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The Royal Melrose Granites online inventory, a
new Performance Plus benefit created specially for
Royal Melrose retailers, enables you to immediately
inform customers if monuments are in stock. 

You know what that means. Based on your quick
response and ability to confirm the order, families
will be more likely to make purchases. You can also
plan and better manage your inventory and
deliveries on a real-time basis. 

The Royal Melrose online inventory allows you to
access the inventory of monuments and benches in
vibrant India GemStone and beautiful, cost-efficient
China colors. Add our existing range of domestic
colors and you have the widest selection of colors to
access any time. Here’s how:

◆ Visit rm.inventory.coldspringgranite.com.

◆ Type in your company name and retailer number.
Call 1-800-328-7021 and ask for these if you
haven’t registered.

◆ Choose a product (monuments or benches). For
benches, choose between standard benches and
park benches.

◆ Choose a color. There are 11 colors for
monuments and 10 for benches. 

◆ After clicking, you will see lists detailing how
many pieces of each item are available in various
dimensions and colors. You will also see
estimated arrival dates of incoming orders from
overseas.

There’s nothing more to it. Contact your Royal
Melrose sales representative for more information. 

RM online inventory allows retailers 
to access product availability in real time

Specific information about monuments and benches in stock can
be accessed in a snap through the Royal Melrose online inventory.
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There’s nothing more important in sales than service.
Organizations that provide great customer service reap a
range of benefits, including increased market share,
increased sales and profits, repeat business, new customers,
fewer complaints, lower employee turnover, and enhanced
reputation.

Service is especially important in our industry, which
like no other involves intense sensitivities, and doubly so
because it must be rescued from its grave state. According
to Arlington, Va.-based customer service research company
Technical Assistance Research Programs, about 75 percent
of all organizations investing in service and quality training
in the United States were failing to deliver on services. 

In The Power of Service, Keeping Customers for Life,
Minneapolis-based service guru Petra Marquart blames bad
service on “the cancer of indifference” and on people who
have emotionally quit their jobs but keep showing up for
work. Corporate downsizing, the lack of training resources,
high employee turnover and the incredible demands put
on people today are all contributing to the malaise. Firms
that excel in service tend to suffer less from these
problems.

Marquart says that successful companies have narrowed
their focus on delivering superior customer service to one
of three value disciplines: operational excellence, customer
intimacy or product leadership. Great service, simply put,
can be achieved by maintaining relationships with
customers. Your employees dealing with customers must

expect customers to be recognized; be served but not
pressured; receive undivided attention; have their problems
solved; be treated with honesty and openness; have your
loyalty; and see your sincere appreciation for their
continued loyalty.

Retailer Marshall Field introduced service values to his
organizations that are timeless. They are as follows:
Understand the limitation of everyone’s time. Persevere and
it will breed success. Know the pleasure of working. Be a
person of character. Be kind. Influence others by example.
Respect the obligation of duty. Be wise about economy –
don’t waste. Know the virtue of patience. Continually work
to improve talent. Experience the joy of
originating.

Maintaining such values will
lead to exceptional service. As
Marquart points out from
various studies, when
customers receive dazzling
service, they will relay that
experience to only three
people. When they suffer bad
service, they will tell 14 to 20
other people about their bad
experience. You don’t
want to be on the
wrong end of the
service stick.

Driving sales
By Michael T. Baklarz, senior vice president of sales

Focusing on service to avoid the “cancer of indifference”
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It’s the most prestigious design contest 
in the industry showcasing the most
remarkable qualities of commemorative art.
We’re reminding you about the inaugural
Royal Melrose Granites Performance Plus
Monument Design Contest.

All of you have received entry forms 
and information about the contest rules 
and judging criteria. 

Please be sure to fill out the entry form
and mail your design in the self-addressed
envelope to: 

Royal Melrose Granites Performance Plus
Monument Design Contest
Stacy Lommel 
Cold Spring Granite Co.
202 S. Third Ave.
Cold Spring, MN 56320

Entry forms and designs must reach the
above address no later than Feb. 27, 2004.

