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President’s Letter

I enter my second year 

as president noting how 

important those two factors are. Jennifer 

Towner, our executive director, and Beth 

Kubinec, our membership director, are 

fantastic: they are thorough in what they 

do, innovative in coming 

up with ways to help our 

membership base, and 

attentive to the changing 

and growing needs of our 

industry. 

I believe those two are 

the right people to help 

run our organization and 

oversee its growth, and 

it’s a pleasure working 

with them.

Also vital to our suc-

cess are the different 

committees and teams 

of volunteers. We have a 

generous and smart base 

of professionals who are 

willing to share their ex-

periences and are great 

at setting goals for their 

teams—goals that are 

moving our organization forward at a good 

pace.

This year’s BUZZ team put together a 

fun event that was a top-notch opportunity 

to network. Our marketing team has really 

gained momentum in the last few years in-

cluding substantial traction for our Live 

Grout Free campaign. 

As this issue went to press, many of us 

were on our way to POLYCON Atlanta 2023. 

We know that those able to attend will get the 

most from the education, training and net-

working opportunities of this annual event, 

thanks to the POLYCON Committee and to 

Jennifer. These excellent planners have made 

sure this year’s event is invaluable to our 

members. Our sponsors who have given so 

generously to make both 

the BUZZ and POLYCON 

happen are another great 

resource and knowledge 

base for our members.

In this issue of the 

magazine, we applaud 

the spirit of entrepre-

neurism shown by the 

profile subject Brandt 

Molded Marble and 

its new owner Tato 

Corcoran. We acknowl-

edge the importance of 

younger generations, 

including Generation Z, 

and show how this new 

group of people can help 

us grow smart and fit 

into the entrepreneurial 

operations of our compa-

nies. We cover the critical 

issue of insurance, and we give tips on what 

to do to avoid a toxic work environment.

Finally, we’ve put together the second of 

what we hope will be an annual resource: a 

pull-out membership directory.

I look forward to the year ahead and the 

excitement of continued growth. See you in 

Atlanta.
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ON THE COVER: 
Brandt Molded Marble in 
Menomonee Falls, WI, has a new 
leader at the helm who is full of 
fresh ideas on how to modernize 
the 35-year-old company and get it 
ready to face the future. Owner Tato 
Corcoran has relied heavily on her 
staff to help her learn the industry 
and the company including Noah 
Ertl, the stepson of the founder. Read 
about Brandt and its progress on 
page 4.

All company photos courtesy of 
Brandt Molded Marble.           

Kerry Klodt
ICPA President 

General Manager, Tower Industries

“ALSO vITAL TO OUR 

SUCCESS ARE THE 

DIFFERENT COMMITTEES 

AND TEAMS OF 

vOLUNTEERS. WE HAvE 

A GENEROUS AND SMART 

BASE OF PROFESSIONALS 

WHO ARE WILLING TO 

SHARE THEIR ExPERIENCES 

AND ARE GREAT AT 

SETTING GOALS FOR 

THEIR TEAMS—GOALS 

THAT ARE MOvING OUR 

ORGANIZATION FORWARD 

AT A GOOD PACE. ”

The right stuff
As we celebrate 50 years of existence, it’s important to note how far we’ve 

come not only in those decades, but also in the eight years since we left 

the umbrella of a larger organization to become an independent entity. I 

give much of the credit for the association’s current success to the strength 

of our members and to the staff.
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Several years ago, Brandt Molded 

Marble faced a dilemma many 

businesses in the cultured marble industry have: the cur-

rent owner was ready to retire, but didn’t have a successor. 

The company, located in Menomonee Falls, WI, sought help 

through a business broker, and Tato Corcoran entered the 

picture.

Brandt’s new owner is a young, highly ambitious woman 

who bought the company as an investment and has made it 

her mission to turn the company into a modern, well-oiled 

operation. She officially took the reins in 2022, and for her, 

the action was the fulfillment of a dream to shine as an 

entrepreneur, a dream she’s had since she was 10 years old.

“I believe that entrepreneurialism is innate. We are born 

with fire in our bellies, and what we do to feed that fire 

depends on our goals, opportunities and drive. When I was 

young, I was the girl who sought ways to add value to the av-

erage lemonade stand so that I could justify a price raise...25 

cents is just too low of a margin!” Corcoran jokes.

Her goal with Brandt Marble is to turn it into a profitable 

venture, which she readily admits is one of her passions in 

life. “In college, I tried to lead a ‘normal’ life,” she explains, “to 

create the fun school experiences that many young students 

want. But even in school, I found myself with three jobs 

at one point because I just so thoroughly enjoyed making 

money.”

“I am now in the process of bringing the company and 

its staff into my entrepreneurial dream by creating oppor-

tunities for employees and new avenues of business for 

customers. I’m equal parts excited about those two possi-

bilities: building a successful business and creating a way 

to positively transform the lives of my employees,” she says.

The place to start is by learning the cultured marble busi-

ness as thoroughly as possible, she adds.

Brandt’s beginnings
The company Corcoran chose as her investment tool has a 

long history: It was founded 35 years ago by Glen Brandt, a 

chemist who used his know-how to become an expert in the 

cast polymer world.

“He was the sole owner/operator for more than three de-

cades, often doing the production himself. There is little he 

doesn’t know to this day about cultured marble products,” 

she says.

As with all businesses in the industry, the company had 

its ups and downs, at one time employing more than 20 

people and doing a large business with big box stores. By 

the time Brandt was ready to retire, three staff members 

remained. 

While Brandt Marble was experiencing its ups and downs, 

Corcoran was attending school and starting her career. Even 

in college, however, she was continually looking for “side 

hustle,” as she puts it. For example, after transferring to a 

school closer to her family and moving back in with her par-

ents, a friend of her mother’s, who was cleaning out a closet, 

asked her if she’d help sell the clothes on eBay.

By GENilEE SwoPE 
PARENTE

Brandt Molded Marble
An entrepreneur takes the company into the future

PRoFilE

Owner tato Corcoran and her right-hand man, noah ertl, inside the plant.
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“That was an easy 

yes for me. I sold all the 

clothes, and we split the 

profit 50/50.”

That little experience 

turned into one of her 

first businesses when 

she whipped up a mar-

keting email and sent it 

to all her parents’ con-

tacts.

“Long story short, I 

wound up with two, ten-

by-ten storage units of 

furniture, clothing and 

décor that I began selling at all hours of the day on Craigslist 

and eBay. My little business was booming and it was an 

absolute blast being 19 and pulling in $30,000 a year.  I felt 

like a billionaire, and the experience solidified my belief I 

could never remain a corporate employee forever.”

Still, after graduation, she recognized the need for a solid 

first job. She went to work for a decade for technology giant 

Salesforce, which is based in San Franciso.

“It was the perfect early-twenties corporate job: living in a 

small San Francisco apartment, walking to work, happy-hou-

ring with colleagues, traveling the world. But even back then, 

I knew that climbing the Fortune 500 ladder would someday 

make me miserable. I wanted to be my own business leader,” 

she says.

When COVID-19 hit, much of the staff of Salesforce began 

working from their homes. Corcoran used her added free-

dom of flexibility to start pursuing one of her passions on 

the side: real estate investment. 

