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WHAT’SInside

Mission
To define and promote memorialization in a viable, innovative and diversified way for  
the membership and to enhance the awareness of memorialization by the general public  

and the remembrance industry.

ON THE COVER
The form of this simple yet elegant memorial, by Bran Oswalt of Brown 
Memorials in Florence, South Carolina, was derived from a study of perfume 
bottles, a favorite practice of Gene Faehnle. 

Shortly after Crispin’s passing, her mother, while visiting the grave, was 
greeted by a blue butterfly.  It rested upon her hand and comforted her.  The blue 
butterfly, symbolizing hope, became the memorial’s theme.  The flowing design 
represents the wandering path of a butterfly. The blue patina butterfly rests on a 
heart above a tooled background.
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It’s mid-May as I write this, and if you are 
like me, you are so tired of hearing about 
COVID-19 that you could scream. But, we 
have to face the reality of the situation and 
be patient during these difficult times. In an 
effort to better understand how the pandemic 
has impacted our industry, where we might 
be headed, and what the next several months 
might look like, we recently surveyed the 
membership. The results of the survey are 
included in this issue of the magazine, and I 
hope you will find the information useful.

I need a break from the deluge of bad news, 
bad modeling, and morbid statistics. I need 
to kick back with my friends, cut loose, and 
party like a rock star! Just where does all that 
happen, you ask? The answer, my friends, is it 
happens in Cleveland! Yes, Cleveland.

Cleveland is home to Past President Mike 
Johns. Cleveland is home to the Rock & Roll 
Hall of Fame. Cleveland is home to some 
great sports franchises. Cleveland is home 
to one of the best cemeteries I have ever 
toured—Lake View. Best of all, Cleveland is the 
site of our upcoming full display monument 
industry show, from March 3–8, 2021.

Katie Gast and her Convention Committee 
are hard at work planning an amazing 
experience for all of us in Cleveland. The 
Convention Committee is working in concert 
with Jonathan Modlich and his Education 
Committee to make Cleveland one for the 
ages. 

After suffering through the spring of 2020, 
you deserve great education sessions held 
in a first-rate facility. You deserve the largest 
monument industry display for retailers 
in North America, filled with products and 
services offered by our supplier partners. Most 
of all, after everything that has happened 
in 2020, you deserve to kick back with our 
friends, family, co-workers, and associates and 
to party like a rock star! You will get all that, 
and more, in Cleveland.

We need your help to make the Cleveland 
convention the experience you deserve. First 
of all, you need to attend the convention. 
Without you, we can’t make Cleveland a 
success. Secondly, we need you to help plan 
our agenda. Plans are progressing, but nothing 
is written in stone yet (sorry, I couldn’t help 
myself). 

Now’s your chance. This is your convention, 
and we want to make sure it exceeds your 
expectations. Have you ever attended a 
convention in the past and asked yourself 
“I wonder why they don’t do this” or “I 
wonder why they always do that”? Have you 
ever said to yourself “if I was running this 
convention, things would be different?” As I 
said, this is your convention, so here is your 
opportunity to make Cleveland one for the 
ages. Drop a quick email to me at president@
monumentbuilders.org with your ideas or 
comments, and we will do our best to make it 
happen.  MB

PRESIDENT’S

One For the Ages

M E S S A G E

By Ken Reeson, AICA, 2020-2021 MBNA President
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A History of High Standards in 
Association Management

Management Solutions Plus (MSP) was founded in 1993 
to provide a high level of service to associations and 
nonprofits requiring a cost-effective management model. 
Today, we are still serving our first client as well as many 
long-term clients with the same energy and dedication 
to quality association management that inspired our 
founding. Our success and longevity comes from our 
commitment to the success and longevity of our clients.

We are also proud to be one of a select number of 
association management companies to earn accreditation 
from one of our industry’s most respected organizations, 
the Association Management Companies Institute (AMCi). 

Partnering in Your Association’s Success

Contact Us: msp-amc.com

Follow Us:

The MBNA Team
Executive Services

Charles (Chip) W.L. Deale, FASAE, 
CAE―Executive Director

Member Services

Charlene Telemaque, CMP,  
Member Services Coordinator

Meetings Management

Grace Jan, CAE, CMP, Senior Vice 
President, Meetings Management

Morgan Prior, Meetings Manager

Melissa Badami, CMP, CGMP, 
Sponsorship Sales Manager

Communications

Julie Hill, Senior Marketing Director

Meghan Maker, Marketing 
Coordinator

Deryck White, Web Manager

Lynne Agoston, Technical Editor

Maryia Alenchyk, Production 
Manager

Finance

Dawn Rosenfeld, Director of 
Accounting Services

The Granite People

DakotaGranite.com     dakota@dakgran.com     1-800-843-3333

Since 1925, our family-owned wholesale granite 
company has helped memorialists tell a family's 
story through timeless works of art.

We are proud of our 95 years building relationships 
and providing unmatched quality and service.

Why choose Dakota Granite?

benches
civic memorials
signage
sculpted work

Over 30 colors available!
monuments
mausoleums
columbariums
cremation units

HYATT’S
Monument Production Package
The flexibility of the 536 GTS permits 
cutting 10, 12, 15, 18, 21, 25 and 
30-inch stencil. An additional benefit 
is that the 536 GTS cuts to the edge of 
the holes on both sides of the material 
allowing a 2-OX2-0 die to cut perfectly 
between the hole punch pattern. Made in USA.

Package includes: 
• Allen 536GTS 36" Sprocket Cutter
• Gerber OMEGA CS Cut Solution Software
• Design Mart Premium
• Allen Datagraph 2-year Warranty
• Telephone training and support available for 

90 days from purchase using GoToMeetingTM

• Freight via truck

Only $12,785.00
 Lease Payment Cost to Own Cost to Own
 Per Month Per Day Per Hour
  $302.88 $9.83 $1.23

    CALL: 1-800-234-9288  ext. 301    FAX:  (716) 884-3943   E-MAIL: monument@hyatts.com   WEB:  www.hyatts.com

We also carry a wide range of stencil cutters and software.

Non-Laser Easy to Use. Reliable.

DiamondEdge 
Portable Sprinter
• 15.7" x 23.6" Image Area
• Portable and can be positioned 

directly over the stone.

Our Most Popular Stencil Cutting Package!

The DiamondEdge Impact Etcher 
Series can etch a wide range of 
images (including portraits and 

landscapes) onto granite, tile, glass 
and more. It connects easily to your 

laptop or desktop computer.

DiamondEdge 
SuperMax with a larger bed size

•  63% larger than 
 DiamondEdge-Max
•  39.4" x 63" Image Area
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Management Solutions Plus (MSP) was founded in 1993
to provide a high level of service to associations and
nonprofits requiring a cost-effective management model.
Today, we are still serving our first client as well as many
long-term clients with the same energy and dedication
to quality association management that inspired our
founding. Our success and longevity comes from our
commitment to the success and longevity of our clients.

We are also proud to be one of a select number of
association management companies to earn accreditation
from one of our industry’s most respected organizations,
the Association Management Companies Institute (AMCi).

