpJbnew5g9vwa7gkpIPyUM-3D2Pnk_A2gxN4rkQOcX-2BEj-2FgaI6nz1HeOcno9RPlRWqrFrFvzvX3iasBUxhH8Y4EibC9Fqe1GB6VJbgAoWLrSemVIN4AhIFrVlv-2FrCI9LYbpD49hKfLXLwOlu5pMkrIg9nyDE9h0LqRfxEsVmuYwMMNPiRLol9SFV3KP3GT8ad26AY8jVdBX3DXrAls-2B2Kmf-2Fbndl9D1rF64SCpdN6I3kjbA8IMpDOBoF4-2BusFJrlN6gMZR4TXbBzeXGKBNVKYc5JowSSsAeQkbVp-2FO-2B1YR-2B-2FpwkBijJnRxcw96diuDjB9DeZ2ceXgDQv1CUoqXtku7lcg4qOMm5oY-2FmACvrqi5fAd3hbmFyFuAz9vuUFvAMQODkjJhzEt0Ca4PEoH8l6-2FRim2RTHNK
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The Slippery Rock Classifieds

List Your Items FREE
Both Print and Online!
www.SlipperyRockGazette.net

For Sale

Thibaut TC04 Numeric for sale. CNC 
bridge saw, it can be used in manual, semi 
auto and full CNC mode. The machine will 
take DXF files for full auto mode. Extra 
rolling conveyor tables. Great machine 
for a shop looking to increase production. 
$18,000 (buyer moves it). Call for pho-
tos and additional info. Contact: Robert 
Mazzille, 1-571-369-0012, rmazzille@
rugostone.com .

___________

Comandulli Speedy Edge Polishing 
Machine For Sale. Edge polishing machine 
for sale $14K OBO - Must sell! Located in 
Los Angeles, CA, the machine is in excel-
lent condition, low hours, Model Speedy 
System, Year 2006, Automatic Tool chang-
er, Pneumatic turntable for piece loading, 
pre-set programs visualized on “touch-
screen” control panel. Call: 310-328-8000, 
elizabeth@delorenzomarble.com .

___________

2019 Prodim Proliner 7 CS Digital 
Templating. Perfect Condition. Have too 
many, so we’re trying to sell one. Also have 
a 2016 model available. Will sell either 
machine. Includes aluminum tripod, 2 bat-
teries, charger, remote control, case. Asking 
$15,000 OBO. Contact: Rick Adams, 706-
318-3181,  radams@stargraniteinteriors.
com .

___________

SAVAGE SAW– Works great. 20 HP Blade 
Motor. 360° Rotating table (no tilt). 3 phase 
power. Motorized Gantry, Traverse, and Rise 
& Fall Motions. (does not miter). Works great, 
we are upgrading and we do not have room 
for it. $3,000.00 USA OBO: Contact granite 
works1960@gmail.com, Phone 605-225-
3679.

___________

2016 Prodium Proliner 7 CS Digital 
Templating. 2016 Proliner Model 7 
CS Series 2D3D machines. Serial num-
ber 07-1125. Asking $13,500. Contact: 

Stephen Adams, 706-318-3181, radams@
stargraniteinteriors.com .

___________

Rockford Planer. With over 150 shaping 
knifes. Perfect for Limestone. Asking price 
$12,000 USD.  Contact: Martin M, 403-
478-9293, martin@stone-concept.ca .

___________

2019 BACA Robo Sawjet for Sale. 
Excellent Condition, Low Hours: robot run-
time 575.18, waterjet runtime 227 hp, pump 
runtime 267.86, total saw motor run time 
295.51. Machine located in the Southeast. 
Additional information and pictures avail-
able. Priced to Sell: $250,000. Call 904-
613-6253, jennifer@jandjcorp.com .

___________

Jaguar 3 Park Industries Saw 2012. 
Jaguar 3 2012 dual table hydraulic steel 
legs 48˝ guard, 7,600 hr use 45 degree miter 
7,1000  USD.  Phone: 403-478-9293, mar-
tin@stone-concept.ca .

___________

Saber CNC. Park Industries CNC Saber 
saw. 1800 hours. Hydraulic table. Great 
Condition. $120,000.00. Contact: Roxanne 
Brown, 973-780-7862, roxanne@alphao-
megastone.com .

