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2015
AMERICAN

ADVERTISING
AWARDS

WINNERS
BOOK

Ciphers+
Legends



The
Judges



AGENT

LINDA BUMGARNER
ALIAS

DILAN RABMEURNG

HEADQUARTERS

VML — KANSAS CITY, MO

RANK

EXECUTIVE CREATIVE DIRECTOR

INFORMATION
Linda has worked on a wide variety of 
accounts, concepting and writing for 
clients including Southwest Airlines, 
Revlon, Dr. Pepper, Snapple Group, 
Gatorade, Kellogg’s, Hostess Brands, 
Sears, Walmart and Western Union. 

Recognized by her peers for her 
outstanding work, Linda has earned 
honors from Cannes, the New York 
Festivals, One Show Interactive, the Effie 
Awards, American Advertising Awards, 
South by Southwest Interactive, the 
Tomorrow Awards, the Spikes Asia, the 
Webby Awards and more.

AGENT

JON GELDER
ALIAS

NOJ ELGRED

HEADQUARTERS

ORCA CREATIVE - SALT LAKE CITY, UT

RANK

CREATIVE DIRECTOR

INFORMATION
Jon’s spent years doing creative work in 
every nook and cranny of the business, 
working in small digital shops, as a solo 
freelancer, and in a global agency setting. 
He’s helped small local businesses and 
Fortune 100 companies alike with their 
branding, advertising, messaging, and 
digital presence. 

As Creative Director at Orca Creative, 
Jon likes to get to know his clients and 
likes them to know who he is too—after all, 
it’s conversations with smart people that 
spark the greatest ideas.

AGENT

TONY SHARPE
ALIAS

ONTY AHSERP

HEADQUARTERS

COLUMBUS, OH

 RANK

RONIN

INFORMATION
Tony Sharpe has spent much of his career 
as Senior Vice President/Group Creative 
Director on the SC Johnson account at 
FCB Global. He is most widely known for 
creating the Windex “Birds”. 

Most recently he was Executive Creative 
Director of Moxie Interactive (formerly 
Engauge) in Columbus, Ohio, where he led 
creative for a variety of clients in today’s 
increasingly digital, social, and mobile 
media environment. He’s been in numerous 
awards shows, both as a judge and as a 
recipient, though he prefers receiving to 
judging.



2015 AMERICAN ADVERTISING AWARDS

SILVER STUDENT

CARLI 
GRENINGER
--------------
Packaging
--------------
Cobbled 
Creatures
--------------
Alexandria Technical & 
Community College

JENNIFER 
KRUEGER
--------------
Packaging
--------------
Morning Bird 
Packaging
--------------
Alexandria Technical & 
Community College

TIFFANY 
AUNE
--------------
Packaging
--------------
Bubbly Soap 
package system
--------------
Alexandria Technical & 
Community College

VANESSA 
JARMUZEK
--------------
Packaging
--------------
Zoom Athletics 
Packaging
--------------
Central Lakes College

KRISTAL 
BOMSTAD
--------------
Point of Purchase
--------------
200th 
Anniversary 
Bicycle Postage 
Stamp Series
--------------
Alexandria Technical & 
Community College

TIFFANY 
AUNE
--------------
Point of Purchase
--------------
Walt Disney 
Postage Stamp
--------------
Alexandria Technical & 
Community College

ASHLEY 
JUSTICE
--------------
Point of Purchase
--------------
Stamp 
Illustration
--------------
Alexandria Technical & 
Community College

KATHRYN 
LETNESS
--------------
Stationery 
Package
--------------
Bird Cards
--------------
Alexandria Technical & 
Community College

JENNIFER 
KRUEGER
--------------
Stationery 
Package
--------------
Morning Bird 
Coffee
--------------
Alexandria Technical & 
Community College

C o f f e e

Once you’ve had our co�ee 
you’ll keep wanting more

Holly White

Contacts

Manager

3887 40th Ave N
Minneapolis, Minnesota

morningbirdcoffee@yahoo.com
320-559-2815

Contacts

C o f f e e

www.moringbirdcoffee.com

C o f f e e

3887 40th Ave N Minneapolis, Minnesota •320-559-2815 • morningbirdcoffee@yahoo.com

3887 40th Ave N
Minneapolis, Minnesota

C o f f e e

C o f f e e



2015 AMERICAN ADVERTISING AWARDS

SILVER STUDENT

VANESSA 
JARMUZEK
--------------
Stationery 
Package
--------------
Parallax
--------------
Central Lakes College

FAITH 
HARDISON-
KNIGHT
--------------
Poster
--------------
GUCCI
--------------
Alexandria Technical & 
Community College

TYLER 
HELLEM
--------------
Poster
--------------
Government 
Spying Poster
--------------
Alexandria Technical & 
Community College

KADY 
JASPERSEN
--------------
Poster
--------------
MN Zoo Alaskan 
Wolf
--------------
Alexandria Technical & 
Community College

HALEY 
HUGHES
--------------
Cover
--------------
Saudi Arabia’s 
Women Workers
--------------
Alexandria Technical & 
Community College

RYLEY 
MAISCH
--------------
Cover
--------------
Layers Magazine 
- Cherry Cover
--------------
Alexandria Technical & 
Community College

RYLEY 
MAISCH
--------------
Single, Fractional 
Page or Full Page
--------------
Dapper Cigars 
Advertisment
--------------
Alexandria Technical & 
Community College

HALEY 
HUGHES
--------------
Campaign
--------------
Jack Daniel’s  
Ad Campaign
--------------
Alexandria Technical & 
Community College

KRISTAL 
BOMSTAD
--------------
Campaign
--------------
Totes Umbrellas
--------------
Alexandria Technical & 
Community College

 Lorem ipsum dolor sit amet, consectetur adipiscing elit. Donec orci purus, luctus vitae dignissim eu, iaculis sed purus. 

Vivamus faucibus, ipsum nec aliquet viverra, leo mauris condimentum ligula, sit amet sagittis enim ligula quis arcu. Nam 

egestas tortor id nisi porttitor mattis. In tortor ante, ultricies in suscipit a, tempus non massa. Vivamus et auctor mi. Fusce 

vel massa nulla. Phasellus nec eros mauris, et scelerisque orci. Donec malesuada orci vitae nulla accumsan porta a id 

massa. Quisque accumsan iaculis magna sit amet fringilla. Maecenas consequat, magna eget tincidunt semper, odio nibh 

rutrumrutrum mi, id feugiat ante nisi eu risus. Vestibulum nunc orci, rhoncus a placerat in, ultricies in mi. Cras mattis varius eros, 

vel fringilla nisi suscipit eget. Lorem ipsum dolor sit amet, consectetur adipiscing elit. Donec orci purus, luctus vitae dignissim 

eu, iaculis sed purus. Vivamus faucibus, ipsum nec aliquet viverra, leo mauris condimentum ligula, sit amet sagittis enim 

ligula quis arcu. Nam egestas tortor id nisi porttitor mattis. In tortor ante, ultricies in suscipit a, tempus non massa. Vivamus 

et auctor mi. Fusce vel massa nulla. Phasellus nec eros mauris, et scelerisque orci. Donec malesuada orci vitae nulla ac-

cumsan porta a id massa. Quisque accumsan iaculis magna sit amet fringilla. Maecenas consequat, magna eget tincidunt 

semper, odio nibh rutrum mi, id feugiat ante nisi eu risus. Vestibulum nunc orci, rhoncus a placerat in, ultricies in mi. Cras 

mattis varius eros, vel fringilla nisi suscipit eget. Lorem ipsum dolor sit amet, consectetur adipiscing elit. Donec orci purus, 

luctus vitae dignissim eu, iaculis sed purus. Vivamus faucibus, ipsum nec aliquet viverra, leo mauris condimentum ligula, sit 

amet sagittis enim ligula quis arcu. Nam egestas tortor id nisi porttitor mattis. In tortor ante, ultricies in suscipit a, tempus 

nonnon massa. Vivamus et auctor mi. Fusce vel massa nulla. Phasellus nec eros mauris, et scelerisque orci. Donec malesuada 

orci vitae nulla accumsan porta a id massa. Quisque accumsan iaculis magna sit amet fringilla. Maecenas consequat, 

magna eget tincidunt semper, odio nibh rutrum mi, id feugiat ante nisi eu risus. Vestibulum nunc orci, rhoncus a placerat 

in, ultricies in mi. Cras mattis varius eros, vel fringilla nisi suscipit eget. 

OUR MISSION

Emma Doe, Co-Founder & CEO

have a cigar
www.DapperCigars.com



2015 AMERICAN ADVERTISING AWARDS

SILVER STUDENT

LAUREN 
ENGEBRETSON
--------------
Campaign
--------------
Banded Ad 
Campaign
--------------
Alexandria Technical & 
Community College

LEE MACK
--------------
Campaign
--------------
Take a bite
--------------
Alexandria Technical & 
Community College

ASHLEY 
JUSTICE
--------------
Website
--------------
Bella’s on 
Broadway 
Website
--------------
Alexandria Technical & 
Community College

KRISTAL 
BOMSTAD
--------------
Consumer 
Campaign
--------------
The Roastery
--------------
Alexandria Technical & 
Community College

AMANDA 
BRINKMAN
--------------
Consumer 
Campaign
--------------
Collegeville 
Artisan Bakery 
- Stationery
--------------
Alexandria Technical & 
Community College

DILLON 
NORGREN
--------------
Illustration, Single
--------------
Clint
--------------
Alexandria Technical & 
Community College

KADY 
JASPERSEN
--------------
Illustration, 
Campaign
--------------
Color Theory 
Goldfish book
--------------
Alexandria Technical & 
Community College

KATELYN 
WINDELS
--------------
Illustration, 
Campaign
--------------
Fight Fast Food
--------------
Alexandria Technical & 
Community College

LINDA 
NGUYEN
--------------
Illustration, 
Campaign
--------------
Color Theory 
Series
--------------
Alexandria Technical & 
Community College



2015 AMERICAN ADVERTISING AWARDS

SILVER STUDENT

HALEY 
HUGHES
--------------
Photography, 
Black & White
--------------
Thinking Leah
--------------
Alexandria Technical & 
Community College