The MBNA Team
Executive Services
Shawn P. McLaughlin, AIF® – CEO

Charles (Chip) W.L. Deale, FASAE,
CAE – Executive Director
info@monumentbuilders.org

Member Services
Charlene Telemaque, CMP,
Member Services Coordinator

Meetings Management
Grace Jan, CAE, CMP, Senior Vice 
President, Meetings Management

Morgan Prior, Meetings Manager

Melissa Badami, CMP, CGMP,
Sponsorship Sales Manager

Communications
Julie Hill, Senior Marketing Director

Meghan Maker, Marketing Specialist

Deryck White, Web Manager

Lynne Agoston, Managing Editor

Maryia Alenchyk, Production Manager

Finance
Dawn Rosenfeld, Director of  
Accounting Services
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MBNA KEY STAFF

 
In 2017, Shawn P. McLaughlin, AIF, became CEO and owner of MSP. With more than 35 years of 
experience in the financial industry, he has extensive knowledge in the nonprofit community 
and helping organizations reach their financial goals. Shawn is also the president and CEO of 
McLaughlin Ryder Investments, Inc. His philosophy is to focus on the long-term relationships 
with and successes of each of his clients, his staff members, and the community.  Shawn’s 
emphasis on exceptional service and high ethical standards has garnered the respect and 
loyalty of his clients. 
 
Shawn earned a B.S. in business administration from Georgetown University and continues to 
serve as a mentor to students in Georgetown’s McDonough School of Business. He has been 
active in the Northern Virginia business and civic communities for more than 30 years.

 
MBNA’s executive director Charles (Chip) Deale is a career association executive with four 
decades of senior-level nonprofit experience. He has held the position of vice president of 
membership and chapter relations at Financial Executives International (FEI), representing 
individuals holding policy-making positions in corporate financial management. Before joining 
the FEI staff, Chip was executive director at the National Press Photographers Association 
(NPPA), the organization serving visual journalists in all news media. For over 13 years, he 
also was the head of society relations at CFA Institute, the global association of investment 
professionals.

Throughout his career, Chip has been actively involved in national and regional organizations 
representing the association management profession. For example, at the American Society 
of Association Executives (ASAE), he served a three-year term on the board of directors from 
2006–2009. Most recently, he was named to the 2015 class of ASAE fellows, one of only 250 
individuals to have been bestowed with this honorary recognition since the program began in 
1986. In August 2007, he received ASAE’s “Professional Performance Award,” which recognizes 
exemplary contributions and service by an association executive serving in a non-CEO capacity.
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recognition since 
the program began 
in 1986. In August 
2007, he received 
ASAE’s “Professional 
Performance 
Award,” which 
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contributions 
and service by an 
association executive 
serving in a non-CEO 
capacity.
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MEMBER SERVICES TEAM
The Member Services Team has a combined 68 years of experience servicing MSP’s clients. 
The team serves as the first point of contact with all clients. Team members bring strong 
organizational and writing skills, the ability to juggle multiple tasks, and a genuine commitment 
to developing strong relationships with their constituents.

While MBNA has an assigned member services team member, the entire team maintains a 
working knowledge of all clients and their programs and services, websites, registration 
systems, and databases. In this way, calls are answered quickly, and many issues addressed 
without the need to transfer a call.

 
Charlene Telemaque serves as a member services coordinator for several MSP clients. She 
brings over 15 years of experience in customer service and support, office management, 
project management, ecommerce, sales, and event/meeting planning. In addition, for several 
years she has worked as an operations specialist for several nonprofits for whom she continues 
to volunteer, as giving back to our communities is very important to her personal mission. 
Charlene graduated with a B.S. degree in business administration and atmospheric sciences 
from Towson University.

MEETINGS TEAM
MSP prides itself on the quality meetings that it brings to reality—from 10-person board 
meetings to 1,300-person conventions, and events of all sizes in between. It doesn’t matter 
how small or large the meeting is, we ensure that every event is of the highest quality. 

Our experienced Meetings Team manages over 50 global meetings per year and has worked 
with all aspects of meetings, including site selection, contract negotiations, program 
development, speaker management, exhibits management, sponsorship solicitation, special 
events, housing, and registration. Our team has established strong and positive industry 
relationships, which in turn has benefited each of our clients when searching for venues and 
negotiating contracts.
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MSP prides itself on the quality meetings that 
it brings to reality – from 10-person board
meetings to 1,300-person conventions, and 
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how small or large the meeting is, we ensure 
that every event is of the highest quality.

Our experienced Meetings Team manages 
over 50 global meetings per year 
and has worked with all aspects 
of meetings, including site 
selection, contract negotiations, 
program development, 
speaker management, exhibits 
management, sponsorship 
solicitation, special
events, housing, and registration. 
Our team has established 
strong and positive industry 
relationships, which in turn has 
benefited each of our clients 
when searching for venues and 
negotiating contracts.
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As senior vice president of meetings 
management, Grace Jan oversees the Meetings 
and Marketing Teams. The Meetings Team 
negotiates and coordinates the various 
meeting logistics for MSP’s clients. Grace 
is in charge of site selection and contract 
negotiations and oversees the transition 
of new client meetings. With over 30 years 
of meeting planning experience, Grace has 
worked for two other associations – the Water 
Environment Federation and the American 
College of Cardiology – where she handled 
national and international conferences ranging 
from 200 to 30,000 attendees.

Grace is well connected and highly 
respected within the meetings industry and 
has served on various hotel, convention, and 
visitor bureau boards. Grace has served as 
a past chair of the Association of Meeting 
Professionals (AMPs) and a past member of 
the Events Industry Council’s (EIC) Certified 
Meeting Professionals Board of Directors. She 
is a tough but fair negotiator who understands 
the value that our client meetings bring to 
the hospitality industry. Grace has been very 
successful in negotiating multi-program, 
multi-hotel deals to give clients the most cost-
effective deals while keeping rates stagnant 
for over 20 years. Grace takes the time to learn 
each client association’s culture and tailors its 

meetings to fit its unique needs. She values 
the differences and applies that knowledge 
– providing stellar service for each client 
meeting.

Morgan Prior is MBNA ’s meetings manager 
providing a full range of services from 
speaker management to meeting logistics. 
She graduated from SUNY Morrisville with 
a BBA in Resort and Recreation Service 
Management. Prior to Management Solutions 
Plus, Morgan was the Special Events and 
Membership Coordinator at a private 
community outside of Asheville, North 
Carolina.

Melissa Badami, CMP, CGMP, comes to MSP 
with over 15 years of experience in sales 
and marketing for the meetings and travel 
industry. As sponsorship sales manager, 
she is responsible for managing the 
planning, budgeting, and sales of MSP client 
sponsorships and exhibits. Prior to joining 
MSP, Melissa worked on site selection, contract 
negotiation, conception to completion 
on conference and exhibition events, and 
business development for individual event-
planning franchisees. She is also a U.S. Air 
Force veteran with skills in SERE (Survival, 
Evasion, Resistance and Escape) training.