___________

Business Opportunities

Countertop Showrooms For Sale 
Established North Alabama business 
with a focus on quality work and excel-
lent reputation/reviews. Owner started 
the business in 2006 and wants to retire. 
Business has two showroom locations in 
high growth areas with ready made staff 
to support sales and service. Owner will 
provide help for smooth transition. Seller 
financing is available, however subject 

to final approval. Call 256-864-8050 or 
email info@nscountertops.com for addi-

tional information.
___________

Custom Stone Fabrication Business For 
Sale. This Central MN business has an 
excellent reputation for quality work. 
The owner has been in the business for 
over 44 years, started this business in 
2015 and is selling for personal rea-
sons. Sale includes all the equipment, 
16´ Morgan Box truck, showroom dis-
plays, furniture, computers and soft-
ware, etc. Owner will provide help for 
smooth transition. Real estate is leased 
and can be purchased. Phone: 320-251-
9300, sdevine@warnert.com. 

___________

Turn Key Shop. Looking to get out 
of the business. Shop is located just 
outside of Buffalo, New York. I am 
willing to take monthly payments, with 
some money down. We have 2 Intermac 
Master 43 CNCs, a Yukon 2 bridge saw, 
overhead crane with vac lifters– every-
thing you need to get started. Maybe 
some help, too – owner willing to 
stick around for the changeover. Email: 
stonetech45@gmail.com. 

___________

Limestone Fabrication Facility. Turnkey 
Limestone Fabrication business for sale 
in southern Indiana. We have all the 
equipment inside a 7200 Sq Ft Butler 
steel building with double girder over-
head crane. Please call for more infor-
mation. Contact: Michael Donham, 
812-829-5663, mdonham@accentlime 
stone.com. 

___________

Delaware Marble Sculptor Retiring & 
Selling Business After 60 Years. Selling 

Learn Stone & Tile Troubleshooting

Stone Forensics is once again 
offering its popular Stone Inspec-
tion Seminar as an affordable, self 
guided PowerPoint presentation. 

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

See the stoneforensics.com 
website for more online training 
opportunities.

Troubleshooting 
pitting and spalling, 
moisture, rust dam-
age and more will be 
covered in Dr. Fred’s 
in-depth class.

Call 321-514-6845   Stoneforensics.com

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

40 tons of granite, marble, precious 
stones like onyx and jasper, and some 
finished sculptures! Also lapidary 
equipment, diamond saws, and 300+ 
tools are for sale. Marble man has 
sold over 700 stone sculptures. Please 
call (302) 653-4810 for more infor-
mation. Located in Smyrna, DE – 30 
miles from Wilmington, DE. Contact: 
Richard H Bailey, 302-399-9777, 
www.richardhbailey.com.

___________

 Help Wanted

Saw Operator & Fabricator/Installer 
Needed. We are looking for someone who 
has experience operating a GMM/KTY-
350 saw. We are also looking for experi-
enced fabricators who know how to install 
as well. Experience required for both 
positions, and pay is based on experience. 
Looking for motivated and positive indi-
viduals who know how to communicate, 

be a team player, and work hard. We are 
located in Kailua, HI. Phone: (808) 351-
0676, qstonehawaii@gmail.com. 

___________

Hiring Countertop Fabricator & 
Installer. We are looking to fill 2 positions 
for a full-time fabricator and lead install-
er, skilled in natural stone and quartz 
fabrication. Must be dependable, detail 
oriented, a team player with a good work 
ethic, and willing to relocate to beautiful 
Kailua-Kona on the Big Island of Hawaii. 
Competitive pay based on Experience.   
Contact: All Natural Stone Fabrication, 
808-324-0410, info@allnaturalstone 
fab.com .

___________

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.

Ads not meeting guidelines 
will not be published. 