“California is not the place, however, where someone in 

their 20s wants to invest in real estate,” she points out.

Instead, she began buying properties in Wisconsin.

“As with this current business of cast polymer manufac-

turing, I knew nothing 

about real estate when I 

started. But when I want 

to learn something, I go 

all in. I devoured every 

real estate investment 

podcast and read more 

than half a dozen books 

on the subject, anything 

I could get my hands 

on,” she says.

She bought her first 

property in Milwaukee 

(an Airbnb) and spent 

about three years after 

that buying more real estate while working full time and 

dumping every dollar she made into rentals and flip prop-

erties.

At the time of the first massive wave of pandemic shut-

downs, she was still in California. She traveled to Milwaukee 

to await the birth of a nephew, and what she’d planned as a 

week-long stay turned into many months. She used the time 

to make professional connections and think about what her 

next step in life should be.

“I love real estate investment and at one point, I was ready 

to devote my entire career to that,” she says. However, thanks 

to insight from several of her entrepreneurial contacts, she 

had an epiphany: a new opportunity in business was open-

ing up because baby boomers were retiring in record num-

bers and many of them had no kin that wanted to take over.

She started shopping that reality and found Brandt Mar-

ble and the world of cultured marble manufacturing. She 

made the purchase, however, because it was a good invest-

ment: she was able to get the company for the cost of the 

land plus the facility.

“The absolute worst case was that this business wouldn’t 

do well under my leadership but I’d still have a great building 

Loos Custom Homes offers an upgraded tower vanity to its customer to 
modernize the cultured marble vanity top offering.

Corcoran is proud of the fact that she’s been able to maintain key staff by offering 
opportunity and listening to their needs and ideas.

While the “celebrity bowl” is not new to the industry, it’s one of Brandt’s latest 
offerings, a popular product among customers.



in a desirable industrial park. The best-case scenario—

and one I intend to make happen—is that I would work 

harder than any person you’ve ever met, learning the 

business and the craft. Then I could figure out the best 

way to restore a sleepy business back to its former, 

flourishing glory,” she says.

Getting buy-in
The first challenge when someone new takes over 

a company from a former owner is that two major 

parties must accept the proposed changes: customers 

and employees. Corcoran says those two groups of 

people are opposite when it comes to how to get buy-in.

For staff, “I’ve quickly learned that the average em-

ployee cares little about your intentions for the busi-

ness so long as it doesn’t negatively affect their daily 

lives. They have to believe the changes will be good.”

She met this challenge by tackling it in several ways.

“First, I asked employees to tell me what was work-

ing within Brandt and what wasn’t working. Then I 

made their opinions count while putting money into 

a better working environment. The building itself was 

in bad need of upgrading, for example, and I put pay 

raises into effect very quickly,” she says.

Eventually, these steps were recognized by employ-

ees. “Because they could see my intentions were good, 

I was able to earn their trust,” she says.

She is particularly proud to have retained key employees 

including the founder’s stepson Noah Ertl, who she discov-

ered early on is a young, smart guy interested in the eco-

nomics of the business and “the hardest worker I have ever 

met.” She’s depended on him heavily as well as the other 

staff with knowledge and experience.

She also points out that the whole community of cast 

polymer manufacturing has been a key resource.

“They’ve helped me learn so much about this industry, 

the product, what’s possible. For me, this community has 

recently included—but is certainly not limited to—Brian 

Ruether, Chris Hurdleston, Larry Blake, Bill Canady and every 

person who attended The BUZZ in Chicago this year. I am 

indebted to many people who have welcomed me into this 

industry and helped to hasten my learning curve.”

The second part of the buy-in process, winning over the 

customer base, has been “a whole different hornet’s nest,” 

Corcoran says. They very much care about a new owner’s 

business intentions while also requiring the new owner to 

build trust, she says.

“When I took over, the business had about a dozen cus-

tomers who made up the entire annual revenue. I knew 

earning their trust was a sink-or-swim event for the busi-

ness,” she adds.

Also, she was entering the field back in 2022 when raw 

material prices were skyrocketing at the same time she was 

discovering that her company had not kept up with the pric-

ing of the day—they were about five years behind in what 

they should have been charging, she says.

Corcoran spent her first 60 days meeting each of the cus-

tomers face-to-face, walking them through her visions for 

the future, explaining the changes that could be made and 

gaining their understanding of how those changes would 

provide robust customer service and new, more modern 

products.

today’s Brandt
Brandt’s 10,000-square-foot facility currently serves the 

Greater Milwaukee and Madison, WI area. The plant makes 

bathroom vanity countertops, shower surrounds and shower 

pans.

About 75% of Brandt’s current business is with spec/res-
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“i love the fact that the industry 
is a just-in-time operation that 
doesn’t depend on inventory...”

tim O’Brien Homes recently upgraded Brandt’s vanity display at its Pewaukee 
showroom.
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idential building customers with the remaining a mix of re-

tail (direct to consumer), small plumbing shops and general 

renovation contractors.

“Although entry-level, single-family residential new 

builds is a market that has its pros and cons today, I’m on a 

journey of figuring out how to thrive in that niche,” Corcoran 

says.

Meanwhile, she is spending a lot of time building partner-

ships with building material suppliers and with renovators, 

an area where she sees future growth for the company.

“There is ample opportunity in our area to provide shower 

bases, walls and countertops to anyone involved in the reno-

vation of spaces,” she says, which could include some com-

mercial business.

She is also excited about the possibilities for “a more mod-

ern” swatch of colors than the traditional greys and white 

and is currently also pushing a more modern bowl style.

The staff has grown to six, and she is depending on them 

more and more for the administrative side and operations 

to free up her time to get new business. Most of her staff are 

immigrants and many don’t speak English, but Brandt says 

that’s been to the company’s advantage because of their 

strong work ethic. She dove head first when she came on 

board into ensuring that she could understand them, and 

they could understand her by hiring translators and a 

Spanish tutor, and she is pursuing increasing the staff 

size by hiring from the local immigrant community.

“These are some of the most exceptional individuals 

I have had the pleasure of working with,” she says.

Depending more heavily on them allows her to be 

the main marketing guru so she can increase revenue 

and bring wages even higher.  

“My greatest strength is my ability to meet anyone 

and strike up a relationship,” she says, a strength she 

is leaning on heavily as she meets with potential cus-

tomers. “Traditional and non-traditional methods of 

marketing such as online advertising, search engine 

optimization and other channels will be worth pursu-

ing once we get to that point, but in the meantime, I 

need to know what motivates the people in this market 

and what challenges our customers.”

into the future
While some of the lessons in this new business have 

been tough, Corcoran knows now that she’s entered an 

industry that holds much potential.

“Cultured marble remains a strong contender in 

today’s world of building, where customers are looking 

to purchase a quality product at an affordable cost. 

The only other less-expensive product out there that 

is widely available is laminate or Formica, which cannot 

compete in terms of quality,” she says.

The industry has a bit of catching up to do as far as brand-

ing because too many people still think cultured marble is 

something for “grandma’s bathroom.” At the same time, the 

industry faces “crazy situations in terms of delivery of mate-

rials” and rising costs that make everything, “so much more 

expensive than several years ago,” she points out. 