Melissa is working on completing her 
Certified in Exhibition Management (CEM) 
and is an active member of the International 
Association of Exhibitions and Events 
(IAEE), the Society of Government Meeting 
Professionals (SGMP) National Chapter, and 
Meeting Professionals International (MPI).
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responsible for managing the planning, budgeting, and sales of MSP client sponsorships and 
exhibits. Prior to joining MSP, Melissa worked on site selection, contract negotiation, conception 
to completion on conference and exhibition events, and business development for individual 
event-planning franchisees. She is also a U.S. Air Force veteran with skills in SERE (Survival, 
Evasion, Resistance and Escape) training.

Melissa is working on completing her Certified in Exhibition Management (CEM) and is an 
active member of the International Association of Exhibitions and Events (IAEE), the Society 
of Government Meeting Professionals (SGMP) National Chapter, and Meeting Professionals 
International (MPI).

MARKETING/COMMUNICATIONS TEAM
MSP’s award-winning Marketing and Communications Team brings more than 60 years of 
combined experience to our clients. The team approaches every project as an opportunity 
to gain maximum client visibility. MBNA will enjoy the team’s ability to listen to their key 
objectives, concerns, and challenges to develop materials that accurately and creatively reflect 
their core messages. Promotional pieces are designed to communicate value, keep members 
engaged, and market programs to the right audience with the right message, which results in 
higher membership, retention, and program participation.

As a team whose services are shared by all of MSP’s clients, the Marketing and Communications 
Team is able to take advantage of best practices research and insight on successful projects 
that may benefit other clients. 

 
Julie Hill joined the MSP staff as marketing director in 2010, bringing more than 25 years of 
marketing experience to MSP and our clients. With a combined background in both nonprofit 
and private industries, she approaches every project as an opportunity to gain maximum 
visibility — no matter what size the budget. Julie has developed successful rebranding 
campaigns for associations; redesigned websites; and marketed conferences, membership, 
publications, designation and educational programs, awards, and leadership programs. Her 
expertise includes designing in-depth marketing strategies and plans, developing budgets, 
writing copy, working with and directing the production and implementation process, and 
measuring campaign results. She loves working and collaborating with member volunteers. 
Clients appreciate Julie’s ability to listen to their key objectives, concerns and challenges to 
accurately and creatively reflect their core messages.
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to accurately and creatively reflect their core 
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Meghan Maker is a graduate of Mercyhurst 
University, where she earned her bachelor’s 
degree in communication with minors 
in social media & web management and 
international relations & diplomacy. She has a 
passion for social media and enjoys exercising 
both sides of her brain with creative concepts 
and analytical thinking. Meghan has had 
several internships, including with the U.S. 
Department of State, the USDA Forest Service, 
and Special Olympics of Pennsylvania.
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Deryck White brings more than 20 years of 
web and graphic design experience to his 
role as website manager at MSP. His prior 
agency work with commercial enterprises, 
trade associations, and non-profits 
throughout the DC area involved all aspects 
of daily website operations. With particular 
focus on redesigns and launches, UI/UX 
streamlining, SEO implementation, media 
creation, member database integration, and 
routine back-end functions, Deryck handles 
all aspects of web design for the diverse 
MSP client base.

Managing editor Lynne Agoston joined the 
MSP staff in 2013. She is a creative and 
versatile communications professional who 
brings more than 20 years of experience to 
MSP. Lynne serves on multiple client teams 
and ensures that all MSP products are of 
the highest quality. MSP’s clients benefit 
from her keen attention to detail in editing 
all work products, effective communication 
and organizational skills, and her ability to 
juggle tasks simultaneously and meet tight 
deadlines. Prior to MSP, Lynne spent 16 years 
at a consulting firm, where she managed 
a variety of projects for government and 
private sector clients and served as the 
company’s managing editor and one of 
its quality assurance officers. Her past 
experience also includes two years as 
a senior staff assistant for the National 
Governors Association, where she helped 
governors build consensus on a variety of 
environmental issues.
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Maryia Alenchyk joined MSP in January 
2020, bringing over 10 years of experience 
in graphic design and production. Maryia’s 
expertise includes corporate and brand 
identities, packaging and event design, and 
production. She has experience as a graphic 
design producer and senior production 
manager at leading marketing and PR 
agencies. A number of projects from her
portfolio are winners of Red Dot and iF 
Design Awards, ranging from a broad cross-
section of industries, including public and 
private sector, global, and local brands such 
as MasterCard, Coca-Cola, Hasbro, Danone, 
Axa, Avon, Mondelez, Ukrnafta, Bizol, Philips, 
Sony, Shell, UNICEF, and Sanofi.

FINANCE

As director of accounting services, Dawn 
Rosenfeld is responsible for managing all 
client financial activities. She processes 
payments and invoices; processes deposits 
and follow up on receivables, as needed; 
prepares financial reports; and works with 
outside auditors and tax preparers. Dawn 
troubleshoots, provides analysis to keep 
all accounts running smoothly, and works 
closely with the client team on financial 
reporting and to make sure the information 
is accurate and has been approved. MB

A History of High Standards in 
Association Management

Management Solutions Plus (MSP) was founded in 1993 
to provide a high level of service to associations and 
nonprofits requiring a cost-effective management model. 
Today, we are still serving our first client as well as many 
long-term clients with the same energy and dedication 
to quality association management that inspired our 
founding. Our success and longevity comes from our 
commitment to the success and longevity of our clients.

We are also proud to be one of a select number of 
association management companies to earn accreditation 
from one of our industry’s most respected organizations, 
the Association Management Companies Institute (AMCi). 

Partnering in Your Association’s Success

Contact Us: msp-amc.com

Follow Us:

The MBNA Team
Executive Services

Charles (Chip) W.L. Deale, FASAE, 
CAE―Executive Director

Member Services

Charlene Telemaque, CMP,  
Member Services Coordinator

Meetings Management

Grace Jan, CAE, CMP, Senior Vice 
President, Meetings Management

Morgan Prior, Meetings Manager

Melissa Badami, CMP, CGMP, 
Sponsorship Sales Manager

Communications

Julie Hill, Senior Marketing Director

Meghan Maker, Marketing 
Coordinator

Deryck White, Web Manager

Lynne Agoston, Technical Editor

Maryia Alenchyk, Production 
Manager

Finance

Dawn Rosenfeld, Director of 
Accounting Services
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(Editor’s Note: The COVID-19 pandemic has 
made an impact on North American businesses 
like nothing else over the past century. How has 
it affected the North American quarrying and 
stone industry relative to the monument builder 
marketplace? MBNews talked to some association 
and industry leaders about the short- and long-
term effects. Following these interviews, you will 
find the results of a COVID-19 membership survey 
that MBNA conducted.)

How has the COVID-19 health pandemic 
affected the North American manufacturers? 
Mike Zniewski: It has really been different due 
to state/province and regional concerns for 
safety. Our company closed for about 10 days 

so we could reassess some things and ensure 
employee health. Some of our employees are 
still working remotely as can be accommodated.
Many other companies around North America 
closed for a while for the same reasons. 
Others did not close at all. It depended upon 
management decisions and local severity.