ASHLEY 
JUSTICE
--------------
Photography, 
Black & White
--------------
Clear Reflection 
on a Foggy Day
--------------
Alexandria Technical & 
Community College

EMILY ECK
--------------
Photography, 
Color
--------------
Sunset Kiss
--------------
Alexandria Technical & 
Community College

HALEY 
HUGHES
--------------
Photography, 
Color
--------------
Dreamer
--------------
Alexandria Technical & 
Community College

KRISTAL 
BOMSTAD
--------------
Photography, 
Color
--------------
Vintage Bicycle
--------------
Alexandria Technical & 
Community College

AMANDA 
REGER
--------------
Photography, 
Color
--------------
Harbor of 
Refuge
--------------
Central Lakes College

EMILY 
BICKFORD
--------------
Photography, 
Color
--------------
Peaceful 
Morning
--------------
Central Lakes College

EMILY 
BICKFORD
--------------
Photography, 
Color
--------------
Chipper
--------------
Central Lakes College

HOLLIE 
LINTNER
--------------
Photography, 
Color
--------------
Frosted Flakes
--------------
Central Lakes College



2015 AMERICAN ADVERTISING AWARDS

SILVER STUDENT

MARIE 
BERTHIAUME
--------------
Photography, 
Color
--------------
Pandemonium
--------------
Central Lakes College

MATTHEW 
BREITER
--------------
Photography, 
Color
--------------
Blooming 
Prairie
--------------
Central Lakes College

pSHANTELL 
GREENSLATE
--------------
Photography, 
Color
--------------
Frosty Morning
--------------
Central Lakes College

KAITLYN 
CRAWFORD
--------------
Photography, 
Digitally Enhanced
--------------
Blueshift
--------------
St. Cloud Technical & 
Community College

KRISTAL 
BOMSTAD
--------------
Photography, 
Campaign
--------------
Reflections
--------------
Alexandria Technical & 
Community College





2015 AMERICAN ADVERTISING AWARDS

GOLD STUDENT

AMANDA 
BRINKMAN
--------------
Packaging
--------------
Organic Herbs
--------------
Alexandria Technical & 
Community College

VANESSA 
JARMUZEK
--------------
Stationery 
Package
--------------
Vanessa Haley 
Photo • Design
--------------
Central Lakes College

FAITH 
HARDISON-
KNIGHT
--------------
Poster
--------------
ABC’s John 
Lennon
--------------
Alexandria Technical & 
Community College

KADY 
JASPERSEN
--------------
Poster
--------------
Club Gatsby
--------------
Alexandria Technical & 
Community College

HALI 
DANIELSON
--------------
Poster
--------------
Lawn Animals 
Typeface 
Promotion
--------------
Central Lakes College

ERIN REZAC
--------------
Poster, Campaign
--------------
ConAgra Poster 
Series
--------------
Central Lakes College

ASHLEY 
PERRINE
--------------
Campaign
--------------
Pinetree 
Garden Seeds 
Campaign
--------------
Alexandria Technical & 
Community College

HALI 
DANIELSON
--------------
Consumer 
Campaign
--------------
JFHML Library 
Rebrand
--------------
Central Lakes College

MATTHEW 
ELMER
--------------
Logo
--------------
Nightowls 
Cocktail Lounge
--------------
Alexandria Technical & 
Community College

V A N E S S A H A L E Y . W O R D P R E S S . C O M     F A C E B O O K . C O M / V H P H O T O D E S I G N

( 2 1 8 )  8 2 0 - 9 7 4 8     V A N E S S A H A L E Y D E S I G N @ G M A I L . C O M

D E A R  M R .  S M I T H ,

L O R E M  I P S U M  D O L O R  S I T  A M EL O R E M  I P S U M  D O L O R  S I T  A M E T ,  C O N S E C T E T U R  A D I P I S C I N G  E L I T .  D O N E C  O R C I  P U R U S ,  

L U C T U S  V I T A E  D I G N I S S I M  E U ,  I A C U L I S  S E D  P U R U S .  V I V A M U S  F A U C I B U S ,  I P S U M  N E C  A L I -

Q U E T  V I V E R R A ,  L E O  M A U R I S  C O N D I M E N T U M  L I G U L A ,  S I T  A M E T  S A G I T T I S  E N I M  L I G U L A  

Q U I S  A R C U .  N A M  E G E S T A S  T O R T O R  I D  N I S I  P O R T T I T O R  M A T T I S .  I N  T O R T O R  A N T E ,  U L -

T R I C I E S  I N  S U S C I P I T  A ,  T E M P U S  N O N  M A S S A .  V I V A M U S  E T  A U C T O R  M I .  F U S C E  V E L  

M A S S A  N U L L A .  P H A S E L L U S  N E C  E R O S  M A U R I S ,  E T  S C E L E R I S Q U E  O R C I .  

D O N E C  M A L E S U A D A  O R C I  V I T A E  N U L L A  A C C U M S A N  P O R T A  A  I D  M A S S A .  Q U I S Q U E  A C -

C U M S A N  I A C U L I S  M A G N A  S I T  A M E T  F R I N G I L L A .  M A E C E N A S  C O N S E Q U A T ,  M A G N A  E G E T  

T I N C I D U N T  S E M P E R ,  O D I O  N I B H  R U T R U M  M I ,  I D  F E U G I A T  A N T E  N I S I  E U  R I S U S .  V E S T I B U -

L U M  N U N C  O R C I ,  R H O N C U S  A  P L A C E R A T  I N ,  U L T R I C I E S  I N  M I .  C R A S  M A T T I S  V A R I U S  

E R O S ,  V E L  F R I N G I L L A  N I S I  S U S C I P I T  E G E T .  Q U I S Q U E  S C E L E R I S Q U E  S A G I T T I S  N U L L A  A T  

P O R T T I T O R .

S E D  I D  A U G U E  V I T A E  U R N A  E U I S M O D  C O M M O D O  A L I Q U E T  A  Q U A M .  P E L L E N T E S Q U E  

A R C U  V E L I T ,  C U R S U S  E T  M A L E S U A D A  U T ,  C O N S E Q U A T  E T  D I A M .  N U L L A M  E R A T  S E M ,  

R H O N C U S  I D  U L L A M C O R P E R  V I T A E ,  R H O N C U S  E T  A R C U .  I N  U L T R I C I E S  U L T R I C I E S  N U L L A ,  

U T  R U T R U M  N I S I  I A C U L I S  A T .  D O N E C  E U  M A G N A  A  M E T U S  O R N A R E  F A U C I B U S .  F U S C E  

A L I Q U E T  F A U C I B U S  U L T R I C I E S .  M O R B I  S E M P E R ,  E S T  I D  T I N C I D U N T  G R AV I D A ,  S E M  A R C U  

A D I P I S C I N G  L A C U S ,  A C  B I B E N D U M  N U L L A  L E O  E U  P U R U S .  Q U I S Q U E  N E C  D I A M  S E D  

R I S U S  C O N S E C T E T U R  A  C C U M S A N  Q U I S  Q U I S  N I B H .  V E S T I B U L U M  I D  P U R U S  L O R E M .

                                                                                                                                                                                                                                                                                                      
                                                                                                                                                                          
                   S I N C E R E L Y ,                                                                                                                   



2015 AMERICAN ADVERTISING AWARDS

GOLD STUDENT

KATHRYN 
LETNESS
--------------
Illustration
--------------
Self Portrait
--------------
Alexandria Technical & 
Community College

COLE 
GEWERTH
--------------
Illustration
--------------
Modern Mona 
Lisa
--------------
Alexandria Technical & 
Community College

DILLON 
NORGREN
--------------
Illustration
--------------
Eyes of the 
Joker
--------------
Alexandria Technical & 
Community College

KRISTAL 
BOMSTAD
--------------
Illustration
--------------
Antiques
--------------
Alexandria Technical & 
Community College

KRISTAL 
BOMSTAD
--------------
Illustration
--------------
Mary Robinson 
as Perdita, after 
John Hoppner
--------------
Alexandria Technical & 
Community College

KATELYN 
WINDELS
--------------
Illustration
--------------
From “The Banjo 
Lesson” by 
Henry Tanner
--------------
Alexandria Technical & 
Community College

FAITH 
HARDISON-
KNIGHT
--------------
Illustration, 
Campaign
--------------
Color Theory: 
Faces of Fame
--------------
Alexandria Technical & 
Community College

LINDA 
NGUYEN
--------------
Illustration, 
Campaign
--------------
Aged Actors  
in Pen
--------------
Alexandria Technical & 
Community College

RYLEY 
MAISCH
--------------
Photography, 
Black & White
--------------
Hands of 
Service
--------------
Alexandria Technical & 
Community College



2015 AMERICAN ADVERTISING AWARDS

GOLD STUDENT

SARA 
JUSTIN
--------------
Photography, 
Black & White
--------------
Bright Lights, 
Big City
--------------
Central Lakes College

HALEY 
HUGHES
--------------
Photography, 
Color
--------------
Drifter Man
--------------
Alexandria Technical & 
Community College

TIFFANY 
AUNE
--------------
Photography, 
Color
--------------
Hung Out to Dry
--------------
Alexandria Technical & 
Community College

MARIAH 
PARKS
--------------
Photography, 
Color
--------------
Rustic Head 
Light
--------------
Central Lakes College

AMANDA 
REGER
--------------
Photography, 
Color
--------------
Red, White & 
Bubble
--------------
Central Lakes College

MARIAH 
PARKS
--------------
Photography, 
Color
--------------
Gears
--------------
Central Lakes College

ASHLEY 
PERRINE
--------------
Photography, 
Campaign
--------------
Back When
--------------
Alexandria Technical & 
Community College

LEAH 
KLEGSTAD
--------------
Photography, 
Campaign
--------------
Lewis Carroll 
Study
--------------
Alexandria Technical & 
Community College

LEAH 
KLEGSTAD
--------------
Photography, 
Campaign
--------------
Eerie Light
--------------
Alexandria Technical & 
Community College