Being able to offer quality that is readily customizable, 

however, is a huge advantage in the marketplace, she says.

“I love the fact that the industry is a just-in-time opera-

tion that doesn’t depend on inventory so we can offer our 

customers what they need when they need it,” she says.

The real beauty of being in the field today, however, is 

that, “the technology of this business has come so far, and 

we are making some really cool, beautiful and durable stuff. 

We provide a cost-effective stone product, and I don’t see 

the need for this product diminishing. It will only grow in 

strength.” 

GENilEE SwoPE PARENTE is executive editor of Cast Polymer Con-
nection. She can be reached at gsparente@verizon.net.

Brandt has seen a huge uptick in demand for black-on-white to match contemporary 
designs.



* Features a reeective additive.



The manufacturing industry is going 

through significant changes because of 

shifts in demographics. With 10,000 Baby Boomers currently 

retiring every day, a projected shortage of 8.2 million work-

ers in the United States will occur from 2017 to 2027—the 

largest labor deficit in half a century (Thomas Lee of Fund-

strat Global Advisors). These changes in the workforce have 

far-reaching implications for cast polymer companies and 

other manufacturers, as well as other industries dependent 

on workers to get their products out.

But here comes Generation Z (Gen Z), the newest workers 

on the scene. Born between the mid-1990s and the early 

2010s, Gen Z brings a fresh set of characteristics and experi-

ences that set them apart from their millennial predecessors 

as well as other generations. To attract, engage and retain 

Gen Z employees, manufacturers need to begin by under-

standing the differences. This article explores the unique 

traits of Gen Z in the manufacturing sector and provides 

effective strategies for manufacturers to make the most of 

that generation’s potential.

The impact of Gen Z on manufacturing
Gen Z, whose members have been nicknamed “digital na-

tives,” is making a significant impact on the manufactur-

ing sector. This generation has grown up surrounded by 

smartphones, social media and constant connectivity, which 

gives them a technological advantage over older generations. 

It’s astonishing to note that 95% of Gen Z individuals own 

smartphones (Pew Research Center, 2022) and that they spend 

over 9 hours online every single day (Digital 2022: Global 

Overview Report).

Such a deep immersion in the digital world has made 

them tech-savvy individuals. This proficiency is a huge ad-

vantage for the manufacturing industry, which increasingly 

relies on advanced machinery, automation and digital sys-

tems. Gen Z’s ability to adapt quickly to new technologies 

and their skills with computers and mobile applications 

make them a perfect fit for industry’s evolving needs.

Manufacturers can tap into the technological expertise 

by investing in digital systems and then creating a work 

environment that seamlessly integrates the technology and 

encourages those capable of successfully operating the sys-

tems. By adopting advanced machinery and automation, 

manufacturers can streamline processes, reduce manual 

labor and significantly increase productivity and efficiency 

within their operations. With their tech-savvy nature, Gen 

Z can navigate and optimize the advancements, driving 

growth and making the manufacturing sector a more com-

petitive field.

However, Gen Z’s standout qualities go beyond just their 

tech skills. Growing up in a digitally connected world has 

also shaped their creative and innovative mindset. They 

excel at thinking outside the box and embracing new tech-

nologies. This means they can bring fresh perspectives and 

ideas, contributing to the development of new processes, 

products and solutions.
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Gen Z in manufacturing: 
Bridging the generational divide

By liSA RyAN



10 FALL 2023 | CAst PoLyMEr CoNNECtioN

The entrepreneurial mindset and pragmatic 
approach
One trait that sets Gen Z members apart from previous gen-

erations is their entrepreneurial spirit. Many aspire to start 

their own businesses, driven by a desire for independence, 

creative freedom and the opportunity to make a meaningful 

impact in the world. At the same time, they value stability 

and security in their careers. Manufacturers can harness 

this unique combination of aspirations by providing an envi-

ronment that combines entrepreneurial opportunities with 

the stability of secure employment. By fostering a culture 

that encourages innovation and growth, manufacturers can 

attract Gen Z talent, which will help drive their organiza-

tions forward. They can retain the talent by finding ways to 

provide job security and opportunity. 

The working style of this generation reflects a preference 

for individual tasks while also valuing human connection. In 

other words, they enjoy having independence in what they 

do while seeking meaningful interactions with their peers. 

Manufacturers can create this environment by striking a 

balance between individual work and collaboration, and 

offering opportunities for independent projects alongside 

teamwork. By fostering a sense of belonging and providing 

platforms for communication and idea-sharing, businesses 

can tap into Gen Z’s drive for both individuality and team-

work, unleashing their full potential.

Another top priority for Gen Z is financial security. This 

generation values opportunities for growth and advance-

ment within their careers. Manufacturers can meet this 

expectation by offering competitive compensation packages 

and creating and documenting clear paths for progression. 

These steps demonstrate an employer’s commitment to 

supporting the financial goals of their employees. Manu-

facturers also can provide training programs, alternative 

educational pathways and other learning opportunities to 

meet Gen Z’s desire for practical and accessible education. 

A desire for purpose 
Gen Z cares deeply about ethical practices and social impact. 

They seek companies that align with their values and that 

prioritize making a difference in the world. Much recent 

research on this generation shows that these workers want 

to work for companies that have a positive impact. The re-

search shows that they not only care deeply about social and 

environmental values, but are even willing to leave their cur-

rent jobs for a company with a stronger social backbone—

those businesses that have a strong sense of corporate social 

responsibility (CSR).

The people that make up Gen Z have high standards, 

including focusing on social causes and environmental sus-

tainability. To win out over other companies, manufacturers 

will need to step up their game when it comes to CSR. Gen 

Z workers are more likely to turn down job offers or assign-

ments that don’t align with their values than generations 

that have been around longer. Conversely, the younger work-

ers are likely to remain with an employer if they are satisfied 

with the company’s CSR efforts.

There are many steps manufacturers can take to appeal 

to this generation’s desire for good CSR, starting with finding 

ways to implement sustainable practices in the workplace 

such as reducing single-use plastics and offering remote 

work options. Employers can also provide benefits that align 

with sustainability such as incentives for using public trans-

portation or purchasing electric vehicles. They can encour-

age employees to volunteer for causes important to those 

employees, and they can take a clear stance on social issues 

that affect the workforce.

Preferences in leaders, training and 
development
When it comes to leadership, Gen Z (like their millennial co-

workers) have specific expectations. They value caring lead-

ers who prioritize work-life balance and authenticity. They 

believe trustworthiness is crucial. While some people today 

think younger workers just want a fun workplace, in reality, 

Gen Z appreciates leaders who are serious, respectful and 

confident. They seek guidance, support and feedback from 

their leaders. To retain these younger employees, manufac-

turers need to create an environment that feels psychologically 

safe and that encourages the development of individuals.  

To create this safe and encouraging environment, manu-

facturers need to offer continued learning opportunities as 

well as ways to reward impactful work. Companies can pro-

vide their own training sessions or turn to outside sources 

that provide learning opportunities. Leaders can expose their 

workers to different projects and programs within the com-

pany to offer expanded job exposure, and they can offer 

coaching or mentoring opportunities. When they provide 

these developmental opportunities, they are much more 

likely to retain both Gen Z and millennials.