Doug Grahn: Our BGA member companies 
had just returned from a planned seasonal 
shutdown when Vermont Governor Phil Scott 
signed an executive order shutting down all 
but “essential” businesses due to COVID-19. 
Although we asked for an exemption due to 
our connection to an essential supply chain, our 
request was denied, and member companies 

Mike Zniewski, 
President/CEO of Rex 
Granite Company, and 
President of the MBNA 

Manufacturers and 
Wholesalers Division—

St. Cloud, Minnesota

Nevin C. Nelson 
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Association, Inc.—
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were forced to shut down on March 25. 
There were only two small exceptions 

granted, due to government contracts not 
related to our monument production. In 
response to the shutdown, the BGA formed a 
COVID-19 Safety Committee, which developed a 
comprehensive COVID-19 safety plan that was 
submitted to the Vermont Agency of Commerce 
and Community Development and Governor 
Scott. 

Due to our shutdown, as well as quarantines 
and retailer shutdowns, business during this 
period of time was significantly impacted.  

Nevin C. Nelson: It affected us quite a bit, as it 
has most of the North American manufacturers. 
We were having a stellar year in all aspects for 
the first quarter, then the second quarter slow 
down hit because of the virus. And now we 
hope to recoup our year in the third and fourth 
quarter. It is going to be tough!

Christopher J. Kubas: For the EGA members, 
the COVID-19 situation did bring some 
disruption to the manufacturing process and 
to the ability of these manufacturers to service 
their customers in other parts of the country. 
Primarily, the inability to ship product and 
have it received by the customer provided the 
biggest obstacle. 

Many of EGA customers in other states 
were completely shut down and not allowed 
to receive deliveries. On the flip side of this 
issue, many of the EGA members were able to 
process backlogged orders, allowing them to 
get caught up and have deliveries ready for 
shipment as states began to re-open. The EGA 
quarry operations were also able to catch up 
production, which had been stifled by a very 
rainy and wet first quarter of 2020.

How has that related to the monument retailer 
marketplace? 
Mike Zniewski: A lot of our customers were not 
closed because they are smaller. I talked to a 
couple customers, and over the last month and 
a half they have been really slow.
But, because we have a wide variety of 

customers from all over North America, their 
business viability depended on their location. 
Some states and provinces were tightly run, 
others more open; it is all about landscape 
diversity. And it is how secure and safe their 
customers feel that makes the difference.

One major customer shutdown completely, 
and others were not affected one bit. A 
customer recently told me their business is kind 
of coming back, I heard from another that it 
is slowly coming back, and I talked to another 
that said business was great and the COVID 
pandemic never affected his business at all.

Doug Grahn: I’d like to thank our retailers 
and customers for their patience during our 
shutdown. We want them to know we are now 
doing everything possible to meet their needs.  

Their cooperation has allowed our member 
firms to ramp up production to meet demand, 
and we now expect to have a solid year 
financially.

Nevin C. Nelson: As manufacturers, we can only 
speculate on what is happening with retailers 
based on the buying trends we are seeing here. 
But cremation has had such a large impact on 
monument sales as it is, well before COVID-19 
hit. 

Our monument sales have declined, for sure, 
and cremation products have never been more 
in demand. I can only imagine this will expedite 
the increase in cremation rates and further 
impact monument sales.

The logistics side of the business has 
also met with significant change. Trucking 
companies are just not having to haul anything 
close to what they have done in the past.

Christopher J. Kubas: The EGA manufacturers 
are reporting that orders are starting to 
rebound and that they are returning to pre-
COVID-19 production volumes. 
 
Has this established any long-term impacts on 
the North American marketplace?
Mike Zniewski: The Chinese tariffs may change 
the way we do business in North America, which 

THE CHALLENGE OF THE COVID-19 PANDEMIC
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is somewhat tied to the pandemic. And, imports 
from India are still shut down, so international 
imports may be affected for a few more months.

We, of course, always support North American 
products. And current international trade 
aspects are making these imports a little more 
unaffordable, or unavailable for the time being.

We will have to see in two to three months 
how this runs the course. As for now, some 
people are still getting international containers, 
but there is a lag in terms of when they may get 
here. Unless the international manufacturers 
speed up production or distribute faster, it may 
make some North American retailers think 
about their supply chain.

Doug Grahn: Our safety plan and its 
thoroughness was well-received by the 
administration, and our sector was one of the 
first reopened in a phased-in approach on April 
27, with a maximum of five employees per 
location. 

To be certain we opened safely for all, we 
hired a health and safety consultant for a 
mandatory training session prior to reopening. On 
May 4, we were given clearance to increase the 
employee count to 10, and on May 11, we were 
finally able to get back to full strength again. 

Nevin C. Nelson: We are fairly diversified and 
have numerous other business markets other 
than memorials. So, we have been operating 
without any layoffs. But, our production was 
often without any gaps…this year we have had 
quite a bit of time available.

One positive for North American 
manufacturers has been the challenge on 
international imports. While we are not in 
that market, we have heard from a number of 
sources and colleagues that imports have been 
made more difficult due to virus protection.

Christopher J. Kubas: At this early stage of 
returning to pre-COVID manufacturing, the data 
relating to long-term effects, if any, are not 
yet available. However, current manufacturing 
indications are showing positive signs of 
incoming orders. 

Have there been any long-term changes to 
manufacturing processes or customer service 
because of this?
Mike Zniewski: We have had to change a lot 
of internal safety procedures; more people are 
wearing masks and gloves in the office, and 
we had to shut down our lunchroom and ask 
people to eat outside or in their vehicles. Our 
production processes may have slowed a bit to 
ensure that health and safety are maintained, 
but nothing has substantively changed.

There might be some additional 
manufacturing procedure changes by 
companies, but none that I am aware of at this 
time. Retailers may actually be doing more 
online marketing and sales, which technology 
has been allowing for anyway. But I really do 
not see much change in quarrying.

Doug Grahn: I would like to compliment the 
BGA member firms and employees for taking 
our safety protocols and CDC guidelines 
seriously and adhering to the safety plan 
that allowed our industry to reopen. These 
protocols, including wearing face coverings, 
social distancing, not congregating for breaks 
and lunch, and sanitization guidelines, have not 
been easy. 

I have not heard of any specific personal 
stories or health problems related to COVID-19 
from our members. 

Nevin C. Nelson: Yes, we have had to change a 
number of processes to ensure our employees 
safety, which is paramount to all of us in the 
quarry, the manufacturing plant, and the offices. 
It has required some major capital expenditures 
in equipment and production processes, 
which I’m sure all companies are now facing, 
regardless of industry.

Our customer service remains strong since 
we’ve been lucky enough to remain open and 
in operation, but I can imagine retailers would 
see a dramatic change in the ways they are 
servicing their customers. Not having their 
showrooms open or not being allowed to have 
a funeral, or even a very small funeral, would 
definitely have an impact. 

THE CHALLENGE OF THE COVID-19 PANDEMIC
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There is a new facility in Nova Scotia that is 
doing cremations and funeral services right on 
site. But as they are not using the traditional 
“funeral home” business plan, I’m sure we will 
start to see those facilities being used for other 
purposes as well in the future.

Christopher J. Kubas: EGA manufacturers 
worked to keep their employees safe during this 
event. Following OSHA and state guidelines, the 
manufacturers implemented social distancing, 
engineering, and hygiene practices. 

Most of the changes that will occur will be 
seen in the office areas, where there is a larger 
concentration of employees in a smaller area. 
Some of the changes seen in this environment 
are remote-working from home and rotating 
shifts to keep the numbers of employees in the 
office down to recommended social distancing 
guidelines. 