2023 
Classified Ad Deadlines

April 2023 Issue

Tuesday, February 21, 2023

May 2023 Issue

Tuesday, March 21, 2023

June 2023 Issue

Tuesday, April 25, 2023

•132 TON SPLITTING FORCE 
*CHOICE OF CONVEYOR DIRECTION

•18.9” BLADE LENGTH
•17.72” SPLITTING HEIGHT
• 11 KW PUMP UPGRADE 
• 4.44” PER SECOND DESCENT  
• 4.98” PER SECOND RETRACT              
• REINFORCED 13.12’ LONG CONVEYOR w/ HIGH SIDEBOARDS
• 39.37” WIDE, 37.4” HIGH, 3.94” PER SECOND SPEEDS
• TESTED and PRESSURES SET PRIOR TO SHIPMENT
• $52,775.00 USD SPLITTER w/o CONVEYOR

www.ApexEquipmentInternational.com

 (518) 499-0602 
ApexEquipIntl@Aol.com

IGLOO 480 X 450 120t
w/SHERPA T4R*  

EXW Whitehall, NY
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Grandma’s Kitchen is 
Now Open for Business

A Dane County, Wisconsin judge has 
ruled that people can sell a wide range of 
homemade food without a commercial 
license or kitchen.

Judge Rhonda Lanford issued the deci-
sion, the Wisconsin State Journal reported. 
The ruling expands the types of food that 
can be made and sold from home to items 
like candy, cocoa bombs, fried doughnuts 
and roasted coffee beans.

The ruling marks the second court vic-
tory in five years for three women who 
have been fighting to sell food from home.

Bed-and-breakfast owner Lisa Kivirist 
and farmers Dela Ends and Kriss 
Marion won a ruling in 2017 that a state 
ban on selling home-baked goods was 

The Slippery Rock 
Funny Pages

unconstitutional. They filed a follow-up 
lawsuit in 2021 arguing that people should 
be able to sell other shelf-stable goods out 
of their homes as well.

The Wisconsin Cottage Food 
Association, which represents people who 
make homemade foods for sale in the state, 
joined the lawsuit as a plaintiff.

State law has for years drawn a line 
between which types of shelf-stable food 
items are exempted from license and com-
mercial kitchen requirements. Statutes 
allow people to sell items like cider, maple 
syrup and pickles and allows nonprofit 
organizations and churches to sell all foods 
and meals.

State attorneys argued that food safety 
is the issue. But Lanford agreed with the 
plaintiffs’ arguments that homemade food 
is just as safe as other food. After all: how 
many generations of American have sur-
vived on “home-cooked food?”

BB Industries Hosts East Tennessee 
Veteran Open Golf Tournament

BB Industries is proud to host a team 
golfing event to raise funds for 

three local non-profit youth organizations: 
Naval Sea Cadet Corps, Young Marines, 
and Civil Air Patrol. These three groups are 
training future service members with foun-
dational leadership skills, core values, char-
acter, and military bearing. “These 3 youth 
programs are mentored by veterans from all 
branches of service. These young men and 
women are well-deserving of our full sup-
port,” said T.J. Johnson, retired Navy Chief 
and BBI Customer Sales Representative, 
who is helping to organize the tournament.

The tournament will be held Saturday, 
April 15, 2023, with tee-off at 09:00 AM, and 
wrapping up at 01:00 PM EDT, at the Avalon 
Golf and Country Club, located at
700 Turnberry Circle, Lenoir City, TN 37772. 
An after-event barbecue will wrap up the golf 
tournament.

How To Enter: 
To participate or sponsor this event, please 
register by selecting one of the two options 
below:
 Individual Golfer registration and Corporate 
sponsorship registration can be found here  
through the BBIndustriesllc.com website.

About the Funraiser Recipients:
United States Naval Sea Cadet Corps
The United States Naval Sea Cadet Corps 

is a Congressionally chartered organization 
launched in 1958. This U.S. Navy-sponsored 
organization serves to teach individuals about 
the sea-going military services, U.S. naval 
operations and training, community service, 
citizenship, and an understanding of disci-
pline and teamwork. The United States Naval 
Sea Cadet Corps (Sea Cadets) is a mari-
time- based youth program sponsored by the 
U.S. Navy and supported by the U.S. Coast 
Guard. Cadets train on naval bases and other 
military installations in a variety of military 
disciplines, always choosing adventure, seek-
ing challenges, and stepping outside of their 
comfort zones to prove to the world that 
Greatness Has No Age.

The Young Marines
The Young Marines is a national non-profit 

501c (3) youth education and service pro-
gram for boys and girls, aged eight through 
high school graduation. The Young Marines 

promotes the mental, moral and physical 
development of its members. The program 
focuses on teaching the values of leader-
ship, teamwork and self-discipline, so its 
members can live and promote a healthy, 
drug-free lifestyle. The Young Marines 
strengthens the lives of America’s youth by 
teaching the importance of self-confidence, 
academic achievement, honoring our veter-
ans, good citizenship, community service, 
and living a healthy, drug-free lifestyle. The 
Young Marines promotes the mental, moral, 
and physical development of its members. 
The program focuses on character building 
and leadership and promotes a lifestyle that 
is conducive to being productive members 
of society.