2015 AMERICAN ADVERTISING AWARDS

GOLD STUDENT

LEAH 
KLEGSTAD
--------------
Photography, 
Campaign
--------------
Decay
--------------
Alexandria Technical & 
Community College



2015 AMERICAN ADVERTISING AWARDS

JUDGE’S CHOICE STUDENT

ERIN REZAC
--------------
Poster, Campaign
--------------
ConAgra Poster 
Series
--------------
Central Lakes College



2015 AMERICAN ADVERTISING AWARDS

JUDGE’S STUDENT

LINDA 
NYGUYEN
--------------
Illustration, 
Campaign
--------------
Aged Actors  
in Pen
--------------
Alexandria Technical & 

Community College



2015 AMERICAN ADVERTISING AWARDS

JUDGE’S CHOICE STUDENT

RYLEY 
MAISCH
--------------
Photography, 
Black & White
--------------
Hands of 
Service
--------------
Alexandria Technical & 

Community College



2015 AMERICAN ADVERTISING AWARDS

BEST OF SHOW STUDENT

HALEY 
HUGHES
--------------
Photography, 
Color
--------------
Drifter Man
--------------
Alexandria Technical & 

Community College



2015 AMERICAN ADVERTISING AWARDS

SILVER PROFESSIONAL

ADVENTURE 
ADVERTISING
--------------
Sales, Catalog
--------------
Spring 2014 
Product Catalog
Ahni & Zoe  
by Creative Memories

ADVENTURE 
ADVERTISING
--------------
Sales, Single Unit
--------------
Übr Water 
Packaging
Klarbrunn by Wis-Pak

ADVENTURE 
ADVERTISING
--------------
Editorial Spread or 
Feature
--------------
Cambria Style 
- Curtis Stone 
Feature
Touchpoint Media

ADVENTURE 
ADVERTISING
--------------
Direct Marketing
--------------
Oliver & Hope’s 
Adventure 
Under The Stars 
Storybook Media 
Kit
UnitedHealthcare 
Children’s Foundation

GASLIGHT 
CREATIVE
--------------
Digital Advertising, 
Products
--------------
Third Street 
Brewhouse 
Website
Third Street Brewhouse

META 13 
INTERACTIVE
--------------
Digital Advertising, 
Products
--------------
Ocean Kayak 
Prowler Big Game 
II Website
Johnson Outdoors 
Watercraft, Inc.

GASLIGHT 
CREATIVE
--------------
Digital Advertising, 
Services
--------------
Poppy Salon 
Website
Poppy Salon

LIVEEDIT
--------------
Digital Advertising, 
Services
--------------
Ride Cycle Club 
Website
Ride Cycle ClubSAVOR EVERY MEAL

This lightweight line of cookware support systems 
fit together easily and can be packed in a backpack 
pocket, but don’t be fooled: the SlatGrate forms a 
rock-solid support for pots, pans, or griddles, and 
can even be used as a grill. 

The stainless steel slats offer maximum flexibility: 
configure them any way you can imagine, then 
clean them up as easily as a butter knife. They 
disassemble flat for maximum packability.

MODEL UPC SKU PACKAGING - DIMENSIONS SET UP DIM. WEIGHT MSRPSLATGRATE MINI 858029003287 SGMKBX Cardboard box w/hang tab - 12.5" x 3" x 1.5" 6" x 12" x 12" 1.5 lbs. $29.95SLATGRATE GRIDDLE 858029003294 SGGKTT Cardboard box w/hang tab - 18.5" x 3" x 1.5" 6” x 18” x 12” 2 lbs. $39.95SLATGRATE DELUXE 858029003300 SGDKTT Cardboard box w/hang tab - 18.5" x 3" x 1.5" 6” x 18” x 12” 4.5 lbs. $59.95

SLATGRATE MINI

SLATGRATE DELUXE

SLATGRATE GRIDDLE

SLATGRATE
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M

MODEL UPC SKU PACKAGING - DIMENSIONS SET UP DIM. WEIGHT MSRP

SLATGRILL TITANIUM 858029003010 SGTCP Zippered pouch w/hang tab - 12" x 7" x .5" 4" x 9" x 9" 1.4 lbs. $199.95

SLATGRILL STAINLESS 858029003157 SGSSSL Zippered pouch w/hang tab - 12" x 7" x .5" 4" x 9" x 9" 2.8 lbs. $89.95

MOUNTAIN TOP CHEF
Perfect for cooking over a camp stove or open 

flame, SlatGrill brings your backyard barbecue 

wherever you go, even if you’re packing it yourself. 

At 2.8 pounds for the stainless steel model or 1.4 

pounds for titanium, the SlatGrill packs so light and 

tight you’ll barely notice it’s there. 

SlatGrill is great for grilling and offers a stable 

surface to cook with pots or pans—much safer and 

easier than balanced on the camp stove.

SLATGRILL
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R
X

.C
O

M
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 Curtis was only a bit older than Hudson when 
he himself fell in love with cooking. He credits his 
grandmother Maude, the restaurant’s namesake, for 
teaching him. Her recipe for Yorkshire fudge did the 
trick. “I’ve always been a greedy little monster who 
can’t get enough food,” he says, grinning. “Learning 
how to cook was an extension of always wanting to 
eat. ” He is still a self-proclaimed chocolate addict, 
preparing it right on the Cambria island. "We 
temper chocolate (allow it to set up) right on the
surface; it stays cold because of the natural stone."
 Even as a kid, he was a competent cook, but 
success in school was another story. A diffident 
student as a teenager, he chose “footy” (aka soccer) 
and surfing over study and initially vetoed college. 
But he still loved food and flavors, and at 18, opted 

for a four-year cooking apprenticeship in Melbourne. 
A year of chopping carrots gave him pause, but soon 
enough, he was hooked. He describes the attraction 
this way: “Extreme heat, long hours, sharp objects, 
crazy people, blood, sweat, and tears. It had my name 
all over it!” At 22, he headed for London and the 
kitchen of Marco Pierre White, one of Britain’s most 
celebrated chefs and the youngest ever to be awarded 
three Michelin stars. He literally walked in through 
the back door and offered to do slave labor on the 
spot for free. Within three years, White had made him 
Head Chef at Quo Vadis, still one of London’s most 
acclaimed restaurants. He was just 25. 
 All along, his cooking philosophy had been 
evolving, reflecting technique learned in French 
kitchens and his experiences living abroad. Fresh. 

“I’VE ALWAYS BEEN A GREEDY LITTLE MONSTER WHO 
CAN’T GET ENOUGH FOOD,” HE SAYS, GRINNING. 

“LEARNING HOW TO COOK WAS AN EXTENSION OF 
ALWAYS WANTING TO EAT.”  — CURTIS STONE

C A M B R I A U S A . C O M / S T Y L E  |  3736  |  C A M B R I A  S T Y L E

“…IT HAD MY NAME 
ALL OVER IT!” STONE 
BLENDS THAT 
SAME ENTHUSIASM 
INTO COOKING IN 
THE KITCHEN OF 
HIS NEW BEVERLY 
HILLS RESTAURANT, 
MAUDE. (LEFT; 
OPPOSITE, RIGHT).
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The meals would be simple: a 

roast or a home-made pizza, but 

through them, Curtis says he 

learned important human values 

that he applies in both his 

personal and professional lives: 

“Appreciation for the person 

who cooked, cooperation because 

someone had to set the table 

and others have to wash, dry and 

put away.” And conversation. 

Food is really the conduit for 

forging closeness, good times, 

interacting with people you care 

about,” Curtis says. 

It is in that spirit that he 

returned to the daily demands of 

a kitchen and created his first 

restaurant, Maude, an instant 

hit.  In that seductive space 

with turquoise banquettes and 

mismatched vintage china, he has 

sought to create a sophisticated, 

international version of the 

“conduit” he first experienced 

around his family dinner table in 

Melbourne, Australia.

home-  cooked meals :

Seasonal. Ingredient-driven. His devotion to it grew 
further after a dream gig came along: an Australian TV 
producer tapped him to star in Surfing the Menu, in which 
two surfer-chefs would travel around the country in search 
of organic mangoes and boutique breweries. 
 “I thought, ‘Yeah, sure, someone’s going to pay me to do 
that,’” he recalls, with no attempt at hiding his sarcasm. 
But the offer was good enough to leave London for, so 
Curtis and a fellow chef visited vineyards, paddocks, 
fish farms and even an apiary, then prepared the fresh 
fare on camera. The show got him noticed. Surfing the 
Menu caught the eye of Los Angeles producers, who 
brought him to the U.S. for Take Home Chef on Discovery 
Channel’s TLC. Since then he has hosted or been a judge 
on a half-dozen food series, including Top Chef Masters, 
Around the World in 80 Plates, The Chew, Rachel Ray and 
most recently, Top Chef Duels on Bravo, among dozens of 
appearances on other programs. 
 His good looks and laconic ease in front of the camera 
have made him a TV star. In November, he debuted as 
host of a new Food Network cooking competition show, 
Kitchen Inferno. But Curtis is more than just another 
pretty face in Los Angeles (although he was named one of 
People Magazine’s Sexiest Men Alive in 2006). He recently 
published his sixth cookbook, “Good Food, Good Life: 130 
Recipes You’ll Love to Make and Eat,” (Ballantine) due 
on shelves March 2015, following up on his New York 
Times best-seller, “What’s for Dinner? Delicious Recipes 
for a Busy Life.” His Kitchen Solutions line of cookware 

for home use is sold worldwide and he just launched a 
new tableware design at giant retailer Target, Australia. 
Any one of these endeavors would seem to provide a fine 
career for most people, so why open an elite restaurant at 
this stage of the game? “The challenge of a restaurant is a 
really intense one, like going into battle,” says Curtis. “I’ve 
always loved that adrenaline rush of walking into a service 
at 5 p.m. and thinking, ‘How are we going to do it tonight?’ 
Because it’s different every night.”  
 And with that, he’s off. His waiting team is lined up with 
questions. There are places to be and appearances to be 
made. And as always, delicious, beautiful food to cook.  
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STONE CREDITS HIS 
GRANDMOTHER 
MAUDE, THE 
RESTAURANT’S 
NAMESAKE, FOR 
TEACHING HIM 
HOW TO COOK AT 
AN EARLY AGE.