Leadership style within the company plays a role in who 

people want at the top. Leaders who can find ways to show 

they genuinely care about issues and individuals create a 

“one trait that sets Gen Z members 
apart from previous generations is 
their entrepreneurial spirit.”
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“safe space” for workers. Leaders who create effective ways 

to interact and a way for everyone to connect are much more 

likely to have a workplace with a culture that encourages 

younger people to stay on the job. 

Diversity and inclusion
Gen Z is the most diverse generation in history, with nearly 

half identifying as non-white. They expect their employers to 

prioritize this diversity and create an inclusive work culture 

(Pew Research 2020). Manufacturers today must recognize 

the importance of embracing differences in race, ethnicity, 

gender, sexual orientation and other aspects of identity to 

attract and retain Gen Z talent.

Furthermore, creating a culture of diversity and inclusion 

in the manufacturing workplace goes beyond simply meet-

ing demographic quotas. It involves fostering an environ-

ment where every employee feels valued and included and 

their culture respected regardless of background. Manufac-

turers can achieve this by implementing inclusive policies 

and practices, promoting diversity in leadership and ensur-

ing equal career growth and advancement opportunities.

The benefits of embracing diversity and inclusion go far 

beyond meeting Gen Z’s expectations, however. Diversity 

drives innovation and creativity. When people from different 

backgrounds come together, they bring unique perspectives, 

ideas and problem-solving approaches to the table. This di-

versity of thought can lead to breakthrough innovations, im-

proved decision-making and a competitive edge in the market.

Conclusion
There are many ways that today’s manufacturers can po-

sition themselves as attractive employers for Gen Z talent. 

With the right approach, these companies can build a strong, 

dynamic workforce that thrives in the digital age and con-

tributes to the industry’s continued success. 

liSA RyAN is the founder and chief appreciation strategist at Grategy. 
You can learn more about her workplace culture initiatives and programs 
by visiting LisaRyanSpeaks.com.

How can manufacturers attract and retain Generation Z workers to their plants? Here are five strategies that can 
be implemented for long-term success:

Embrace technology:
Manufacturers should integrate advanced machinery and automation to boost productivity and efficiency. Gen 

Z’s expertise in technology allows them to leverage digital fluency and drive innovation within the industry.

Demonstrate social and environmental responsibility:
Manufacturers should showcase their commitment to sustainability and corporate social responsibility. Imple-

menting sustainable practices and supporting social causes resonate with Gen Z’s desire for meaningful work.

Prioritize work-life balance:
Manufacturers should offer flexible work arrangements such as remote work options or flexible schedules to 

accommodate Gen Z’s desire for a healthy work-life balance. Creating a supportive work environment that values 

well-being will help retain Gen Z talent.

Foster diversity and inclusion:
Manufacturers should celebrate differences, promote inclusion and provide equal opportunities for all employ-

ees. By fostering diversity in leadership roles and implementing inclusive policies and practices, manufacturers can 

attract Gen Z workers and drive innovation within their organizations.

Offer growth opportunities:
To support Gen Z’s desire for continuous learning and development, manufacturers should provide training ses-

sions, exposure to different projects and mentorship programs. Empowering them with responsibility and creating 

a safe space for their opinions will enhance their engagement and commitment.

What can be done
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GMP  
9410 Marbella Cove 
Cordova, TN 38018 
901-386-6167 
gmp.builders.com

Agean Marble Manufacturing
9756 Princeton Glendale Road
Cincinnati, OH 45246
303-345-5075
agean.com

Luicana Industries, Inc. 
230 East Philadelphia Avenue  
Boyertown, PA 19512 
610-367-7923 
luicanauniquedesign.com

Award Marble
147 Debaets Street
Winnipeg, Manitoba R2J 3R9
204-661-6640
awardmarble.com

Custom Marble Solutions 
7967 West Third Street Building G 
Dayton, OH 45417 
513-883-1317 
custommarblesolutions.com

Kerrico Corporation
2254 Route 522
Selinsgrove, PA 17870
570-374-9831
kerricocorp.com

American Bluegrass Marble  
1510 Algonquin Parkway  
Louisville, KY 40210 
502-634-4417 
americanbluegrassmarble.com

Classic Cultured Marble, Inc. 
8300 Currency Drive  
West Palm Beach, FL 33404 
561-848-4635 
culturedmarbleusa.com

Capstone Surfaces 
5216A Business 50 West 
Jefferson City, MO 65109 
573-893-6601 
capstonesurfaces.com

Inpro Corporation  
S80 W18766 Apollo Drive    
Muskego, WI 53150 
800-222-5556 
inprocorp.com

Alamo Marble Ltd. 
4931 Enterprise  
San Antonio, TX 78249 
210-493-3711 
alamomarble.com

MacKenzie Vault, Inc.  
21 Deer Park Drive 
East Longmeadow, MA 01028 
800-726-8527 
Mackenzievault.com

Bradley Corporation  
W142N9101 Fountain Blvd  
Menomonee Falls, WI 53051 
262-251-6000 
bradleycorp.com

Custom Marble, Inc.  
850 South Mulberry Street  
Millstadt, IL 62260 
618-476-1345 
custommarble.net

Lafayette Marble & Granite  
3000 NE Evangeline Thruway  
Lafayette, LA 70507 
337-264-0361 
lmgelite.com

American Marble Industries  
2700 Atlantic Blvd., NE    
Canton, OH 44705 
330-453-8437 
amisurfaces.com

Coni Marble Mfg Inc.
99 Harrison Street
Thorndale, Ontario N0M 2P0
519-461-0100
conimarble.ca

Accent Marble, Inc. 
200 Cookie Street  
London, KY 40741 
606-878-6003 
accentbathconcepts.com

Carolina Custom Surfaces/MCAD, Inc. 
100 Landmark Drive  
Greensboro, NC 27409 
336-299-3030 
carolinacustomsurfaces.com

International Marble Industries
304 Bell Park Drive
Woodstock, GA 30188
678-409-7586
imitoday.com

Al-Co Products, Inc. 
485 Second Street  
Latty, OH 45855 
800-686-2489 
al-coproducts.com

Manstone (MMW Industries LLC)  
105 Talamine Court  
Colorado Springs, CO 80907 
719-578-1500 
manstone.com

Brandt Molded Marble
N57W13264 Reichert Avenue
Menomonee Falls, WI 53051
262-373-1163
brandtmarble.com

Elite Marble Company, LLC  
PO Box 45  
Montello, WI 53949 
608-297-2175 
elitemarbleco.com

Lighthouse Marble Works, Inc.  
8212 Woolmarket Road  
Biloxi, MS 39532 
228-392-3038 
lighthousemarble.com

Americast, LLC 
107 Enterprize Drive    
St. Louis, MI 48880 
989-681-4800 
americastllc.com

Cultured Marble of Tucson
965 East 17th street
Tucson, AZ 85719
520-207-2673
culturedmarbleoftucson.com

AGCO, Inc.  
2782 Simpson Circle  
Norcross, GA 30071 
770-447-6990 
agcomarble.com

Castle Products & Services, Inc. 
111 Wright Park Drive  
Doniphan, MO 63935 
573-996-4110