The Civil Air Patrol
Since Civil Air Patrol’s formation during 

the earliest days of World War II, this vig-
ilant organization of citizen Airmen has 
been committed to service to America. 
Founded on Dec. 1, 1941, to mobilize the 
nation’s civilian aviation resources for 
national defense service, CAP has evolved 
into a premier public service organization 
that still carries out emergency service mis-
sions when needed — in the air and on the 
ground. As a Total Force partner and auxil-
iary of the U.S. Air Force, Civil Air Patrol 
is there to search for and find the lost, pro-
vide comfort in times of disaster and work 
to keep the homeland safe. Its 56,000 mem-
bers selflessly devote their time, energy, 
and expertise toward the well-being of their 
communities, while also promoting aviation 
and related fields through aerospace/STEM 
education and helping shape future leaders 
through CAP’s cadet program.

“Good philosophy must 
exist, if  for no other reason, 
because bad philosophy 
needs to be answered.”
–  C. S. Lewis 

“I’ve learned that people will 
forget what you said, people 
will forget what you did, but 
people will never forget how 
you made them feel.”  
– Maya Angelou

“Direct deposit.”

https://www.bbindustriesllc.com/golf
http://BBIndustriesllc.com
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When was the last time you 
called someone a GOAT? 

Or declared an “inflection point” 
or answered a yes-or-no question 
with “absolutely”?

Probably too recently, says the 
faculty of Lake Superior State 
University, the Michigan col-
lege that releases an annual list 
of words that it says deserve to 
be “banished” from our vocabu-
laries over “misuse, overuse, and 
uselessness.” 

“Our nominators insisted, 
and our Arts and Letters faculty 
judges concurred, that to decree 
the Banished Words List 2023 as 
the GOAT is tantamount to gas-
lighting. Does that make sense?” 
said Rodney S. Hanley, the uni-
versity’s president, in a very seri-
ous statement announcing the 
new list. 

“Irregardless, moving forward, 
it is what it is: an absolutely 
amazing inflection point of pur-
poseless and ineptitude that over-
takes so many mouths and 
fingers,” Hanley added. 

Here’s the full list of the univer-
sity’s banished words and phrases 
for this year: 

1. GOAT

2. Inflection point 

Lake Superior 

Two people in Florida were ar-
rested after one of them made 

a 911 call to get help with moving 
their belongings from a home they 
were burglarizing, authorities said.

Deputies responded to a home 
one Saturday after a 911 call was 
made, but nobody spoke, the Polk 
County Sheriff’s Office said. At 
the home, the deputies concluded 
that nobody lived there, but they 
found a male suspect and his girl-
friend inside the home after enter-
ing it through an unlocked door.

Deputies had been searching for 
the male suspect after identifying 
him from security video as a bur-
glar at a Dollar General store in 
Poinciana, Florida, where several 
items were stolen earlier in the day, 
the sheriff’s office said in a state-
ment. Poinciana is about 35 miles 
(55 kilometers) south of Orlando.

While talking to deputies, the 
female suspect told them that she 
had called 911 for the purpose 
of having law enforcement help 
them move their belongings from 
the house they were burglarizing. 
They also wanted to get a ride to 
the airport so they could spend the 
weekend in New York, the sher-
iff’s office said.

“Deputies DID help them with 
their belongings, and DID give 
them a ride, but it wasn’t to the 
airport … it was to the Polk 
Pokey,” the sheriff’s office said 
in a Facebook post. “And they are 
welcome to stay there all weekend 
long. The Polk Pokey is much bet-
ter than New York anyway.”

The male suspect was charged 
with burglary and theft related to 
the store and also burglary of a res-
idence. The female suspect was 
charged with burglary of a resi-
dence, according to the sheriff’s 
office.

Help Line

© MARK ANDERSON. www.andertoons.com

“For the last time, they don’t bobble!” “After the ice breaker, team building, brain-
storming, two truths and a lie, and motiva-

tional huddle, it seems we’ve run out of time 
for the actual meeting!”