“As chefs we can get 

carried away with 

ourselves a lot of 

times,” he observes. 

The food, he says, 

is only one part 

of the experience. 

“Do you walk out of 

a restaurant and 

think, ‘I’m going 

back for that food’? 

Or are you thinking, 

‘I just had the most 

amazing night with 

my wife or partner 

or whomever.’ I 

choose to think 

it’s the latter and 

that’s what I try 

to create.” 

the experience :

WANT MORE? VISIT 
CAMBRIAUSA.COM/
STYLE FOR SOME OF 
STONE'S FAVORITE 
SEASONAL RECIPES.

Curtis, wife Lindsay Price, and son Hudson (pictured above) just 
welcomed their newest addition to the family, Emerson, in September.
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“I ’ve always loved that 
adrenaline rush of 
walking into a service 
at 5p.m. and thinking, 
‘How are we going to do 
it tonight??’ Because 

it ’s different every night.”  
— CURTIS STONE

P U M P K I N
This large, long 

lasting variety of 

squash has a high water 

content (90%), so you 

don’t need to cook it 

for long to achieve 

good intensive flavor. 

Cut and roast in extra 

virgin olive oil with 

sage leaves, salt 

and pepper.

W H I T E  T R U F F L E S
The daddy of 

all truffles! 

They should be 

shaved raw over 

something very 

simple like a 

plain risotto or 

homemade pasta—

the heat ignites 

their distinctive 

flavor.

P O M E G R A N A T E
Sprinkle 

versatile and 

vibrantly colored 

pomegranate seeds, 

which are rich 

in potassium and 

vitamin C, over 

anything from a 

leafy salad, a nice 

piece of salmon 

to your favorite 

cake. 

M U S H R O O M S
There are over 

1,900 varieties of 

wild mushrooms that 

range in taste from 

very delicate to 

blow your head off 

with flavor. They 

taste best when 

sautéed, stirred 

into a risotto or 

pureed for a cream 

of mushroom soup.

B R O C C O L I
I know not everyone 

agrees but 

broccoli is one 

of my favourite 

ingredients. It’s 

high in fiber 

and vitamin C and 

lends well to pasta 

dishes plus throw 

the florets into a 

comforting chicken 

casserole.

C A U L I F L O W E R
Cauliflower 

has long been 

considered an 

underdog vegetable 

but has risen 

through the 

popularity ranks 

in recent years. 

I like to lightly 

fry in Middle 

Eastern spices and 

serve as a side.

C U R T I S  S T O N E  M A K E S  A  H A B I T  O F  C O O K I N G  W I T H  T H E  V E R Y  B E S T  O F  T H E 
S E A S O N .  H E R E  A R E  H I S  FAV O R I T E  U S E S  F O R  H I S  T O P  6  FA L L / W I N T E R  P I C K S .CHEF’S CHOICE

SOULO 
COMMUNICATIONS
--------------
Sales, Campaign
--------------
SlatWorx Campaign
SlatWorx

’ve always really loved what I do and I 
get out of bed thinking about it,” says 
Curtis, who with his bright blue eyes 
and spiky blonde hair might have had a 
successful career as a model. Dressed 
casually in jeans, light blue chambray 
work shirt and John Varvatos lace-ups, 
he is sitting in the living room of the 

Mediterranean-style villa that houses his test kitchen, 
500-bottle wine cooler, and offices. After twenty years 
as a professional chef, he insists, “I still have the same 
feeling of going into the restaurant and not being able to 
wait to cut into a terrine I made the night before.”   
 Chances are, that terrine was first tested on the sleek 
slab of Cambria in snowy Whitehall covering the nearby 

kitchen’s 8-foot by 4-foot center island. “You spend 
so much time in a kitchen looking down at your work 
surface, to have a beautiful canvas like this is really nice,” 
says the rangy former footballer. “I think the work surface 
sets the tone for the whole kitchen.” In Curtis’s case, that 
means something clean and elegant, sophisticated but 
simple—a product to match his own style. 
 He chose a product that can stand up to his own 
high-energy, round–the-clock demands on it. “We’re in 
here five or six days a week, for nine or ten hours,” he 
says. “We develop and test 500 recipes a year out of this 
little kitchen,” he says, glancing around the 16-foot by 
12-foot room, where all of the other counters are also 
covered in Cambria’s Whitehall design. The test kitchen 
was completed only six months ago and is in constant 
use, not only for cooking, but also for photo shoots and 
TV segments. It can take whatever Curtis and his team 
can dish out. “We treat the surface a lot more roughly 
than others would,” he says. “We use heavier, bigger pots, 
you’re not going to chip it or burn it. It’s super durable.”
 Curtis spends virtually every morning here, 
brainstorming how to pull off the monthly miracle that 
is the prix-fixe tasting menu at Maude. The restaurant’s 
nine-course meal (guests don’t get to choose) is based on 
a single seasonal ingredient incorporated into every dish 
in some way. In November, it was truffles; in December 
winter squash. “We ask ourselves, ‘Can we juice it, boil 
it, poach it, shave it, serve it raw?’ We delve into all that 
is playful and experimental,” Curtis says.  
 Those words describe Curtis himself these days. His 
wife, American actress Lindsay Price, just gave birth to the 
couple’s second son, Emerson, in September. Big brother 
Hudson is three and a budding chef. “He absolutely loves 
cooking with me!” Curtis says, offering to share a video 
of Hudson putting maple syrup on his French toast from 
earlier that morning. “I tell him, ‘Measure me two cups 
of flour, buddy,’ and it takes him two or three minutes, 
and he makes an absolute mess and of course I have to 
re-measure it, but he loves it.” 
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STONE'S PHILOSOPHY 
OF “FRESH. SEASONAL. 
INGREDIENT-DRIVEN.” 
IS THE DRIVER 
BEHIND MAUDE’S 
PRIX-FIXE TASTING 
MENU BASED ON A 
SINGLE SEASONAL 
INGREDIENT 
INCORPORATED INTO 
EVERY DISH 
IN SOME WAY.

“The dinner table 

was always an 

important place 

in my family,” 

says Curtis Stone 

in a reflective 

moment—rare for this 

non-stop chef/TV 

personality/author/

entrepreneur. He 

recalls the nightly 

ritual fondly in 

the villa that 

serves as his test 

kitchen and de facto 

second home.  “In 

some ways there was 

a formality about 

it,” he says. “My 

brother, mother, and 

I would sit in our 

specific spots and 

go around the table, 

each talking about 

the best thing and 

the worst thing that 

had happened to us 

that day.”

the dinner table :

“YOU SPEND SO MUCH TIME IN A KITCHEN LOOKING 
DOWN AT YOUR WORK SURFACE, TO HAVE A 
BEAUTIFUL CANVAS LIKE CAMBRIA IS REALLY NICE. 
I THINK THE WORK SURFACE SETS THE TONE FOR 
THE WHOLE KITCHEN.”  — CURTIS STONE

I
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WHITEHALLTM

Desert CollectionTM

© Cambria 2014
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WHITEHALLTM 
Desert CollectionTM

© Cambria 2014

“WE DEVELOP AND TEST 
500 RECIPES A YEAR 
OUT OF THIS LITTLE 
KITCHEN,” STONE SAYS, 
GLANCING AROUND 
THE 16-FOOT BY 
12-FOOT TEST KITCHEN 
COMPLETED ONLY SIX 
MONTHS AGO AND IN 
CONSTANT USE.

C E L E B R I T Y  C H E F  C U R T I S  S T O N E  
B E L I E V E S  M A G I C  H A P P E N S  
W H E N  T H E  F R E S H E S T  F O O D  I S  
S E R V E D  T O  A D V E N T U R O U S  D I N E R S  
I N  A  B E G U I L I N G  S P A C E .  H E  I S  
I N  T H E  B U S I N E S S  O F  M A K I N G  T H A T  
M A G I C ,  A N D  H E  I S  A  W I Z A R D  
A T  I T .  M A U D E ,  H I S  I N T I M A T E ,   
2 5 - S E A T  R E S T A U R A N T  I N  B E V E R LY 
H I L L S ,  W A S  N A M E D  B E S T  N E W 
R E S T A U R A N T  I N  L O S  A N G E L E S  
2 0 1 4  B Y  L A  W E E K LY  E I G H T  M O N T H S 
A F T E R  I T  O P E N E D  I T S  D O O R S . 

But being a chef is only one of the toques the 39-year-old chef from 
Melbourne, Australia wears: he is also a TV personality, cookbook 
author and kitchenware designer. 

I N  G O O D  T A S T E
Photography by  George Holz

By  Louise Morgenstern
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HATLINGFLINT
--------------
Digital Advertising, 
Single Platform
--------------
St. Cloud State - 
KVSC Facebook 
Ads
St. Cloud State University 
- KVSC

ADVENTURE 
ADVERTISING
--------------
Digital Advertising, 
Campaign
--------------
Kidspiration 
Facebook Video 
Campaign
UnitedHealthcare 
Children’s Foundation

THELEN 
ADVERTISING
--------------
Digital Advertising, 
Campaign
--------------
Bake the World 
a Better Place 
Social Media 
Campaign
Red Star Yeast

ADVENTURE 
ADVERTISING
--------------
TV, Local
--------------
Larson FX “Where 
Others Have Yet 
to Go” :30 TV 
Commercial
Larson Boat Group

ADVENTURE 
ADVERTISING
--------------
Integrated 
Campaigns, B-to-B, 
Regional/National
--------------
The Barrel 
Mill - Rebrand 
Campaign
The Barrel Mill

ADVENTURE 
ADVERTISING
--------------
Integrated 
Campaigns, 
Consumer,  
Regional/National
--------------
Old Town Canoe 
NEXT Campaign
Johnson Outdoors 
Watercraft, Inc.