Manufacturers
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Marble Shop Inc
2310 Cunningham Street
La Crosse, WI 54603
608-783-2277
marbleshopinc.com

Patterson Products Inc.
580 E. Antioch Lane
Noble, IL 62868
618-723-2688

Synmar & Castech 
PO Box 1033    
Jonesboro, GA 30237 
770-478-0770 
synmarandcastech.com

Marlin Marble 
19 Ranier Drive  
Lake Placid, FL 33852 
863-465-0033 
marlinmarble.com

Southern Cultured Marble, Inc. 
1 Industrial Park Way  
Ware Shoals, SC 29692 
864-456-2319 
southernculturedmarble.com

Marble Concepts & Design, LLC 
PO Box 5478  
Central Point, OR 97502 
541-664-1256 
marbleconceptsdesign.com

Robison Marble 
2600 S Alvernon Way  
Tucson, AZ 85713 
520-748-1137 
robison-marble.com

Marble Works  
1601 N LaFox  
South Elgin, IL 60177 
847-742-9222 
marble-works.com

Provo Construction & Custom Marble
PO Box 543
Cunningham, KY 40235
270-628-3614

Syn-Mar Products, Inc.  
5 Nutmeg Drive  
Ellington, CT 06029 
866-399-0909 
syn-marproducts.com

Monroe Industries, Inc. 
5611 Tec Drive  
Avon, NY 14414 
585-226-8230 
monroeind.com

St. Louis Marble Company 
1565 Fenpark Drive  
Fenton, MO 63026 
636-343-7600 
stlmarble.com

Marble Craft 
702 West Carson  
Bryan, TX 77801 
979-846-3881 
marblecraftbcs.com

Sand & Swirl, Inc.  
1339 W 3300 S  
Ogden, UT 84401 
801-389-6363 
sandandswirl.com

Marble-Lite 
9920 NW 79th Avenue 
Hialeah Gardens, FL 33016 
800-313-8329 
marblelite.com

Remee Casting/ Roto Salt Co. Inc.  
PO Box 378  
Penn Yan, NY 14527 
315-536-3742 
remeecasting.com

Taylor Marble Co.
1660 W Skyline Avenue
Ozark, MO 65721
417-581-6888
taylormarble.com

Mr. Marble Canada 
59 Ortona Court
Vaughan, ON L4K3M2
905-669-3877 
mrmarble.com

Superior Home Products  
211 Edinger Road  
Wentzville, MO 63385 
636-332-9040 
suphome.net

Marble Masters of Middle Georgia, Inc. 
1105 N Davis Drive  
Warner Robbins, GA 31093 
478-929-2766 
marblemasters.com

SFI, Inc.
3125 Riley Road
Sparta, WI 54656
608-269-2706
sinksbysfi.com

Tower Industries, Inc.  
2101 9th Street SW  
Massilon, OH 44647 
330-837-2216 
towersurfaces.com

Composites One 
85 W Algonquin Road, Ste 600    
Arlington Heights, IL 60005 
800-621-8003 
compositesone.com

Wolf Home Products-Carstin Division
520 E 2nd Street
Arthur, IL 61911
217-693-6548
wolfhomeproducts.com

Advanced Plastics, Inc. 
7360 Cockrill Bend Blvd  
Nashville, TN 37209 
615-350-6500 
advanced-plastics.com

Tyvarian International  
195 South Geneva Road  
Lindon, UT 84042 
801-785-0353 
tyvarian.com

Wizard Marbleworks
11807 Allisonville Road
Fishers, IN 46038
317-409-5943

Brenntag Specialties, Inc. 
1 Cragwood Road Ste 302   
South Plainfield, NJ 07080 
908-561-6100 
brenntag.comen-us

North American Composites 
300 Apollo Drive    
Lino Lakes, MN 55014 
800-434-8830 
ip-corporation.com

Distributors
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Composites Compliance, LLC 
111 Stinson Road  
Johnson City, TN 37604 
888-533-2875 
compositescompliance.com

Gruber Systems, Inc. 
29071 The Old Road  
Valencia, CA 91355 
661-257-4060 
grubersystems.com

American Colors 
4602 Timber Commons    
Sandusky, OH 44870 
419-621-4000 
americancolors.com

Interplastic Corporation 
1225 Willow Lake Blvd    
St. Paul, MN 55110 
651-481-6860 
ip-corporation.com

ACS International, a Dorfner Company 
4775 S Third Avenue    
Tucson, AZ 85714 
800-669-9214 
acstone.com

Gem Tech Research Company 
118 Mary’s Way  
Marshall, NC 28753 
828-206-1731 
gemtechresearch.com

HK Research Corporation 
PO Box 1809    
Hickory, NC 28603 
800-334-5975 
hkresearch.com

Superior Industrial Solutions, Inc.
1402 North Capitol Avenue Ste 100
Indianapolis, IN 46202
317-781-4400
superioroil.com 

AOC 
955 Highway 57 East    
Collierville, TN 38017 
901-854-2318 
aoc-resins.com

Thornton Medical
1951 Lake Avenue
Pueblo, CO 81004
719-252-8997

Magnum Venus Products (MVP)
2030 Falling Waters Rd., Ste 350
Knoxville, TN 37922
865-556-8773
mvpind.com

Akpa Chemicals US Inc. 
122 Innovation Drive    
Fairfax, SC 29827 
803-686-2888 
akpachemicalus.com

Hastings Air Energy Control, Inc.
5555 S Westridge Drive
New Berlin, WI 53151
262-364-0507
hastingsair.com

Huber Engineered Materials
3100 Cumberland Blvd, Ste 600
Atlanta, GA 30339
678-247-7300
hubermaterials.com

Suppliers

Chem-Trend 
1445 W. McPherson Park    
Howell, MI 48843 
517-545-7980 
chemtrend.com

TR Industries
11022 Vulcan Street
South Gate, CA 90280
800-243-3272
trindustries.com

Resin Research and Recovery
619 Thunderbird Dr N
Hernando, MS 38632
909-374-7151

Omya, Inc. 
9987 Carver Road Ste 300 
Cincinnati, OH 45242 
513-387-4600 
omya.com

Prestige Tooling, LLC
419 Harrison Street
Elkhart, IN 46516
269-470-4525
prestigetooling.com

Stoner, Inc. 
1070 Robert Fulton Highway 
Quarryville, PA 17566 
888-303-5198 
stonermolding.com

Polynt 
99 East Cottage Avenue  
Carpentersville, IL 60110 
800-275-8807 
polynt.com

Sanco, Inc. 
207 Brookhollow Ind Blvd  
Dalton, GA 30721 
706-279-3773 
sancosystems.com

Safas Corporation 
2 Ackerman Avenue  
Clifton, NJ 07011 
973-772-5252 
safascorp.com

The R. J. Marshall Company 
26776 W 12 Mile Road #201   
Southfield, MI 48034 
248-353-4100 
rjmarshall.com

Caddo Pigment, LLC
6056 Dorchester Circle
Keithville. LA 71047
318-469-5434
caddopigment.com

Affiliates
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One topic that comes up frequently 

in meetings between different com-

panies in any industry is insurance. That’s not surprising 

given its importance not just to continued business, but to 

protecting the company’s assets and its employees. 