Given the spaciousness of granite 
manufacturing plants, long-term changes in 
the plants will most likely be few. However, 
the COVID event has brought to the forefront 
the awareness of frequent hand washing and 
the use of PPE. As the EGA manufacturers are 
wholesalers, most customer service interactions 
are accomplished over the phone, or by email.

How did this affect the traditional Memorial 
Day push for manufacturing and retail service?
Mike Zniewski: Our Memorial Day was strong in 
support of retailers. Again, some retailers have 
been closed or curtailed due to state/province 
regulations, but we have not significantly been 
impacted by that problem.

Doug Grahn: Our mandatory shutdown, along 
with retailer shutdowns in many of the states 
we do business in, negatively impacted our 
volume of work related to Memorial Day. 

Nevin C. Nelson: I think everyone in the industry 
knows that Memorial Day was the biggest rush 
of the year. That hasn’t been in the case in 
the past few years. We started to see a sharp 
decline in the “big rush” before COVID-19, and 
this year, it was basically nonexistent. 

Mother’s Day was always the big rush in 
Canada, but even that was nonexistent this year. 
We’ll see over the next few years if this is the 
new norm or just a small blip on the radar.

Christopher J. Kubas: Orders for Memorial 
Day products had already started to come 
in just prior to the COVID-19 shutdown. 
After the shutdown, orders for Memorial Day 
products began to dwindle as the uncertainty 
of delivery and installation prior to Memorial 
Day was realized. Although Memorial Day was 
compromised by the COVID-19 event, incoming 
orders for upcoming holidays are on the rise.

What do you think the long-term impact will be?
Mike Zniewski: I can’t speak for everybody else, 
but we are optimistic we will be back at full 
speed shortly. Beyond that, again, we do not see 
any substantive changes.

Doug Grahn: All signs are pointing now toward 
an increase in business related to both pent-
up demand and increased demand due to the 
pandemic. Our member firms are now operating 
at full capacity, and this is expected to continue 
well into the winter.  

Nevin C. Nelson: We believe that this will have 
a lasting effect on cremation rates, and quite 
possibly a larger effect on postponing funerals 
or maybe not even having them. We will have 
to see what changes that have come into effect 
will still be in effect a few years down the road, 
and adapt our business accordingly.

Hopefully we can soon look back on 2020 
and “remember when,” but the year has certainly 
taken wind out of our sails.

Christopher J. Kubas: The impacts of the 
COVID-19 event and subsequent shutdown will 
undoubtedly have an impact on the immediate 
future of the industry as businesses try to 
recover. However, what those impacts might 
be can only be speculated on at this point. We 
are hopeful that all of the manufacturers and 
retailers will be able to continue operations 
and that any impacts from the shutdown will be 
able to be overcome. MB

THE CHALLENGE OF THE COVID-19 PANDEMIC
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These are indeed unprecedented times in 
which we find ourselves. In an effort to learn 
more about how the COVID-19 pandemic has 
impacted our industry, where we might be 
headed, and what the next several months 
might look like, we asked members to take 
a short survey asking them about how the 
pandemic has changed the way they have 
been operating.

Overall, close to 60 percent of respondents 
were forced to close their operations, with the 
length of time ranging from a couple weeks 
to eight weeks. The good news is that a 
majority of those that were closed down were 
able to continue operations remotely, thanks 
to phone, email, and internet.

Companies are employing a variety of 
safety measures as their employees return to 
the office, with enhanced cleaning protocols, 
use of face masks, and social distancing 
being almost universal among the survey 
respondents.

Regarding the impact of COVID-19 
on the marketplace, several respondents 
commented that they have not seen much 
impact so far or that business has actually 
increased. Others are observing things 
picking up for the second half of the year. 
Several respondents reported that they have 
been significantly impacted.

Members were quick to get creative when 
things initially shut down. Many turned 

to email and social media to maintain a 
connection to their existing and potential 
customers. Some modified their websites to 
enable online business practices rather than 
meeting face to face. Some took advantage 
of the “down time” to perform renovations 
to their physical offices or to overhaul their 
websites. At least one member participated 
in a local community food drive to help those 
in need.

The following shows the full results of the 
survey. (In some cases, similar comments 
were grouped together for the purposes of 
summarization.)  

1. Were you forced to close your 
operation?

MBNA member survey - 5/19/20
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2. If so, how long were you closed for?
● Not closed (multiple responses)

● A couple weeks

● About a month (multiple responses)

● 5 weeks (multiple responses)

● 6 weeks (multiple responses)

● 7 weeks (multiple responses)

● Shop 7 weeks; office 9+ weeks

● 8 weeks (multiple responses)

● Sales office closed for 8 weeks. Shop 
production and installation NOT closed, 
but very limited crew.

● We were not exactly closed, but closed for 
safety and respect to others health. We 
closed in the middle of March and have 
not opened our office. We meet people 
curbside and in cemetery. Our guys stayed 
out of the cemetery for the first 2 months.

● In our county they said cemetery workers 
were essential. So I went with that. We did 
however close to the public due to not 
knowing what or how deadly this could be. 
Our sales office is very small and hard to 
keep others from coming in and waiting for 
you to help them. We kept our operations 
running at half staff, so we could still 
answer calls. 

● We are still closed per our governor. I was 
open via email.

3. During your close down were you able 
to continue some operations from home?

Comments:
● We never stopped answering the phone. I 

came to office every day and kept the front 
door locked. (multiple responses)

● By telephone and email. (multiple responses)
● We decided to completely shut down 

so that employees could collect 
unemployment. Not many functions could 
be done outside of our facility, and we 
didn’t know how long the shutdown would 
last. Our first priority was for everyone to 
be safe.

● We had no business the last two weeks 
of March. We moved our office to our 
shop on Friday, March 13, and the office 
remained closed until April 4. We finally 
began to receive some phone calls during 
the first half of April and would make 
appointments to meet customers. We 
remained outside on our display.

● Art dept worked from home.
● Type of business cannot 

work from home. 
Supply products to 
stone working trade.

● Production never 
stopped, but office 
personnel worked from 
home. 

● Some sales thru virtual 
meetings, emails, and 
telephone

● I back up burial vaults 
so I was at work and 
still am.

4. What safety measures 
did you implement for 
your staff and customers 
(if any)?
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● Increased cleaning, face masks, more 
remote workers, more sales via phone and 
internet, customers kept 6’ from each other 
and from our staff, social distancing of 
employees. (multiple responses)

● We asked customers to wear a mask and 
only one family at a time allowed inside our 
showroom. After we started working again, 
we gave our employees a set of suggested 
safety measures.

● Plexiglass on the front of desks, hand 
sanitizer at every work station, bathroom 
and at the door for clients. Disinfecting 
wipes at every work station and at the 
door. Masks for employees and for clients 
if needed. Asking all employees every 
morning as they arrive for work if they have 
been sick or in contact with someone who 
has been sick etc.  

● For three weeks, we didn’t allow customers 
inside the office. Now customers can come 
in, but we spray down the door, chairs, and 
pens after each customer. We also have 
avoided touching the customer where 
generally we would shake hands or hug 
after a sale, we do not do this anymore.