ADVENTURE 
ADVERTISING
--------------
Poster
--------------
Commonweal 
Theatre - Arcadia 
Show Poster
Commonweal Theatre

JOHNSON 
GROUP
--------------
Integrated 
Campaign
--------------
Imagine Tomorrow
Bemidji State University

META 13 
INTERACTIVE
--------------
Self-Promotion, 
Digital Advertising
--------------
Meta 13 
Interactive 
Website
Meta 13 Interactive

supporT Bsu

imagine toMorroW
 Bemidji state university is embarking on our first 

ever comprehensive FuNDrAIsING CAMpAIGN 

to reach a goal of $35 MILLIoN.

• make an immediate or future impact on the university.

• help the department or college of your choice.

• save on income tax.

• reduce estate taxes.

• avoid capital gains tax.

• generate lifetime income.

• Funding your planned gift with securities or other property 
that has appreciated in value has the additional advantage 
of avoiding all capital gains taxes.

BENEFIts oF GIVING To The FoundaTion

imagine toMorroW

The NEXT is a totally fresh and uniquely fun solo experience  

unlike any other. Built for one, but designed for all, the NEXT 

represents a new generation of boating for today’s generation  

of paddle, outdoors and fitness enthusiasts.

PREPARE YOURSELF FOR A PERSONAL
PADDLING EXPERIENCE UNLIKE ANY OTHER.

GET READY. YOU’RE NEXT.
PADDLENEXT.COM

YOU’RE        .

PREPARE YOURSELF FOR A PERSONAL
PADDLING EXPERIENCE UNLIKE ANY OTHER.
The NEXT is a totally fresh and uniquely fun solo paddling 

experience unlike any other. Built for one, but designed for all, 

the NEXT represents a new generation of boating for today’s 

generation of paddle, outdoors and fitness enthusiasts.

GET READY. YOU’RE NEXT.
PADDLENEXT.COM

The NEXT is a totally fresh and uniquely fun solo experience  

unlike any other. Built for one, but designed for all, the NEXT 

represents a new generation of boating for today’s generation  

of paddle, outdoors and fitness enthusiasts.

PREPARE YOURSELF FOR A PERSONAL
PADDLING EXPERIENCE UNLIKE ANY OTHER.

GET READY. YOU’RE NEXT.
PADDLENEXT.COM

YOU’RE        .
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GASLIGHT 
CREATIVE
--------------
Self-Promotion, 
Direct Marketing / 
Specialty Items
--------------
Gaslight 
Creativity 
Coasters
Gaslight Creative

ADVENTURE 
ADVERTISING
--------------
Logo
--------------
The Barrel Mill - 
Logo
The Barrel Mill

ADVENTURE 
ADVERTISING
--------------
Logo
--------------
Sedona Bottling 
Company - Logo
Sedona Bottling Company

GASLIGHT 
CREATIVE
--------------
Logo
--------------
Beaver Island 
Brewing Company 
Logo
Beaver Island  
Brewing Company

GASLIGHT 
CREATIVE
--------------
Logo
--------------
Guidehunting 
Logo
Guidehunting

GASLIGHT 
CREATIVE
--------------
Logo
--------------
Digital Lens 
System Logo
EyeKraft

ADVENTURE 
ADVERTISING
--------------
Illustration
--------------
Predator XL 3D 
Model Render 
Illustration
Johnson Outdoors 
Watercraft, Inc.

ADVENTURE 
STUDIOS
--------------
Photography 
Campaign
--------------
Polaris Ace 
Product Launch 
Photography
Polaris Industries

ADVENTURE 
STUDIOS
--------------
Photography 
Campaign
--------------
Polaris Off-Road 
Winter, Canada
Polaris Industries

OLD TOWN CANOE  — PREDATOR XL

PRODUCT VISUALIZATION
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ADVENTURE 
STUDIOS
--------------
Photography 
Campaign
--------------
Evinrude G2 
Product Launch
Evinrude BRP

ADVENTURE 
STUDIOS
--------------
Photography 
Campaign
--------------
Polaris Off-Road 
California Desert
Polaris Industries
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GASLIGHT CREATIVE
--------------
Sales Promotion, Campaign
--------------
Niven Morgan For Him 
Packaging
Niven Morgan

--------------
Kelly Zaske, Marketing Strategist

Jodie Pundsack, Creative Strategist

Amy Imdieke, Senior Graphic Designer

Michael Nelsen,

	 Graphic Designer / Illustrator

Morgan Philippi, Graphic Designer

JOHNSON GROUP
--------------
Sales Promotion,  Audio / 
Video Sales Presentation
--------------
UV Candy Crush Vodka 
Recipe Video
UV Vodka

--------------
Scott Hondl,

	 Owner / Account Executive

Crystal Simon,

	 Art Director / Photographer

Tara Dickinson, Graphic Designer

Joel Butkowski, Videographer

ADVENTURE 
ADVERTISING
--------------
Brochure
--------------
Book of Mouldings
Ferche Millwork

--------------
Gina Nacey, Creative Strategy

Katie Sczublewski, Account Manager

Abby Fitch, Senior Art Director

Justin Wohlrabe, Photographer

Tom DeBryun, Photo Assistant

Cory Hollenhorst,

	 Director of Sales and Marketing

ADVENTURE 
ADVERTISING
--------------
Editorial Spread or Feature
--------------
Big & Rich Feature
Touchpoint Media

--------------
Marty Davis/Touchpoint Media,

	 Publisher

LouAnn Berglund Haaf, Editor-in-Chief

Carol Mithers, Author

Jenna A. Lalley, Art Director

The Commitment 

Maybe it’s our small town roots — we’re still on the 

same piece of land as the day we were founded — 

or our Midwestern work ethic, but the dedication 

and hard work of our employees can be seen in 

every item we manufacture.

The Quality 

Over the past 55+ years, we’ve finely-tuned the art 

of moulding manufacturing. With a combination 

of modern tools and the experienced hands and 

eyes of our skilled workers, only the finest products 

leave our plant. You deserve that commitment to 

quality — that’s what you’re going to get.

The dedication of  
our employees can  
be seen in every item  
we manufacture.

VIC // Moulder Room // 15 years

- 3 - - 4 -
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At Ferche, we understand that choosing mouldings can be 

confusing. That’s why we created the Architectural Series,  

a professionally designed family of mouldings that coordinate 

with six distinct styles of decor. Now customizing your 

mouldings is as easy as knowing your decorating style.  

Finally, millwork customized to you.

The Decorator Series is simple sophistication. These elegantly-

styled families feature thoughtful, complementary moulding 

components that beautifully connect your home’s style from 

floor to ceiling.

The Standard Series features tried and true designs, classic 

lines and timeless profiles. It’s a mainstay of the Ferche 

offering and is a great way to get the quality and beauty of 

Ferche mouldings in an affordable and effortless package.

We make a wide range of the finest hardwood mouldings for 

applications throughout your home – over 13,000 unique products, 

as a matter of fact. Along with our curated product families, this 

book showcases some of our most requested products from some  

of the most popular categories.  

Please visit ferche.com to see many more.

Mullen Series F2450 base and F200
base shoe shown in painted poplar.
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a vegetable garden and fruit trees. “If I have a minute, 
I’m going to be outside working in the yard,” says the 
farmer’s son. The Davis boys, Mitch and Marty, owners 
of Cambria, also own dairy farms together. They hit it off 
instantly with Kenny, having a commonality of agricultural 
backgrounds. Kenny spent the night with 
them in Minnesota and visited Davis 
Family Dairies farm to see the more than 
10,000 milk cows first-hand. Big Kenny 
comes from the hills of the Alphin’s Virginia 
farmland, and hasn’t lost touch with that 
neighborly way of his youth. A good old 
farm boy who loves people, Kenny’s also been known to 
greet some of the many tour buses that pull up to his gate. 
“If I’m free, sometimes I’ll go out the front door to wave,” 
he says. “These people are my fans, the ones who got me 
where I am.”

John and his wife, Joan, who runs a modeling agency, 
are parents to Cash, 4, and Colt, 3, and built a 92-foot-
high modern poured-concrete three-story he calls “Mt. 
Richmore”: It features mini-bars in the bathrooms, a 
rooftop swimming pool and a 4,000-square-foot working 
nightclub with a view of downtown Nashville that John 
often opens for charity events and music industry parties. 
“The night of the last Country Music Awards, we had an 

after-party there for 500,” he says. “There were seven or 
eight platinum acts at my house, jamming.” But, he adds, 
there are big parts of the home that are private and family-
only, and on many weekends, “I do what any dad does. I 
pitch t-ball games. Take the kids bass fishing at a lake on 

50 acres I own nearby. At Halloween, we 
go trick or treating—though I have to wear 
a mask, too, so I don’t cause a commotion.”

No surprise that next year there won’t 
be a slowdown for Big & Rich. As of late 
2014, one of the duo’s most recent songs 
“Look at You” was No. 13 and moving up 

Billboard’s “Hot Country” chart. A new album, “Lovin’ 
Lately,” featuring country great Tim McGraw, is due out in 
early 2015. “We’re even better songwriters than we were 
10 years ago,” says Rich. “There are no limits on what 
we do, whether it’s writing or performing. There are no 
boundaries. Neither of us is afraid to try anything.” And 
there’s no doubt that the band’s many fans are eager to 
embrace whatever “anything” may be. 

So now we know what it is to be “Big & Rich”, entre- 
preneurs, founders, business-men, brand builders, creators, 
risk takers, family men, farmers, preachers sons…impressive 
pillars of this unique, and very successful country music 
duo, known quite succinctly as, Big & Rich. 
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What does it 
take to make 
it in country 

music? 
There’s no secret to 
it. You have to know 

that it’s your life. 
After you’ve been 

knocked down a few 
times, that’s when 
you determine if 

country music is a 
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hobby or what you 
do. There were other 
things I could do, but 
nothing else I wanted 

to do.

Why do 
people 

respond so 
strongly to the 

band?
I think it’s because 

we’re authentic. 
We’re still on the 
fringes somewhat, 
but over the years, 
the mainstream has 
come to us. When 
cut your own path, 
people come your 

years, but at the end 
of the day you realize 
you’re shooting for the 

same thing.

What do 
you most 

appreciate 
about Kenny? 