No design contest offers a more generous
prize. The winning design will be fabricated
by the Cold Spring Granite Co. with granite
supplied by the company for a total
production cost not exceeding $10,000.
That’s $10,000! 

Submit your RM monument contest design now for $10,000 prize 
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Miller’s favorite 2004 Classical Designs 
You should have received the 2004 Classical Designs poster featuring top monument designs by Royal Melrose Granites Chief

Designer Joseph Miller by now. You probably have your favorites. Miller’s three favorites have the following common elements: 
all feature vibrant red India GemStone colors and chamfered lines. 

There is tremendous movement and variegation in the Paradiso GemStone in
Frassato. The design features angular lines, including two memorials for a couple
joined by a bench. The contemporary Bronces Jorda cross shows a sunburst effect.
The combination of the bench, cross and vibrant colors, in Miller’s words, “creates
the dichotomy of a lively yet restful memorial.” 

Chung, in New Imperial Red, features a contemporary version of a traditional
pagoda motif. A longer look at the design shows it can also be interpreted as a
modern, almost art deco modification of Greek- or Roman-columned structures.
Rotated square columns accentuate the angular design theme.

Miller’s very favorite, McEvoy,
features a rich GemStone, Twilight
Red; gentle, lifting curves; and a
double sandblast-rounded chamfer
separating the Bronces Jorda cross 
and lettering for a couple. The left-
to-right upward diagonal movement
symbolizes ascension. A Bronces Jorda
tea rose emblem, shimmering with
high-gloss reflections, can be used 
in place of the cross. 

Lexann T. Pryd-Kakuk was
appointed director of
marketing for the Cold
Spring Granite Co. Memorial
Group. She is responsible 
for managing all marketing
strategies for the Memorial
Group comprising four
divisions: Royal Melrose
Granites (monuments);
Granit Bronz (bronze
memorials, statuary and
emblems); Granit Bronz
Mausoleums (community mausoleums); and Private
Estates (private mausoleums).

Previous to joining Cold Spring Granite as new product
development product line manager in April 2003, Pryd-
Kakuk was a marketing manager for St. Cloud, Minn.-

based Bankers Systems Inc., 
a leading provider of
compliance information 
and financial service tools.
Her new appointment
underscores a strategic 
effort by Cold Spring
Granite to streamline and
strengthen Memorial Group
marketing activities. 

Pryd-Kakuk’s appointment
coincided with the naming
of Rick Reischl, formerly

new product development manager for the Memorial and
Commercial Groups, to director of marketing for Cold
Spring Granite’s Commercial Group, which handles granite
fabrication for private and government buildings and
national war memorials. 

Cold Spring Granite Memorial Group names marketing director 



We told you about the importance of designing a Web site
with clear graphics and content so it can be easily accessed and
navigated by users. To make your site an effective business
tool, the next thing you must do is to customize it for your
customers. 

Web site customization is particularly powerful because Web
sites allow users to interact. Whether for online shopping,
books or music, customized sites can engage users for minutes
up to hours, something that traditional marketing has rarely
been able to achieve.

It’s natural that you will be friendlier with someone who is
interested in you and knows something about you. It’s the
same way with Web sites. A recent survey conducted by
Jupiter Media Metrix discovered that 36 percent of Web surfers
would visit a content site more often if it featured a customized
layout. The same goes for e-commerce sites that can feature
products and services according to previous purchases and
queries made by the user. 

Allowing users to design their own memorials or providing
visitors with products and services based on information
gathered from previous visits or purchases, such as book or
music titles that Amazon.com will offer, are great examples of
customization and personalization. 

The greatest e-commerce challenge in our industry, of
course, is the feasibility of delivering heavy memorials or
monuments to customers. But research indicates that a
majority of customers will visit Web sites to research and
determine what type of memorials they will purchase. Then
they will go directly to the monument retailer, cemetery or
funeral home to make the purchase. That means your Web site
is a powerful means to draw customers, all the more so if it is
customized for their needs. 

(Third and last part of a three-part series.)