● We are only doing curbside service. 
● Total production shut down. Office access 

via two employees and alternating days.
● None
● Followed all CDC, state and local rules and 

guidance. (multiple responses)

5. What percentage of sales during the 
shutdown would you say you made by 
phone, internet, and in person?

Comments:
● Customers could continue to upload 

orders directly to our online system. 

● I met customers at the cemetery if they 
were here from out of town for only the 
loved one’s funeral so they could get 
business taken care. My overall sales took 
a big nosedive Mar 17 thru May 18. Prior 
to Covid our sales were above last year’s 
sales. It really hurt our sales not to open 
to the public. 

● We don’t sell monuments on the 
“internet” but have a nice website 
that customers used for examples. We 
emailed and texted. We just started 
using ZipWhip texting service. It is great! 
Customers are really liking it and we are 
getting faster response times. It uses our 
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regular phone number (no extra charge 
from spectrum phone) and is internet 
based so we access on our computers 
and/or our cell phones with the app. 
Please share if you want with others.

● Some inquiries started with internet and 
then went to the phone and then to 
curbside. Mailing contracts out the most. 

● The in person was done through outside 
conversations on our display and 
appointments in the cemetery.

● No store front, curbside only.

6. How do you think COVID-19 will 
impact our marketplace through the 
remainder of the year?
● I really have seen very little impact thus 

far.  (multiple responses)

● I anticipate that sales will continue, but 
total sales per month will be off and year-
end totals will be lower than the previous 
year. (multiple variations)

● Some business will come back in second 
half of the year, but many deaths resulted 
in cremation due to limits on number that 
could attend the funeral service. Sales 
opportunities will be reduced as a result.  
(multiple responses)

● Greatly. My clientele is mostly 70 and 
over, and they are still very nervous 
about leaving the house. I think once the 
restrictions lift, I will be very busy but until 
then it will be slow. (multiple responses)

● In the past few weeks, we have really 
picked back up. (multiple responses)

● Depends on how soon quarries are 
allowed to open.

● I think we will get busy, but the sales 
may be smaller, like bevels and slants. 
We hope the people waiting to come 

in will be the bigger sales. We are also 
asking and messaging for people to make 
appointments but not requiring it. I also 
think longer term it is going to encourage 
even more people to cremate and not 
bury... trying to think of ways to message 
public to create the need for a “final 
resting space for the cremains and in 
conjunction a monument” 

● More sales will be done online.

● I think people will be extra careful and 
may not want to make the purchase until 
we have a vaccine. 

● Depends on how fast people can get 
back to work. People will not purchase 
a stone for mom if they are laid off and 
struggling to put food on the table. 

● Have seen increase in business.

7. Because funeral service sizes were/
are limited, is your area seeing a spike in 
cremation?

Comments:
● Cremation has always been high.
● Yes, but increase in burial of cremains 

because family may have graveside service
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8. If so, what percentage do you estimate?

9. What is the most creative thing you 
or your company did during the initial 
outbreak? (This can be community, 
memorial project, sales, workforce related)
● We divided up our open order list and 

made personal contact with every single 
customer by phone and reassured them. 
We communicated to public, staff, reps 
often and put plans in place quickly to 
minimize the financial hit to the company 
so that we will be able to weather a longer 
term situation as/if needed.

● Individually, I have shopped at other 
businesses in the community and given 
encouragement. People need to hear 
positive statements.

● Stayed open! Immediately posted 
advisements on our websites explaining 
how customers could work with us. 
Forwarded phones to other branches 
when a location had to close. Forwarded 
incoming calls to employee cell phones 

MBNA MEMBER SURVEY ON COVID-19MBNA member survey - 5/19/20
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and branch locations that had more 
capacity.

● We did several things on Facebook just to 
keep our name out there. One of our posts 
went viral for some reason.

● For sales, we brought an outdoor table and 
chairs set to the office to still have a place 
to conduct business and set up our laptop 
to do drawings with the family rather than 
on the hood of the car. This now also offers 
customers a form of waiting area when I 
have more than one family at a time. They 
can more comfortably wait outside.

● Got on the phone to any clients that were 
undecided and asked them if they wanted 
to finish the details and purchase the 
monument. We worked phones to try and 
get some cash on the books.

● We had to shut down so suddenly 
(California), there was only time for a basic 
Constant Contact mass mailing.

● Met families at the cemetery. We got 
caught up on final dates since the 
cemeteries limited funeral size, we could in 
and out with more ease.

● Implemented changes on our website, 
such as appointment scheduling and more 
useful gallery photos to help clients choose 
memorials without meeting in person.

● Closed out of respect for people fighting 
covid. Some of our local stores, not 
essentials, stayed open through it and that 
did not seem respectful,

● Split up our office staff to work from home. 
● We just kept working through our backlog 

of orders.
● Allowed customers to design a monument 

at home. 
● Implemented “virtual meetings” with 

customers via Zoom. 
● My social media went from marketing posts 

all the time to having more about safety, 
missing loved ones, uplifting posts. and 

much less marketing 
my business. 

● Worked on a total 
makeover of our 
website. We also 
renovated our main 
sales office to allow 
for more customers 
when we were able to 
have customers return.  
(multiple responses)

● We started selling 
remotely using 
Google Meet.

● We spent a lot of 
time working on the 
business rather than 
in it. We looked at our 
business as closely 
as we could from as many perspectives as 
possible and learned a lot. As a result we 
have made some significant changes. 

● We have donated projects to get our name 
out in the public. We have continued to 
pay all employees during the time we were 
closed

● Supported local community with food 
drive. 

● We are surviving!!!! Not “creative”.....
difficult and long, long hours every day. 
We are blessed with a loyal, dedicated and 
very hard working crew. 

● Altered production schedules, distanced 
employee work spaces, limitations of 
shared space use, see-through barriers 
between work stations.

● Sent mailings and advertised on TV and 
website that we would accommodate when 
the family was ready to make a decision 
by meeting in person by appt., via Zoom 
or Skype, via email, regular mail during 
regular hours, or any time by appointment. 
Furloughed 12 employees for one month. 
(multiple variations)   MB
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it. We looked at 
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as possible and 
learned a lot. 



MBNA announced the winners of the Design Competition at the 
2020 MBU Conference in Elberton, Georgia. Every member is able to 
submit entries into multiple categories, and there were nearly 180 
entries this year. 

The winners were featured in the May 2020 issue of MBNews, and 
we will continue to showcase other entries in MBNews.  Make sure to 
plan during this year to enter your work in the 2021 contest, which 
we will also publish in MBNews.  Information can be found at   
www.monumentbuilders.org/benefits_awards_program_design.php.

Entries from the Hand Carved Category
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(Editor’s Note: The 
following article was 
prepared for the deathcare 
industry in May 2020 by 
Poul Lemasters, Esq., legal 
counsel for the National 
Concrete Burial Vault 
Association. It is reprinted 
here with his permission, 
as well as permission of 
NCBVA, to better inform 
and educate the members 
of MBNA.  