He can and does 
work as hard as I 

do. And he’s wildly 
imaginative. He’ll say 
10 things and nine 
will be out there, 

but the tenth will be 
brilliant. That idea will 
turn into a great song 

or marketing idea. 

way. Artists shouldn’t 
make art based on 

what they think 
people will like.

How do 
you make a 
long-term 

partnership 
succeed?

We succeed because 
we support each 

other. We’ve never 
felt like we’re trying 
to ‘keep up.’ Big & 

Rich is a team effort. 
If the team wins or 
loses, it’s the team. 
We’ve had heated 

arguments over the 

What does it 
mean to work 

hard?
When I was growing 
up, my father didn’t 

earn much as a 
preacher, so he did 
every odd job there 
was from mowing 

grass to being a night 
watchman. It got lean 
and mean every now 
and then. But it was 
a good way to learn 

that you do whatever 
you have to do. 

Why are you so 
committed to 
giving back?

My granddaddy won 
six Purple Hearts in 
World War II, and 
I remember well 

the double-wide in 
Amarillo. It never 

leaves you. It makes 
you want to take care 
of other people when 

you can.

What do you 
want to happen 

every Big & 
Rich show?

We want to end the 
show with us more 
out of breath than 
our fans. We want 

to leave it all on the 
stage every time, every 
place, whether we’re 
playing for 40 people 
or 500. When we step 

on the stage it’s full 
throttle the entire way.

What does it 
mean to you to 
be part of Big 

& Rich?
Put Albert Einstein 
and Thomas Edison 
in a room together, 

give them a chemistry 
set and say ‘Have at it 
guys!’ Davy Crockett 
and Daniel Boone. 
Lewis and Clarke. 
We’re not afraid to 
step off into the 

unknown and go as 
far as possible. And 

because there’s two of 
us, we have a better 
chance at winning – 

and a lot more fun. 

TO VIEW BEHIND THE SCENE’S 
VIDEO OF JOHN’S VISIT TO 

CAMBRIA’S PLANT, INCLUDING 
HIS IMPROMPTU CONCERT, 

GO TO OUR WEBSITE  
AT CAMBRIAUSA.COM/ 

ALL-AMERICAN

“You can’t be great until you’ve been broken down 
and built yourself back up. That’s when you get to a 

spot when you’re semi-indestructible. ” —JOHN RICH
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“You can’t be great until you’ve been broken down and built 
yourself back up,” John says. “That’s when you get to a spot when 
you’re semi-indestructible. You learn what you did wrong the 
times before and you don’t do that again. You get better.”

Ten years in, the two are equal partners in the creative and 
business enterprise that is Big & Rich: the decision to go with 
their own record label as a way to “gain creative control” of their 
legacy, for instance, was wholly shared. Both men, says their 
manager, are “business savvy, and have done well to manage their 
respective brands as well as the Big & Rich brand as a whole.”

Both also share a work ethic that doesn’t leave time for rest. 
There’s no “off season” for the band, says Kenny. The cold weather 
months are time for writing; as soon as it warms up, the touring 
starts. And philanthropy’s always on the calendar. Big & Rich have 
raised money for St. Jude Children’s Research Hospital, Vanderbilt 
Children’s Hospital, the 173rd Airborne Memorial Fund, and the 
Special Olympics among others.

“You gotta eat good, take your vitamins, drink a lot of water 
and pace yourself,” says John. “But there’s nothing better than 
going for it, guns blazing.” Pair this take-no-prisoners mentality 
with a powerful work ethic and it was no surprise that John and 
Davis became good friends, connecting just like a couple of old 
buddies. “That’s something I learned I had in common with Marty, 
and something that made me really identify with Cambria as a 

28  |  C A M B R I A  S T Y L E

Why do fans 
respond so 
strongly to 

Big & Rich? 

John and I love 
a good party, and 

we love to see 
the audience get 

excited. When we’re 
performing they feel 

us. We’re a lot of 
fun! 

How do 
you make a 
long-term 

partnership 
like Big & 

Rich succeed? 

You can’t do 
everything together, 
so it’s a good thing 
that we both break 

out on our own now 
and then. We both 

want to see the other 
do what makes him 
happy. But Big & 
Rich has a priority 
above everything 

else. For both of us.

What do 
you most 

appreciate 
about John?
He encourages me 
to go out as far as 
I can musically. 

We encourage and 
inspire each other in 
a great way. He’s one 
of the most talented 

creators that I’ve 
ever met or worked 

with. A great 
businessman, too.

Why are you 
so committed 

to giving 
back?

When a child 
anywhere asks for 
help, he deserves 

it. Children are our 
future and they 

depend on us. And 
our military fight for 
the greatest right of 

all: our freedom.

What do 
you want to 
happen at 

every Big & 
Rich show?
I want people to 

leave in a different 
mood than when 
they came. I want 

them to feel good. To
 be moved. To feel 
happy and inspired. 
I want them to be 
filled with a great 
sense of joy. We’re 
there to entertain 

and give it all we’ve 
got—as entertainers, 

we’re meant to be 
joy-bringers. 

What does it 
mean to you 
to be part of 
Big & Rich?

It means I’m part of 
what I believe to be 
one of the greatest 
writing, recording 

and entertaining duos 
that’s existed in the 
history of music. 
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company,” John says, “We both believe in hard work and 
paying attention to detail.”

In fact, in 2014 John visited Cambria’s factory to meet–
and play for–the workers. “I think what country music’s 
about and what Cambria’s about go hand in hand,” he says. 
“Work hard, play hard, have a good time–and be proud of 
what you do! You see this massive building in the middle 
of Minnesota–out in the country. The folks who work there 
are country folks. There’s a real sense of pride in that place 
which really encapsulates what this country’s all about. It’s 
the turbine of this country.”

Home studios help both members of Big & Rich carve 
family time out of the whirlwind. “It’s the only way to keep 
my kids around,” jokes Kenny. True to Big & Rich form, the 

two live within walking distance of each other, in houses 
that are completely different. Kenny’s household includes 
his wife, Christiev, stepsons Cameron and Christopher, 
sons Lincoln, 9, and Dakota, 4, and currently, a litter of 
nine German Shepherd puppies. Their home is a sprawling 
“old-world, castle-like” wood and stone Tudor. On the 
docket early next year is a kitchen renovation. Kenny’s wife 
Christiev, a stylist and talented jewelry designer, will no 
doubt be working with the most cutting edge of Cambria’s 
unique elite designs for the project. “She has a passion, joy 
and love of creating,” says Kenny, who faithfully wears one 
of her pieces every day – a very “rock and roll” locket with 
pictures of Christiev and the kids. Kenny’s own domestic 
passions focus more on their home’s extensive grounds, 

The baby 
blue Cadillac, 
one of John’s 
collection of 
classic cars, 

makes a guest 
appearance 
in the cover 
booklet of 

Big & Rich’s 
latest album, 

Gravity. It’s the 
first release 
on their own 
record label, 
and critics 
have called 
it “a country 

masterpiece.”

CLASSIC
CAR“I’m more of a dreamer, and John’s fi rmly planted in 

reality. He’d tell you ‘Kenny stops to smell the roses, 
and I like to mow them down.’” —“BIG KENNY”ALPHIN

IS THAT A COUNTRY 
LULLABY? “UNCLE 
JOHN” WAS HAPPY 
TO TAKE ON THE 
ROLE OF DOTING 

GODFATHER WHEN 
KENNY'S AND 

CHRISTIEV’S SON, 
LINCOLN, WAS BORN.
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9090 miles an hour is an understatement if you 
ask Marty Davis, Cambria CEO, who has gotten 
to know Big & Rich, both on stage and off. “They 
are the perfect combination of hard work, talent 
and smarts…a couple of good old boys who knew 
how to make it. They remain who they were, special 
talents, who never lost touch with their roots. They 
are some of the real good guys in their business.”

Energy and hard work have always defined this 
duo, that and the drive to remake country into 
a blend of styles that they call “music without prejudice.” 
Kenny, rangy, shaggy, in jeans and fringed vests with his 
signature stovepipe hat, came from rock and roll; John’s 
short hair, pristine moustache, tailored jackets and Stetsons 
mark him as the boy who grew up dreaming of being a 
country king. Their music and shows get audiences out of 
their seats with a wild fusion of tradition, rock, funk, rap, 
and R&B. When they first started performing, says John, 
“Nashville didn’t know what to think of us. They looked at 
us like a bunch of crazies, which we were.”

The magic that became Big & Rich grew from mingling 
genres and from the creative collaboration of two completely 
different men. “We tend to view things from an opposite 
perspective,” Kenny says. “I’m more of a dreamer, and John’s 
firmly planted in reality. He’d tell you ‘Kenny stops to smell 
the roses, and I like to mow them down.’” During their 
years together, both have written songs on their own, and 
taken time off from the partnership to record and release 
successful solo albums.

But deeper values bind them: belief in 
resilience, and patriotism—every Big & Rich 
concert features a salute to veterans—and 
commitment to staying the course. Neither 
man came to music the easy way. John grew 
up in a double-wide trailer in Amarillo, Texas, 
the son of a “small-church, Bible-banging non-
denominational preacher”; Kenny was a seventh 
generation Culpeper, Virginia farm boy whose 
father hoped he’d one day work the family land. 

Before they met, both had been on the verge of making it 
in Nashville, only to have the prize snatched away. Kenny 
got signed, then dropped by a major record label; by 2002, 
he says, he was down to his last dollar. Tim McGraw’s No. 
1 country hit, “Last Dollar (Fly Away)”, came from that Big 
Kenny reality and was written by him in 2002, when he 
was literally “down to his last dollar” and “had walked right 
through his shoes”, in a Las Vegas hotel room, drowning his 
sorrows from a fateful run at wealth at the Blackjack table. 
John, he was fired from a successful band he helped launch 
and create, Lonestar, where he played bass and shared lead 
vocals. John was then dropped by his own record label, and 
was spiraling between success and finding his place in the 
hard life of a country music singer/songwriter; talent and 
grit soon prevailed, and the rest is history. So it was, country 
music was living, spittin’, kickin’ and throwing it all right 
back at ’em. The pair rebounded, learned the only way, the 
hard way, and moved forward with sheer force of will, and 
the raw tenaciousness of a herd of bulls.
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What does it 
take to make 
it in country 

music?
You put your head 

down and push. You 
need the mindset 
of ‘you’re never 

going to beat me.’ 
Sometimes I had 

to dig deeper than 
I could’ve imagined 
to find the courage 
to start again, but I 

always did. 