3. Quiet quitting

4. Gaslighting

5. Moving forward

6. Amazing

7. Does that make sense? 

8. Irregardless

9. Absolutely

10. It is what it is

Out of over 1,500 nominations 
— from people across the U.S. 
and as far afield as New Zealand 
and Namibia — judges declared 
that this year’s top offender is 
“GOAT,” the acronym for “great-
est of all time.”

Nominators and faculty alike 
found the term objectionable 
because of both its impossibil-
ity — how can anyone declare 
a single best of all time when 
another may come along in the 
future — and the liberal way the 
title is dispensed these days. 

“The singularity of ‘great-
est of all time’ cannot happen, 
no way, no how. And instead of 
being selectively administered, 
it’s readily conferred,” said Peter 
Szatmary, a spokesperson for 
Lake State, in the statement. 

(In the spirit of full disclosure, a 

review of NPR transcripts reveals 
at least 17 candidates for GOAT 
they’ve mentioned on air in 2022 
alone, including soccer play-
ers Pelé, Lionel Messi and Diego 
Maradona; long-distance run-
ner  Eliud Kipchoge; U.S. 
track Olympian  Allyson Felix; 
women’s tennis star  Serena 
Williams  alongside a trio of 
her male colleagues:  Roger 
Federer, Novak Djokovic and 
Rafael Nadal; quarterback  Tom 
Brady; hockey player  Wayne 
Gretzky; NBA standouts Michael 
Jordan,  LeBron James  and  Bill 
Russell; surfer  Kelly Slater; the 
video game  Elden Ring; and 
a  Pakistani goat with very long 
ears.) 

In a more serious example, 
some worried that overuse of 
the term “gaslighting” hurts 
the word’s ability to describe 
a specific type of dangerous 
psychological manipulation. 
(Look-ups for the word’s defini-
tion increased more than 1,700% 
in 2022, said Merriam-Webster 
when it announced “gaslighting” 
as 2022’s word of the year.) 

Hundreds of words and over-
used zphrases have been “ban-
ished” by LSSU since 1976. 

Over the years, LSSU has 
received tens of thousands of 
nominations for its annual list. 

Frequently targeted are 
of-the-moment phrases like “in 
these uncertain times” (banished 
in 2021 after so many COVID-
related messages began with 
that phrase in 2020), “informa-
tion superhighway” (banished in 
1995) and “filmed before a live 
studio audience” (such a vice it 
was banished twice, first in 1987 
and then in 1990). 

Joining them are common lin-
guistic bugaboos — frequently 
misused words like “impact,” 
redundancies like “exact same” 
and “completely empty,” or 
overly verbose phrases like “at 
this point in time.” (“Why not say 
‘now,’ or ‘today?’” a 1976 nomi-
nator asked.) 

Others have been words and 
phrases that are genuinely offen-
sive. For 1982, a mother encour-
aged the banishment of the word 
“retarded,” writing that her 
daughter with a mental disability 
would “with proper stimulation... 
be able to learn and to under-
stand much more than we believe 
possible.”

“You know you’re in love 
when you can’t fall asleep 

because reality is finally bet-
ter than your dreams.” 

– Dr. Seuss
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MARBLE         GRANITE         QUARTZ         CERAMIC

  Scan QR code
  for details!

Our smooth,
transparent,
low- yellowing,
signature formula.
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Southern California
Las Vegas, NV
Wisconsin
Indiana
Louisville, KY

St. Louis, MO
Jackson, WY
Orlando, FL
Oklahoma
Mississippi

Currently we are looking for new companies to join 
the group’s partnership in the following areas:

To learn more about becoming a member 
contact Jon Lancto:  
jonl@Artisan-counters.com

The Artisan Group members were among the first stone 
fabricators in the world to achieve full accreditation with 
the Natural Stone Institute, with each member rigorously 
tested on quality, safety, and service.

The Artisan Group is facilitated by our member partner Architectural Surfaces.

WANT TO JOIN THE 
ARTISAN GROUP?
The Artisan Group is an elite North American 
partnership and network of independent countertop 
professionals, that are looking to grow their group. 
Each Artisan member is an owner of the group and 
enjoy the benefits of the group with protected 
territories allowing the exchange of best practices.

displaying their products this week 
at StonExpo are prime trade part-
ners for international manufactur-
ers. Together with our partners at 
ApexBrasil, Centrorochas – through 
‘It’s Natural’, a sectoral project 
focused on increasing international 
awareness of Brazilian natural 
stones – is dedicated to encourag-
ing further internationalization of 
the segment to ultimately build on 
the momentum of Brazilian stone 
exports from the past few years.”