That association is located at P.O. Box 8314, 
Greenville, South Carolina 29604; for additional 
information, you can visit their website at ncbva.
org, email them at info@ncbva.org, or call them 
at +1.888.88-NCBVA (62282).  Lisa Anderson is the 
executive director. The author is located at 3644 
Werk Road – #58413, Cincinnati, Ohio 45248, by 
email at poul@lemastersconsulting.com, or by 
phone at +1.513.407.8114.)

The following questions and answers are not 
meant to address all the issues or concerns that 
could affect your business. But rather, these are 
some questions that have been posed, and we 
want to answer them. 

Additionally, the answers are based on the 
situation as we know it now and may change as 
the things develop. Always remember to check 
with your local laws and legal counsel.

1. What is the business exposure when you 
have an employee that believes it is not safe for 
them to go back to work, but precautions have 
been taken and you need them to work?

First, it is important to understand the 
employer risk of liability. Historically, there is 
very little employer liability from an employee 
who claims a communicable disease as a 
workplace injury. 

In these times, there are no guarantees, but 
a claim that an employer contracted COVID-19 
at work would be extremely difficult. However, 
this could be dependent upon the precautions 
and safety standards followed by an employer. 
For example, if your state has issued guidelines 
for a safe workplace, and the employer does 
not follow them – then arguably the employee 
could attempt to show that the lack of safety 
caused their injury – in this case COVID-19.

If, as an employer, you have deemed it safe to 
return to work and are following all guidelines 
issued by your state, then you can require 
employees to return to work. If an employee 
refuses because they do not feel safe, you have 
the option of firing them. (If you have a union, 
then there would be additional hurdles.) 

So long as the employee is not under a 
contract or union, it most likely means they are 
employed at-will. With at-will employment, the 
employer can fire an employee for any reason, 
so long as it is not illegal. 

In this case, fear of returning to work is not in 
and of itself valid, and the employer could fire 
the employee. Keep in mind that currently, fear 
of contracting COVID-19 is not recognized. 

But this, again, is based on precautions the 
employer has implemented. If you do not have 
all the safeguards in place, and the employee 
says they do not feel safe to return, this could 
be valid under OSHA because employers must 
provide a safe workplace for its employees.

By Poul Lemasters
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2. What happens when you need an employee 
to work and they decline because they don’t 
have adequate or safe childcare?
Under the Families First Coronavirus 
Response Act (FFCRA), all private 
sector employers – with fewer 
than 500 employees – 
must provide additional 
emergency leave to 
employees under certain 
situations. 

The situations 
include: (1) employees 
who are subject to a 
government mandated 
isolation/ quarantine; 
(2) employees who 
have been advised by a 
healthcare provider to self-
quarantine; (3) employees 
who have COVID-19 symptoms and 
are seeking treatment; (4) employees caring 
for an individual who is either subject to a 
government mandated quarantine or were 
advised by a healthcare provider to self-
quarantine; (5) employees caring for their 
children at home as a result of their child’s 
school closing; and, (6) employees experiencing 

any other substantially similar condition as 
certified by the Department of Health and 
Human Services.

For situations 1 through 3, full-time 
employees are eligible for 80 

hours (two work weeks) of paid 
sick leave under FFCRA at 

up to 100 percent of their 
normal pay (capped at 
$511/day and $5,110 for 
the entire 80 hours). 

For situations 4 
through 6, full-time 
employees can receive 
66 percent of their 

normal rate of pay (up to 
$200 per day or $2,000 for 

the entire 80 hours). For an 
employee who is caring for 
children at home because of 

lack of childcare, after exhausting the 80 
hours of partially paid leave, they may then opt 
to utilize Emergency Paid FMLA Leave under 
the FFCRA, for another 10 weeks (or 12 weeks 
in total).

A few notes on the FFCRA. While employers 
must initially cover these payments from their 
own funds, the cost is offset by refundable tax 

QUESTIONS/ANSWERS ON BUSINESS LIABILITY AND COVID-19
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Historically, there is very little 
employer liability from an employee 
who claims a communicable disease 

as a workplace injury.
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credits. Employers 
cannot terminate 
an employee for 
using any of these 
rights set out under 
FFCRA, as this 
would be deemed 
retaliatory, and put 
the employer at risk. 

If an employer 
has under 50 
employees, they can 
request to opt out, 
but this must be 
formally done, and 
an employer must 
demonstrate that 
complying would 
place the business 
in harm. Lastly, there 
are exemptions to 
certain businesses 
deemed essential. 
Deathcare, monument builders, funeral homes, 
cemeteries, and crematories, are not specifically 
listed.

But the Department of Labor, in an unwritten 
opinion, has suggested that they would fall 
under the emergency responder exemption. 
I do not know if this would carry over to 
memorial builders (or concrete and burial vault 
manufacturers). The FFCRA is scheduled to last 
until December 31, 2020.

3. Can you deny an employee unemployment 
compensation?
With regard to denying compensation, this 
would be based on the reasoning for the 
termination. If you are terminating for failure 
to return to work, despite all safety measures 
being in place, then as an employer, you could 
challenge unemployment compensation. 

However, as stated above, if you are denying 
because of certain rights under the FFCRA, then 
your business would be at risk and most likely 

in violation of the FFCRA 
regulations.

4. Can we or anyone 
else be held liable if it 
is proven that someone 
contracted the virus at a 
graveside service with or 
without a tent set-up at 
the grave?
There are fears among 
businesses that they 
could be liable, or at 
least face potential 
liability, from consumers 
if they ultimately 
contract coronavirus. 
Unfortunately, we do 
not know how this will 
ultimately play out once 
the crisis ends. 

There are government 
officials asking for 

regulations that would prohibit lawsuits based 
on where/how coronavirus may have been 
contracted. Historically, lawsuits based on 
communicable disease, such as coronavirus, are 
very difficult to prove. 

The issue of proving exactly where you 
contracted the disease is almost impossible 
to prove. However, as stated above in question 
1, if a business violates guidelines that are 
mandated, or possibly even recommended, it 
could open itself to more potential liability.

As a business, it is important to handle this 
risk as you would any other risk. Follow all 
guidelines that would relate to your business. 

Do not intentionally create a higher risk by 
ignoring precautions that are being adopted 
by others. Also, make sure you have liability 
insurance for your company and that a claim 
like this, however distant the likelihood may 
be, would be covered under your policy. This 
pandemic is unprecedented, and we do not 
know what we will see after it all settles. MB

QUESTIONS/ANSWERS ON BUSINESS LIABILITY AND COVID-19
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SEPT 29–OCT 1  
Catholic Cemetery Conference  
Annual Convention & Exposition
Hilton New Orleans Riverside
New Orleans, LA
Contact:  
info@catholiccemeteryconference.org

OCTOBER 2020
22–24 Carolinas / Kentucky / Tennessee 
Monument Builders Joint Convention
Nashville Airport Marriott
Nashville, TN
Contact: Pam Schultz 
pschultz@schultzmonument.com

MARCH 2021
3–8 MBNA Annual Industry Show
Cleveland, OH
Contact: Morgan Prior, mprior@MSP-AMC.com 

I N D U S T R Y 
C A L E N D A R

Strassacker Bronze America LLC
www.shop.strassacker.com | 859.534.5218

sales@strassackerbronze.com

Strassacker Bronze offers  
a variety of premium 
bronze and aluminum 
products that allow 
your families the ultimate 
personal touch in honoring 
and remembering their 
loved ones when  
choosing cremation. 