What does it 
mean to work 

hard? 

You don’t give up. 
That’s something 

you learn as a 
farmer. If the rain 
doesn’t come and 
your crops don’t 

grow, that doesn’t 
mean you don’t 
plant again! And 
everything has its 

moment. You plant 
different crops 
during different 
seasons and you 
harvest them at 

different times, but 
you have to be out 

there tending 
every day.” 
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“THERE’S NO ONE 
MORE FUN TO 

SING WITH,” BIG 
KENNY SAYS OF HIS 

PARTNER, JOHN 
RICH. AND MAYBE 

THERE’S NOWHERE 
MORE FUN TO PLAY 
THAN IN KENNY’S 

HOME BAR, WHICH 
HE CALLS “THE PUB 

OF LOVE.”

continued on page 28 »
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COUNTRY’S HOTTEST DUO, OPENS UP ABOUT 
THEIR OFTEN DEMANDING, ALWAYS 

FULFILLING LIFE ON—AND OFF—THE ROAD.
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Big & Rich isn’t a band as much as a force of 
nature. In their 10 years together, “Big Kenny” 
Alphin and John Rich have—take a breath—cut 
five albums, two of which went platinum and one 

gold, and sent 11 songs marching up Billboard’s Country Top 40. 
They’ve been nominated for multiple awards, and as songwriters 
penned literally thousands of songs, both for themselves and some 
of country music’s biggest names. And should anyone say success 
means slowing down, in 2014, the pair spent 200 days on the road, 
performing 130 of their always high-energy shows all across North 
America, from the Midwest to the hipster centers on both coasts. 
Oh, and their latest album, “Gravity,” was the first on a new label, 
their own—Big & Rich Records.

“We live at 90 mph,” acknowledges Kenny, who laughs that his 
favorite place at home “is my bed—because I so rarely see it.”

By CAROL MITHERS
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Oliver & Hope’s Adventure 
Under the Stars Storybook
UnitedHealthcare Children’s Foundation
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Sam Voss, Account Manager
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Digital Advertising, Websites, 
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Post:
What does love mean to you? Is it home cooked family 
dinners, quality time with your girlfriends, hitting the 
slopes at the crack of dawn? There’s no right or wrong 
answer. Show us What Love Means To You during A&Z’s 
Share the Love Contest and you could win.

Post: 
Share the moments that move you. Show us the first 
time you saw your newborn son or daughter.

January Cover Image

PREPARE YOURSELF FOR A PERSONAL PADDLING 
EXPERIENCE UNLIKE ANY OTHER.

From the company with a rich 100-year history in paddlesports, comes a product that represents the future. 

The NEXT is a totally fresh and uniquely fun solo experience that brings a century of expertiseinto one truly 

amazing personal watercraft unlike any other. Built for one, but designed for all, the NEXT represents a new 

generation of boating for today’s generation of paddle, outdoors and fitness enthusiasts.

GET READY. YOU’RE NEXT.

YOU’RE        .

•  Design incorporates both canoe and kayak 

characteristics for fun, remarkably easy and natural  

paddling experience.

•  Pronounced tumblehome and lower profile  

for easier paddling.

•  Ideal for both double-bladed and single-bladed paddles.

•  3-layer hull features subtle rocker for straight,  

smooth tracking.

•  Element™ seating system offers enhanced comfort  

and performance.

Fiberglass reinforced polypropylene blades in bright colors are lightweight and durable. The asymmetrical, slightly 

curved blade shape combined with a lightweight, flexible fiberglass shaft produces smooth yet powerful strokes.

BLADE MATERIAL SHAFT MATERIAL LENGTHS (cm) WEIGHT

Glass Reinforced Polypropylene Wrapped Fiberglass 220, 230, 240 39.8 oz. (220 cm)

NEXT FEATURES

NEXT PADDLE

NEXT SPECS

LENGTH 13’

WIDTH 29”

MATERIAL 3-Layer Poly

WEIGHT 49 lbs 

SEAT WIDTH 21”

BOAT CAPACITY 450 LBS

NEXT DESIGN    /    NEXT COLORS    /    NEXT FEATURES    /    NEXT SPECS    /    NEXT PADDLE

Open
cockpit
design

Lightweight
for easy

transport 

Low
profile
3-layer

hull 

Element
Seating
System 

AVAILABLE
IN FOUR
DYNAMIC 
COLORS

AVAILABLE
IN FOUR
DYNAMIC 
COLORS
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	 Graphic Designer/Illustrator
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--------------
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GREAT Theatre Company
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Gina Nacey, Creative Strategy

Katie Sczublewski, Account Manager

Abby Fitch, Senior Art Director

Hali Danielson, Graphic Designer
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--------------
Capital Campaign 
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GREAT Children’s Theatre
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Gina Nacey, Creative Strategy

Katie Sczublewski, Account Manager

Abby Fitch,

	 Senior Art Director/Illustrator

Sam Mitzel,

	 Graphic Designer/Illustrator

Meta 13 Interactive, Developer

Dennis Whipple, GREAT Theatre

Anita Hollenhorst, GREAT Theatre

Always on top.

CLASS: ANGLER

 ELEMENT SEATING SYSTEM

 6 ACCESSORY MOUNT PLATES

 GLIDE TRACK FOOT BRACE SYSTEM

 OVERSIZED TANK WELL 

 BUILT IN CARRY HANDLES

 + MORE AT KAYAKBATTLESHIP.COM

Inspect the fleet at KayakBattleShip.com 
or an Ocean Kayak dealer near you. 

Battle at close range with a high capacity fi shing kayak that o� ers equal parts stealth and stability. 

The Prowler Big Game II o� ers ample room and a host of secret weapons meant to deliver a whole 

new level of performance. With six mounting brackets and new Element seating system that o� ers 

multi-position options for all-day comfort, you’ll be fully prepared to battle.

GET BEHIND ENEMY LINES.
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Behind The Scenes
great is a nonprofit 501(c)(3) organization that was founded in 1998 & is currently 
the only theatre dedicated to children & their families in central minnesota. we have 
produced 120 shows including five world premiere productions during our history. 
none of this could be achieved without the help of volunteers. great’s dedicated 
volunteers help with everything from auditions to painting, acting to packing, 
alterations to props and everything in between. below is just a glimpse into the 
43,444 hours that our volunteers gave us last year…
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staff 

dennis whipple 
executive artistic 
director

anita hollenhorst 
managing director

BOARD OF DIRECTORS

production staff 
with the help of talented production 
staff, great is able to produce shows  
of high artistic and technical quality. 
the following individuals helped to  
produce last year’s titles: 

luke anderson
bonnie bologna
brigid borka
ted brown
elizabeth burch
michelle carlson
beth carpenter
david deblieck
paul deutsch
joanne dorsher
alison feigh
bobbi foote
michael p. frohling
michael geppert
sienna kuhn
tom kuhn

jon legg
molly macneil
kris maehren
mickaela maehren
kristen mattick
linda mcgowan
jane odgers
megan potter
anita reber
maria reber
julie ripp
paola rodriguez
james soden
kevin stueven
hillary vermillion

courtney bokovoy 
office manager & 
marketing 

chris brown 
education director

mary calantoc 
experience manager 

michael horejsi 
production manager

colin jarrell 
technical director

jessica mancini 
assistant costumer

judi newstrom 
volunteer 
coordinator

angela sahli 
costumer

marianne arnzen 
treasurer

bonnie bologna

joanne dorsher 
secretary

patricia dorsher

wendy hansen 

patrick lalonde  
vice president

steve palmer

mónica segura-
schwartz

pat thompson 

great’s board of directors provide oversight and guidance for 
the organization’s operations; ensuring that great remains 
financially viable and dedicated to advancing educational arts 
in central minnesota. in addition to their volunteer leadership, 
all of great’s board members provide financial support and 
volunteer their time and resources to individual shows and 
special events.

great employs a team who advances the 
organization’s mission through thoughtful 
leadership and dedication. these individuals 
work in the office, costume and set shop, 
ensuring that all accounting, marketing, 
show production, volunteer management 
and donor relation systems are running 
smoothly. many of them also help produce 
shows as stage managers, directors, 
designers and technical staff.

brady hughs 
board president

J A N U A R Y  3 0  –  F E B R U A R Y  1 5

paramount theatre  //  st. cloud, mn  //  tickets call 320.259.5463
greattheatre.org  //  recommended for ages 13+ 
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ADD A RUDDER SYSTEM TO YOUR ARSENAL

Rudders are especially helpful to trim your kayak in high winds or currents. 

An optional kit includes detailed instructions and all the hardware you will need for easy installation. 

Form meets function and comfort meets cast in this remarkably versatile seat design specifically for the angler.

 The TRAVEL position provides a lower center of gravity when you need stability. 

The ATTACK position provides raised seating when fishing. 

The Element seating system can be quickly flipped out of the way into the STAND-UP position for poling, sighting and casting.

<rollover highlight>

<rollover highlight & name appears>

ELEMENT SEATING SYSTEM

INSPIRED BY OUR SPECIAL FORCES

In developing the Prowler Big Game II we worked closely with our Pro Staff anglers to leverage the best features of the popular 

Prowler Big Game, while introducing a host of upgrades that truly set this boat apart as one of best fishing kayaks on water today. 