“The goal of this project was to 
select 40 ornamental stones from 
12 different geological types, and 
bring them together in a display that 
tells the story of the natural artistic 
aspects of the country’s raw mate-
rials,” explained Pessin. “Brazil’s 
rich beauty and diversity are evident 
in the country’s natural stone prod-
ucts, and we are excited to showcase 
these products for the world to see.”

For StonExpo attendees interested 
in learning more about Brazil’s nat-
ural stone products, Centrorochas 
vice president Fabio Cruz and inter-
national stone consultant Paulo 
Giafarov hosted an informative lec-
ture, titled “Get to Know the Power 
of Brazilian Natural Stones.” Topics 
he covered included Brazil’s unique 
geological diversity and the modern 

fabrication technologies used by 
Brazilian manufacturers to reduce 
waste and water usage. 

“This is our first direct participa-
tion at StonExpo and we are very 
optimistic about the business oppor-
tunities and connections that can be 
made with North American archi-
tects, designers, and builders,” 
added Centrorochas president, Tales 
Machado. “Brazil is a country with a 
diverse variety of ornamental stones 
and the Brazilian companies that are 

ApexBrasil considers the orna-
mental stones industry as a key 
priority sector. To learn more 
about ApexBrasil and other trade 
sectors the agency supports, 
visit:  www.apexbrasil.com.br/en/
trade-sectors.

The Brazilian Trade and 
Investment Promotion Agency 
(ApexBrasil) works to pro-
mote Brazilian products and ser-
vices abroad, and to attract 
foreign investment to strate-
gic sectors of the Brazilian econ-
omy.  ApexBrasil  organizes several 
initiatives aiming to promote 
Brazilian exports abroad. The 
Agency’s efforts comprise trade 
and prospective missions, busi-
ness rounds, support for the par-
ticipation of Brazilian companies 
in major international trade fairs, 
arrangement of technical visits of 
buyers and opinion makers to learn 
about the Brazilian productive 

Continued from page 20

structure, and other select activities 
designed to strengthen the country’s 
branding abroad.  ApexBrasil  also 
plays a leading role in attracting 
foreign direct investment (FDI) to 
Brazil, by working to identify busi-
ness opportunities, promoting stra-
tegic events and lending support to 
foreign investors willing to allocate 
resources in Brazil.  ApexBrasil  is 
an agency linked to the Ministry of 
Development, Industry, Trade and 
Services (MDIC).

The Brazilian Center of Natural 
Stone Exporters (Centrorochas) is 
present in all the national demands 
to increase the competitiveness of 
the natural stone sector. The entity 
acts directly supporting the pro-
cedures related to the presence of 
Brazilian entrepreneurs abroad, 
combining commercial and opera-
tional activities related to the devel-
opment and evolution of Brazilian 
companies.

Brazilian Natural Stone

http://www.apexbrasil.com.br/en/trade-sectors
http://www.apexbrasil.com.br/en/trade-sectors
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Hercules A-Frame Slab 
Storage Racks #6698

Capacity: 15,400 Lbs. Per Side

– Your complete source for storing and transporting stone –

Hercules Shop Cart #6706
Capacity: 2,200 Lbs.

Hercules 8 Ft. Kitchen 
Transport Rack with 
White Rubber #6731

Capacity: 30,800 Lbs. 
(Also available at 6 Ft.)

MATERIAL HANDLING SOLUTIONS

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

“Hercules A-Frames are very sturdy, 
nice looking and professionally-built. I was 
surprised that they came with the wooden 
inserts, to keep the slabs from sliding off, 
which was very much needed. We stock 
around 3,000 slabs, and now all of them 

are on display for ease of viewing.” 
 – Terry Bortolotti, G.M.S. Werks /

Universal Terrazzo & Tile Co.

MATERIAL HANDLING SOLUTIONS

800-575-4401www.BBIndustriesLLC.com

All Your Fabrication Needs...Including the

Kitchen Sink

NEW!

Featuring the NEW 
15R radius and 
porcelain vanity sinks

BB Industries is proud to present Envy™  
an expanded line of top quality Stainless Steel sinks. 
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