Commercial insurance allows business owners to protect 

their company from unforeseen events that can result in a 

financial loss. This insurance has several monumental pur-

poses including protection from liability claims and lawsuits, 

from damage to assets such as buildings, equipment and 

vehicles, and from natural disasters. Having the correct cov-

erage and limits requires guidance from a professional. That 

company or individual should be a true partner in helping 

ensure a business, its assets and its employees are safe and 

can still operate when negative events occur. 

the different types of insurance
Many types of commercial insurance are available to cover 

the risks associated with business operations and exposures. 

The basics that all businesses should have in place include: 

general liability, property, automobile, workers compensa-

tion, inland marine, umbrella/excess liability and cyber li-

ability. Additional coverage critical to any manufacturing 

operations includes insurance to protect against business 

interruption/loss of income, inventory selling price insur-

ance, product recall insurance, and errors and omissions 

insurance. 

For purposes of this article, we focus most heavily on the 

types of insurance that guard against employees who sue.  

So how does a company decide what types are needed for 

this protection and what sufficient coverage might include? 

The short answer is: partner with the right insurance broker. 

A longer answer is: When it comes to protection, consider 

these issues:

What coverage do I need? Working with a professional 

insurance agent can help a business evaluate the risks the 

business is exposed to, as well as what insurance coverage 

should be implemented to protect against those risks. This 

is sometimes a wide-reaching exercise because all business 

operations and exposures need to be evaluated to assess 

what’s needed beyond the basic coverage.

It’s also a challenge because the sufficient coverage 

amount is subjective to each business and its unique opera-

tions as well as what it costs to insure against the associated 

risks. The first step a company needs to take is to find a pro-

fessional agent/broker who understands their particular in-

dustry and business as well as the associated risk exposures.

What happens when an employee sues? Because of the pre-

ponderance of headline-grabbing lawsuits from disgruntled 

employees, most companies are understandably concerned 

about their own employees’ suing.

To address this risk, companies and their insurance 

partners must first look at what would cause this type of 

event to happen. A common risk for manufacturers would 

be employees who sue because of a workplace injury or ac-

cident that resulted in bodily injury or lost wages because 

of the injury. Other risks include suits from employees who 

feel they’ve been the victim of discrimination, harassment, 

wrongful termination, retaliation or breach of contract. 

Each of these risks poses a significant threat to employers 

because they can become a financial strain on the company 

as well as be time- and resource-consuming. 

Business owners today must ensure they are appropri-

ately protected from these risks by working with an agent 

who can both help them implement the necessary insurance 

policies and can aid them in developing a preventative risk 

management strategy to help reduce the risk of a claim.

What are the common protections for when an employee 

sues? One of the most known types of employee insurance 

By NolAND GlENN

Insurance
PRoTEcTiNG A coMPANy 
AGAiNST EMPloyEE SuiTS
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protection is workers’ compensation (comp). This is the in-

surance that will cover the medical costs of any employee 

injuries and will indemnify the employee for any lost wages 

while recovering as well as any permanent medical disabil-

ities that might be caused by the injury.

Workers comp is required by law to protect employees 

from workplace injuries regardless of who is at fault for the 

injury. Employees often will engage with an attorney for 

a workers comp claim to help them navigate the complex 

claim situations, to maximize the benefit payout, to navigate 

medical disputes and to get legal advocacy. 

The primary objective of this insurance is to ensure that 

injured employees receive appropriate medical care and fi-

nancial support, while also shielding employers from costly 

lawsuits. Workers comp offers legal immunity for employers 

against most employee lawsuits related to workplace inju-

ries and the associated damages. This provides financial se-

curity for business owners by providing protection against fi-

nancial liabilities in the event of a workplace injury lawsuit.

What happens with other types of employee suits? Another 

common type of insurance that protects employers is em-

ployment practices liability insurance (EPLI), which can help 

to protect business owners from lawsuits brought against 

them by an employee alleging discrimination, harassment, 

wrongful termination, retaliation or breach of contract. 

EPLI coverage aids employers in mitigating the financial 

risks associated with such lawsuits. It typically covers legal 

defense costs, settlements and judgments arising from cov-

ered claims. 

A critical issue is the extent of that coverage. Employers 

should carefully review the terms and conditions of an EPLI 

policy because certain types of claims or circumstances 

might be excluded.

For example, EPLI coverage is not typically included in 

standard commercial general liability insurance policies, or 

if it is included, it will often have inadequate limits (such 

as $50,000 to $150,000). Instead of relying on these unre-

alistic limits, employers who want good protection against 

employee-related lawsuits should consider adding EPLI as 

a separate policy or endorsement (rider) to their existing 

insurance coverage. 

The coverage and cost of EPLI will vary depending on the 

size of the business, the industry, the number of employees 

and the claims history of the company. However, in today’s 

litigious world, it’s critical for protecting a company. Once 

again, consulting with an insurance professional to under-

stand the specific coverage options and requirements that 

suit a company’s specific business needs is critical to getting 

adequate coverage.

What’s the best way to ensure I don’t get sued in the first 

place? A preventative risk management strategy is a valuable 

tool that will allow business owners to mitigate the risk of 

future liabilities, respond appropriately to claims that do get 

filed, and evaluate the cause of common complaints. These 

strategies are designed to reduce the risk of a claim event 

and potential litigation suits, and to minimize the potential 

for accidents and injuries in the future.

Insurance agents don’t just work with business owners 

on getting the right coverage. They also work with them to 

develop risk management plans specific to that business’s 

needs.

This is crucial because workplace injuries disrupt pro-

ductivity, lead to increased insurance premiums and create 

financial, emotional and resource strains on the business. 

These strategies address all types of insurance risk. For 

example, critical components of a workers comp risk man-

agement plan would include: safety training and education, 

workplace safety inspections, ergonomics and job activity 

assessments and return-to-work or transitional light duty 

programs. They also look at creating clear communication 

within the company ranks, ensuring proper reporting from 

employees and middle management, and often include in-

surance coverage analysis. 

A well-executed risk management plan 

is a proactive approach to preventing work-

ers’ compensation claims and creating a 

safer work environment for employees. 

It also serves, however, as protection of a different kind: 

companies that have good solid strategies in place and who 

prioritize risk management can significantly reduce the 

likelihood of workplace accidents in the first place. That’s 

important not only to individual businesses who don’t want 

to suffer the financial burdens of lawsuits but also to the 

employees of that company who are safer when specific risk 

management practices are in place.

How do I find the right insurance partner? Working with 

the right insurance partner is always valuable and can be 

critical as a business grows. The best insurance programs 

are those that are structured for the best fit to specific com-

pany needs. 

Any experienced agent or broker should be able to provide 

superior counsel not only on the risks the company faces, 

but how to insure against those risks and how to mitigate 

the risk of future claims through a risk management plan. 

NolAND GlENN is a commercial risk advisor for Sterling Seacrest 
Pritchard (www.sspins.com). He can be reached at nglenn@sspins.com.
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One of the recent guests on Cast Poly-

mer Radio was Pete Havel, author, 

speaker, trainer, and consultant to For-

tune 500 companies, law enforcement, 

small businesses and more. Havel has 

made it his career to address an issue 

all companies face, no matter the size 

or industry: toxic employees. On the 

radio podcast, Havel explains how and why he went from 

finding out he was hired to deal with a problem employee to 

building a career on how to deal with toxicity.