From small grave 
monuments to special 
site urns, Strassacker 
Bronze can partner  
with you to help serve  
the needs of your 
cremation customer.

Intuitive and creative! – Achieve a successfully  
configured, individualised bronze or aluminium 
plaque in only a few steps.
With the new plaque configurator, you can now individualise plaques  
with font/motif raised (1,4 mm) online or freely configure them  
according to your ideas and the wishes of your customers.  
For possibilities, suggestions and examples, see the Design Examples 
section or directly at www.shop.strassacker.com, ORDER PLAQUE

The new Strassacker PLAQUE CONFIGURATOR

115 
Amendment 2018

From lettering design on grave markers to the creative implementation 
of small grave markers up to individual, up-to-date designs of urn  
gravestones, we offer you many different ways to make your creative 
ideas and wishes a reality with our wide range of plaques, books, scrolls 
and writing surfaces. 

In this chapter, you will find suggestions and examples for using plaques 
with raised or recessed lettering and symbols, plaques with superim-
posed lettering, plaques with broken-through lettering in stainless steel 
and bronze, as well as writing surfaces, books and scrolls to individualize 
with the texts, names and dates of your customers. – We guarantee you 
prompt delivery and the highest quality workmanship.   
 

PLAQUES, BOOKS AND SMALL-SIZE PLAQUE DESIGNS   
Creative ideas for all areas of grave market design – individual and up to date
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From lettering design on grave markers to the 
creative implementation of small grave markers, 
up-to-date designs of urn grave stones, niche and 
crypt fronts, and our cenotaph walls, we offer many 
different ways to make your creative ideas and 
wishes a reality with our wide range of plaques, 
books, scrolls, and writing surfaces.

shop.strassacker.com 

PLAQUES | BOOKS | SMALL-SIZE PLAQUE DESIGNS

shop.strassacker.com

 B

134 
Amendment 2018

No. 80920 
Open book with text 
26x40 x 3 cm     39x56 x 5 cm 
39x49 x 5 cm     40x71 x 5,5 cm 
Lettering superimposed  
Lettering type: »ANTIQUA PARABEL« 
Fig.: bronze, patina »Brown« 
 
 
Available with the lettering type  
»ANTIQUA PARABEL« and »MODAN.  
Also available in 1,4 mm raised font   
in all common computer fonts. 

BOOKS | with superimposed lettering, lettering type »ANTIQUA PARABEL« or »MODAN«

Design example 
 
Customised text available according to your  
specifications and requirements. Available  
fonts »ANTIQUA PARABEL« and »MODAN«.  

The size of the letters results from the length 
of the text. In individual cases, the text will  
be checked for realisability. 
Available in all standard and special patinas.

Second inscriptions are possible  
when using superimposed lettering ! 
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PLAQUES | Custom-made

Plaque with modelled portrait, font 1,4 mm raised 
Bronze, Patina »Ash«

Plaque with modelled relief, font and border: 1,4 mm raised

Plaque with modelled relief, 
Shape: figuratively free 
Bronze, »special patina«

Plaque with logos and fonts:  
1,4 mm raised 
Shape: figuratively 
Bronze, Patina: »Dark Brown«
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C L A S S I F I E D  A D V E R T I S I N G

Position Wanted
Knowledgeable monument sales and producer.  

I have been in the industry for many years and would like 
to get back into monument sales. I am skilled in all the 

newest software programs and have worked in designing 
my entire career. I am extremely knowledgeable in all 

color and styles of granite. If you would be interested in 
speaking with me please contact me at  

goodergoofer@yahoo.com.

MBNA Disclaimer 

MBNews, monumentbuilders.org and any other active domains are owned 
and published by Monument Builders of North America (MBNA). No person, 
organization or party can copy or re-produce the content on this site(s) 
and/or magazine or any part of these publications without a written 
consent from the MBNA Editorial Advisory Board and/or the author of 
the content, as applicable. The publisher, Monument Builders of North 
America, authors and contributors reserve their rights with regards to 
copyright of their work.

The copyright includes (and not limited to)
•  The content syndication from the feeds of these publications
•  The content and/or images used in any of the articles of these 

publications
•  The MBNews/MBNA logo(s) and any of its derivatives

The content of the magazine and website(s) are made available on the 
terms and condition that the publisher, editors, contributors and related 
parties:

•  Shall have no responsibility for any action or omission by any other 
contributor, consultant, editor or related party

•  Disclaim any and all liability and responsibility to any person or 
party, be they a purchaser, reader, advertiser or consumer of these 
publications or not regarding the consequences and outcomes of 
anything done or omitted being in reliance whether partly or solely 
on the contents of these publications and related website(s) and 
products.

•  Are not responsible in any way for the actions or results taken any 
person, organization or any party on basis of reading information, 
or contributions in this publication, website or related product.

The MBNA website and MBNews contain links to other sites. Please 
be aware that MBNA is not responsible for the privacy practices of these 
other sites. We encourage you to read the privacy statements of each 
and every website that collects personal information pertaining to your 
identity. The MBNA Privacy Policy applies solely to information collected 
by MBNA. MBNA disclaims any responsibility for misrepresentation due to 
typographical errors.

It is your responsibility to check any provided URLs or links for viruses 
or defects before opening them. We do not accept liability in connection 
with computer viruses, data corruption, delay, interruption, unauthorized 
access or unauthorized amendment.

MBNA claims no credit for any of the visualizations used on our 
website or with MBNews unless otherwise noted. All photos, as shown on 
our website or in MBNews are the property of their respectful owners.

If there is a photo appearing on our website that belongs to you and 
you do not wish for it to be visualized in this manner, please inform us by 
sending an email to info@monumentbuilders.org and we will have the 
image promptly removed.

1300 Piccard Drive, Suite LL 14, Rockville, MD 20850
T: 800. 233. 4472 | F: 301.990.9771

info@monumentbuilders.org | www.monumentbuilders.org

Classified ads are limited to Help Wanted, Used 
Equipment For Sale, and Businesses For Sale. All 
other ads will be considered Marketplace.
CLASSIFIED RATE 
$35 per ad (one-time publication) with a 
maximum of 50 words. Each additional word is 
.25 cents.
MARKETPLACE RATE 
$80 per ad with a maximum of 50 words. Each 
additional word is .30 cents.
CONFIDENTIAL REPLY 
Additional $5 charge for postage and handling.
Note: When responding to an ad with a box 
number, please write the box number on the 
actual letter you send AND on the outside of the 
envelope.
ALL CLASSIFIED & MARKETPLACE ADS  
MUST BE PAID IN ADVANCE 
All ads must be received at least three weeks 
prior to publication date, with a check for the 
amount due made out to MBNews.

Mail to:
MBNA, MBNews Classified

1300 Piccard Drive, Suite LL 14 
Rockville, MD 20850  •  +1.800.233.4472

mbnews@monumentbuilders.org
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They Are Relying On You
& You Are Relying On Us

We Take That Seriously
Toll free: 866 544-3729 

precioussouvenir.com

info@precioussouvenir.com
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