“With the challenges today in finding and retaining top 

talent, company culture has become a critical human re-

sources issue,” Havel says. “Like the famous quote by Steve 

Gruenert and Todd Whitaker, ‘The culture of any organiza-

tion is shaped by the worst behavior the leader is willing to 

tolerate,’” he adds. 

“Any company that hopes to be successful in building a 

positive culture and strong employee base needs to understand 

what causes toxicity and how contagious it can be,” he says.

Cast Polymer Connection asked Havel to discuss some of 

the main issues he has addressed in his work as a consultant 

and what advice he can give to manufacturers. Here’s what 

he had to say:

What do you believe are the top contributors to toxicity in 

the workplace? 

A: It’s hard to know where to start with that question given 

the differences between companies and the complexity of 

today’s workplace challenges. I would say, however, that tops 

on the list are leaders who don’t have the requisite leader-

ship qualities needed for the position, low expectations from 

the top leaders of the organization for themselves and every-

one else, stated core values that don’t match up with reality, 

poor communication at all levels and low levels of trust.

What are some of the signs companies can look for within 

their ranks that something might be wrong in the workplace?

A: There are both tangible and intangible signs that some-

thing is amiss. 

On the most visible tangible side are factors such as law-

suits that pop up alleging hostile workplace situations or 

harassment. Another tangible sign for leaders, however, is 

that some of their best employees are leaving. Anytime good 

employees exit, a company should be concerned about com-

pany culture. 

On the intangible side are factors such as whether em-

ployees are comfortable providing feedback to their manag-

ers or anyone in the company.  For example, messages or in-

formation that indicate fear of retaliation or lack of interest 

by leadership in employee opinions are morale destroyers 

that will definitely kill employee retention.

What signs might new or potential employees be looking for 

in a company that might indicate to them the workplace culture 

might not be a positive one?

A:  The beginning of a relationship often is the honeymoon 

period. That means that if the interview process is bad, no 

one should be surprised if the situation doesn’t get much 

better from there. 

Potential staff today often check reviews on websites such 

as Glassdoor (www.glassdoor.com), and they are assessing 

whether there are major recurring themes—be they good or 

bad. One bad review shouldn’t matter in an oversized way, 

but when people see the same problems over and over again, 

they will weigh very carefully whether to go to work there. 

Employers should use every investigation tool they can 

find to assess how employees feel. They also should be aware 

of what former employees think of the company because 

prospective employees will try to connect with them via 

LinkedIn and personal networks. Prospective employees of-

ten ask former employees if they’d work there again.

What are the main dangers of dealing with a toxic person 

in the workplace?

A: Working with anyone who is destructive, a gossip, a sabo-

teur or an energy killer can have a major impact on job satis-

faction and job security. Employees on the job and employers 

dealing with these people should know as much as they can 

about who they’re dealing with and how they operate. 

People can sometimes steer around employees who are 

just annoying. But if those employees are what I call “arson-

ists”—the type that burn down careers, cultures and com-

panies in their path—people having to deal with them need 

ways to protect themselves.

What practical steps can a company take to improve the 

culture and attitude in the workplace?

A: The place to begin is for a company to establish com-

pelling core values that leadership and others within the 

company are encouraged to follow. One practical step is to 

screen leadership hires for quality of character and ability to 

lead—not just for how productive they’ve been in other po-

sitions. Finally, companies and leaders can simply learn how 

to communicate better, how to deal with justifiable concerns 

Battling toxicity in the workplace

THE HuMAN FAcToR



and how to respect people’s time while being kind.

Is it sometimes better to try and work 

things out with a toxic person rather 

than lopping off the “dead leaves”? Why 

or why not?

A: Every situation is different and 

should be treated as such.  All of us 

have had that bad day, bad week or 

even an entire horrible season where 

life is treating us poorly and our atti-

tude matches our situation. 

Still, there are some people whose 

behavior in the workplace is just plain 

next-level bad. If people are acting with 

bad intent, creating fear among employees, de-

stroying company morale, or being the antithesis of the 

company’s core values, a decision may need to be made to 

end the relationship.

The most significant challenge to any leader’s credibil-

ity is how they choose to deal with troublemakers, espe-

cially those within their own circles. Nothing sends a louder, 

clearer message than when someone in charge gives their 

friends a “pass”. This sends a loud and clear signal to every-

one that there are two sets of rules, which is just asking for 

trouble.

Does Generation Z present additional chal-

lenges to today’s workplace and how to deal with 

employees?

A: Survey after survey says that 

Generation Z wants more com-

munication than previous gener-

ations, and they seek better rela-

tionships with their managers. Surveys 

also say that Gen Z’ers want their employer’s 

core values to align with their own. The question 

now is whether that’s a 2-way street: can employ-

ers ask for the same from potential Gen Z em-

ployees?

Understanding what Gen Z’ers want is cru-

cial to attracting this group. For example, studies 

show they want more flexibility at work and 

that they want their productivity to be the mea-

sure of their success, not how many hours they 

spend behind the monitor or equipment.  The 

demand for flexibility and the focus on pro-

ductivity should be a focus for every employer 

appealing to this group today. 

Pete Havel’s thoughts on toxicity can be found in his recent book, The Ar-
sonist in the Office, Fireproofing Your Life Against Toxic Coworkers, Bosses, 
Employees and Cultures. For information, go to www.petehavel.com.
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The ICPA’s Consumer-Facing Marketing Campaign

Join the #LIVEGROUTFREE Campaign

Got Questions?
Email Jennifer@TheICPA.com

Synmar ProductsSand & Swirl

Synmar & Castech Manstone

Become a Featured Manufacturer
Place the Live Grout Free logo on your 

company website and link it back 
to www.livegroutfree.com

You receive a link-back, #LiveGroutFree 
T-shirts, Social Media shout-outs,

PLUS: traffic from paid Google ads!

What iCPA’s board now looks like
Kerry Klodt, Tower Industries, remains as president of the 

association for 2023/2024. Klodt and the rest of the board 

recently welcomed these two new board members:

Scott MacKenzie,  owner of Mackenzie Vault, Inc. in East 

Longmeadow, MA (manufacturer director), and Christopher 

Deel, national sales manager for Interplastic Corporation 

(supplier director). 

The rest of the board includes:

  Treasurer Matt Pulliam, AGCO, Inc.

   Secretary Derek Hill, Syn-Mar Products

   Manufacturer Directors Luke Haas, Elite Marble 

Company; April Sauer, Manstone; and Laura Schmidt, 

Custom Marble, Inc.

   Supplier Directors Brian Ruether, The R.J. Marshall 

Company; Chris Hurdleston, ACS International; and 

Kelly DeBusk, Composites Compliance.

Contact information for board members can be found on 

the ICPA website.

CAMX will be in october in Atlanta

The Composites and Advanced Materials Expo, North Ameri-

ca’s largest event that addresses composites, is from October 

30-November 2 at the Georgia World Congress Center, At-

lanta. More than 6,500 people are expected to attend.

CAMX was created a decade ago by the American Com-

icPA NEwS To KNow

scott MacKenzie Christopher deel
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posites Manufacturers Association and the Society for the 

Advancement of Material and Process Engineering. The 

event features a huge exhibit hall of 500 vendors includ-

ing ICPA member companies along with hundreds of other 

businesses that offer products and services to composites 

manufacturers.

Keynoting this year’s event is Joan Higginbotham, former 

National Aeronautics and Space Administration astronaut 

who went on to have a storied career in aerospace technol-

ogy consulting.

CAMX also has an extensive educational program geared 

towards composites manufacturers that includes presenta-

tions, best practices tips, lectures, panels and discussions by 

professionals in areas ranging from architecture to baths to 

construction to infrastructure/governmental regulation and 

new technologies.

For information on the program, exhibition, registration 

and housing, go to www.camx.org.

Membership update
June was membership renewal month for ICPA, and accord-

ing to Beth Kubinec, this year’s drive has been a very suc-

cessful effort. By mid-August, ICPA had received an almost 

80% renewal rate for the association.

The members to have joined since the last issue of Cast 

Polymer Connection include:

  Resin Research and Recovery, Hernando, MS

   Marble Shop, Inc., LaCrosse, WI, marbleshopinc.com

  Patterson Products Inc., Noble IL 

  Taylor Marble, Ozark, MO, taylormarble.com

ICPA also has new companies that will be featured as 

highlighted manufacturers on the Live Grout Free website. 

The website explains the benefits of cast polymer products, 

which offer a grout-free solution. Featured manufacturers 

get free exposure from the site, which is designed to appeal 

to the general public. The most recently added manufactur-

ers include: Luicana Unique Design, Boyertown, PA: and Wolf 

Home Products, Carstin Division, Arthur, IL.

iCPA documentary highlights 
history
POLYCON Atlanta 2023 attendees received a 

preview of a documentary being created by 

Marcos Vidal, regional sales manager for ACS 

International Products, L.P. The video and 

preview feature the history of cast polymer 

making and the association that has been at the helm of the 

industry for half a century—the International Cast Polymer 

Association.

The completed date for the full-length documentary will 

be announced later this year. It features many interviews by 

long-time industry leaders, who recollect how the industry 

used to look and what some of the major changes and issues 

have been over the years as well as remarks by industry 

experts.

The video is part of the year-long celebration of the asso-

ciation’s 50th anniversary.

If any member is interested in collaborating with Vidal on 

this project or has some photos or unique stories to share, 

please contact Jennifer Towner, ICPA executive director, at 

Jennifer@TheICPA.com.

take advantage of the cast polymer network
One of the best and quickest ways to find out what’s happen-

ing in the industry is to join the ICPA Facebook community 

as well as keep up with other ICPA social media channels.

Social media and marketing expert Linda Lullie, Inspired 

2 Design, keeps the Facebook site active by constantly post-

ing important news and reporting on major industry and 
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association events.

The private Facebook community has grown 

to 107 members, who seek answers to technical 

questions, buy and sell equipment, and com-

ment on issues and events occurring in the cast polymer 

world.  Meanwhile, ICPA’s Twitter followers number 50 and 

LinkedIn connections have grown to 233.

To join the Facebook group, visit www.facebook.com/

groups/theicpa and click “Join Group.” 

To connect with ICPA on LinkedIn, go to www.linkedin.

com/company/international-cast-polymer-association/. IC-

PA’s Twitter account is @the_icpa.

tune in to hear these experts
Cast Polymer Radio is going strong with host Jonathan 

Taylor constantly adding new 

podcasts of interviews with 

top-notch industry experts. 

The show is sponsored by 

Sanco, aKPA Chemicals and Brooks Molds.

Here’s a sample of some of the most recent topics:

   How A.I. is changing search engine marketing

   Revitalizing America’s manufacturing workforce

   What graphene additives can do to improve 

composite materials

   What A.I. can do to revolutionize efficiencies

   Harnessing additive electronics technology

   What 3D printing can do to streamline prototyping, 

tooling and mold-making

To see a full list, go to www.castpolymer.com/episodes.

All about the family, survey finds
In one of the longest-run annual surveys 

on employee benefits, the Society for HR 

Management (SHRM) reported in “The 2023 

Employee Benefits Survey” that during the year, benefit 

changes centered on family support. 

For example, significant increases since 2022 have been 

seen in the number of organizations offering paid maternity, 

paternity, parental leave or adoption leave and pet insurance 

has become increasingly popular. 

Health benefits remain the by-far most important benefit 

HR professionals site as critical with 98% of employers mak-

ing such coverage available.

Meanwhile, flexible work has increased significantly from 

pre-pandemic levels peaking at 83% in 2020 and 2021 but 

maintaining high levels in 2022 and 2023 at 70%. Only 52% 

offered flexibility in 2019.

Problems go way beyond traditional stresses
Although employee engagement and job satisfaction have 

been part of the human resources discussion for many years, 

a recent Gallup report says that the problems can no longer 

be ignored: the world’s economies depend on better ways of 

operating.

Gallup’s State of the Global Workplace 2023 Report 

(subtitled, The Voice of the World’s Employees) reports that 

low engagement costs the world’s economy $8.8 trillion, 

which is 9% of the global Gross Domestic Product (GDP). 

Gallup’s CEO Jon Clifton, in his introductory letter, says that 

amount is “enough to make the difference between success 

and failure for humanity.”

“Gallup’s research into wellbeing at work finds that hav-

ing a job you hate is worse than being unemployed — and 

those negative emotions end up at home, impacting rela-

tionships with family. If you’re not thriving at work, you’re 

unlikely to be thriving at life,” he continues.

The solution begins with two needed actions:

  Focusing on the most “winnable” employees, and
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  Giving those employees better managers.

The report points out that currently, 59% of employees 

are “quiet quitting” (not engaged but rather watching the 

clock or filling a seat) and another 18% are “loud quitting,” 

(actively disengaged and taking action that directly harms 

the organization). 

That means that only 23% of people today are thriving at 

work (finding their work meaningful and feeling connected 

to their teams).

Stress levels remained at record-high levels, rising to 43% 

of employees in 2020 and remaining at 44% for 2021 and 

2022.

What’s more, those stress levels are not in the lesser 

developed regions of the world. The highest levels are in East 

Asia, the U.S. and Canada. Also, globally, more than half (51%) 

expressed some level of intent to leave their jobs. Gallup’s 

report does not try to pinpoint why this is happening, but 

rather shows why these levels are important to the world. 

In a bit of good news, the report says that in 2022, 53% of 

employees said now was a good time to find a job, which rose 

from the pandemic’s low in 2020 of 44%, but did not match 

pre-pandemic levels in 2019 of 55%.

That large percentage of quiet quitting employees, said 

that, by far, “engagement or culture” is what would make 

their workplace better (41% compared to 28% who mentioned 

“pay and benefits” and 16% who said “well-being”).

AdVertisers in tHis issUe… 
cast Polymer connection thanks all the advertisers in 
this issue for being annual supporters of our publication. 
 Contact Jennifer towner at Jennifer@theiCPA.com or 
470-219-8139 for information on advertising.
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