     SEAT LEG BOW MAX
 MATERIAL LENGTH WIDTH WEIGHT WIDTH LENGTH HATCH CAPACITY

LT9000 
POLYETHYLENE

12’ 9”
3.9 M

34”
86.4 CM

70 LBS
31.7 KG

21”
53.4 CM

50”
127 CM

16.5” X 10.5”
42 X 26.7 CM

550-600 LBS
249.5-272.2 KG

COLOR & CAMOUFLAGE

THERE’S NOTHING QUITE LIKE THE THRILL OF GOING TO BATTLE AT CLOSE RANGE  

(AT THE WATER LEVEL). WITH A HOST OF PRO-INSPIRED FEATURES, THE PROWLER BIG GAME II 

IS THE PERFECT WAY TO UPGRADE YOUR ANGLING ARSENAL. 

A SECRET WEAPON - WITH SECRET WEAPONS. 

Score a direct hit with pro-inspired, designed for anglers looking for a high-capacity 

fishing kayak that will easily carry all the necessary equipment. The Prowler Big Game II 

offers ample room and outstanding stability without sacrificing performance. 

With six mounting brackets and new Element seating system that offers

 multi-position options for all-day comfort, you’ll be fully prepared to battle.

DESIGN                   FEATURES                   COLORS                   SPECIFICATIONS                   TECHNOLOGY

GET BEHIND ENEMY LINES. 
BEFORE YOU CAST YOUR OWN.

Video Embed

U P G R A D E  Y O U R  A R S E N A L .

INSPECT OUR ENTIRE FLEET OF FISHING AND RECREATIONAL KAYAKS AT OCEANKAYAK.COM.

Always on top.

BATTLE SHIP.
PROWLER BIG GAME II

2014

PROWLER BIG GAME II

Always on top.

URBAN CAMO CAMO YELLOW SAND
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STERN STRINGERS  

Designed to carry volume in the 

rear of the boat.

MOD POD CENTER HATCH SYSTEM 

Provides easy access to fishing rods. 

Variety of mounting options for after-market accessories.

ADVANCED SCUPPER HOLE DESIGN

Transducer compatible for easy fish finder installation.

6 ACCESSORY MOUNT PLATES

Ideal for rod holders, fish finders, slide tracks or GPS.

PADDLE KEEPERS

Keep paddles secure when fishing or on the move.

GLIDE TRACK FOOT BRACE SYSTEM

Adjusts for any anglers of all sizes.

BUILT IN CARRY HANDLES

Make transporting a snap.

BATTERY BAG 

Included for secure storage.

LARGE REAR HATCH WITH BUNGEE

Provides easy access to ample amounts of gear. 

ELEMENT SEATING SYSTEM

Offers multiple positions and heights. 

Flips back when standing and casting. 

BOW HATCH WITH CLICK SEAL COVER

Keeps gear secure and dry. 

Locks securely with one simple click. 
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GREETINGS!
from a christmas carol to junie b. jones, our 2012-2013 season was 
filled with theatrical experiences that honored the imagination of 
children and shared the wonder of live theater. our mission focuses on 
creating meaningful experiences and last year we did just that for over 
52,000 local youth and families. and as you’ll see within this annual 
report, that success depended on the artists, staff and volunteers who 
worked behind the scenes to create the high quality productions and 
summer camp experiences that great is so well known for. we thank you 
for your dedication!

with a rousing rendition of hairspray in september of 2012, we 
introduced great theatre company. this new brand encourages artistic 
development for the next generation of actors and audiences, so not 
only do we produce shows under our tried-and-true great children’s 
theatre brand, we now produce top-notch shows for teens and adults.

as you can see, great continues to grow audiences, campers and 
participants at record numbers, proving our vital role in the community 
and a deep connection to our audience. we look forward to serving the 
community for years to come while making central minnesota a better 
place to live, work and play!

dennis whipple
founder & executive artistic director
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values
we believe in:
honoring the imagination of 
children - their involvement in the 
arts cultivates curiosity, creativity 
& endless exploration

sharing the wonder of live theatre 
- the resulting joy is something all 
people should experience

encouraging artistic development 
- dramatic arts instill pride, 
confidence, cooperation & a sense 
of community

connecting artists & audiences with 
thought-provoking programming - 
collaboration unites our community 
& advances mutual understanding

expanding the cultural landscape 
of our area – live theatre 
contributes to a vibrant arts 
community & positively impacts 
society as a whole

mission
great river educational 
arts theatre (great) 
creates meaningful 
experiences for artists 
and audiences of all ages

Vision
through dynamic on-stage 
programming and innovative 
off-stage educational 
outreach, we are creating 
a culturally vibrant 
community of tomorrow by 
educating and entertaining 
audiences today.

ANNUAL REPORT
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live on stage at the paramount theatre
st. cloud, mn

tickets: 320.259.5463
greattheatre.org

oct. 10 – oct. 26 jan. 9 – jan. 18
live on stage at the escher auditorium

college of saint benedict

tickets: 320.363.5777
greattheatre.org

Peter pan

TArZAN
®

live on stage at the paramount theatre
st. cloud, mn

tickets: 320.259.5463
greattheatre.org

apr. 10 – apr. 19
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a vegetable garden and fruit trees. “If I have a minute, 
I’m going to be outside working in the yard,” says the 
farmer’s son. The Davis boys, Mitch and Marty, owners 
of Cambria, also own dairy farms together. They hit it off 
instantly with Kenny, having a commonality of agricultural 
backgrounds. Kenny spent the night with 
them in Minnesota and visited Davis 
Family Dairies farm to see the more than 
10,000 milk cows first-hand. Big Kenny 
comes from the hills of the Alphin’s Virginia 
farmland, and hasn’t lost touch with that 
neighborly way of his youth. A good old 
farm boy who loves people, Kenny’s also been known to 
greet some of the many tour buses that pull up to his gate. 
“If I’m free, sometimes I’ll go out the front door to wave,” 
he says. “These people are my fans, the ones who got me 
where I am.”

John and his wife, Joan, who runs a modeling agency, 
are parents to Cash, 4, and Colt, 3, and built a 92-foot-
high modern poured-concrete three-story he calls “Mt. 
Richmore”: It features mini-bars in the bathrooms, a 
rooftop swimming pool and a 4,000-square-foot working 
nightclub with a view of downtown Nashville that John 
often opens for charity events and music industry parties. 
“The night of the last Country Music Awards, we had an 

after-party there for 500,” he says. “There were seven or 
eight platinum acts at my house, jamming.” But, he adds, 
there are big parts of the home that are private and family-
only, and on many weekends, “I do what any dad does. I 
pitch t-ball games. Take the kids bass fishing at a lake on 

50 acres I own nearby. At Halloween, we 
go trick or treating—though I have to wear 
a mask, too, so I don’t cause a commotion.”

No surprise that next year there won’t 
be a slowdown for Big & Rich. As of late 
2014, one of the duo’s most recent songs 
“Look at You” was No. 13 and moving up 

Billboard’s “Hot Country” chart. A new album, “Lovin’ 
Lately,” featuring country great Tim McGraw, is due out in 
early 2015. “We’re even better songwriters than we were 
10 years ago,” says Rich. “There are no limits on what 
we do, whether it’s writing or performing. There are no 
boundaries. Neither of us is afraid to try anything.” And 
there’s no doubt that the band’s many fans are eager to 
embrace whatever “anything” may be. 

So now we know what it is to be “Big & Rich”, entre- 
preneurs, founders, business-men, brand builders, creators, 
risk takers, family men, farmers, preachers sons…impressive 
pillars of this unique, and very successful country music 
duo, known quite succinctly as, Big & Rich. 
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What does it 
take to make 
it in country 

music? 
There’s no secret to 
it. You have to know 

that it’s your life. 
After you’ve been 

knocked down a few 
times, that’s when 
you determine if 

country music is a 
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hobby or what you 
do. There were other 
things I could do, but 
nothing else I wanted 

to do.

Why do 
people 

respond so 
strongly to the 

band?
I think it’s because 

we’re authentic. 
We’re still on the 
fringes somewhat, 
but over the years, 
the mainstream has 
come to us. When 
cut your own path, 
people come your 

years, but at the end 
of the day you realize 
you’re shooting for the 

same thing.

What do 
you most 

appreciate 
about Kenny? 

He can and does 
work as hard as I 

do. And he’s wildly 
imaginative. He’ll say 
10 things and nine 
will be out there, 

but the tenth will be 
brilliant. That idea will 
turn into a great song 

or marketing idea. 

way. Artists shouldn’t 
make art based on 

what they think 
people will like.

How do 
you make a 
long-term 

partnership 
succeed?

We succeed because 
we support each 

other. We’ve never 
felt like we’re trying 
to ‘keep up.’ Big & 

Rich is a team effort. 
If the team wins or 
loses, it’s the team. 
We’ve had heated 

arguments over the 

What does it 
mean to work 

hard?
When I was growing 
up, my father didn’t 

earn much as a 
preacher, so he did 
every odd job there 
was from mowing 

grass to being a night 
watchman. It got lean 
and mean every now 
and then. But it was 
a good way to learn 

that you do whatever 
you have to do. 

Why are you so 
committed to 
giving back?

My granddaddy won 
six Purple Hearts in 
World War II, and 
I remember well 

the double-wide in 
Amarillo. It never 

leaves you. It makes 
you want to take care 
of other people when 

you can.

What do you 
want to happen 

every Big & 
Rich show?

We want to end the 
show with us more 
out of breath than 
our fans. We want 

to leave it all on the 
stage every time, every 
place, whether we’re 
playing for 40 people 
or 500. When we step 

on the stage it’s full 
throttle the entire way.

What does it 
mean to you to 
be part of Big 

& Rich?
Put Albert Einstein 
and Thomas Edison 
in a room together, 

give them a chemistry 
set and say ‘Have at it 
guys!’ Davy Crockett 
and Daniel Boone. 
Lewis and Clarke. 
We’re not afraid to 
step off into the 

unknown and go as 
far as possible. And 

because there’s two of 
us, we have a better 
chance at winning – 

and a lot more fun. 

TO VIEW BEHIND THE SCENE’S 
VIDEO OF JOHN’S VISIT TO 

CAMBRIA’S PLANT, INCLUDING 
HIS IMPROMPTU CONCERT, 

GO TO OUR WEBSITE  
AT CAMBRIAUSA.COM/ 

ALL-AMERICAN

“You can’t be great until you’ve been broken down 
and built yourself back up. That’s when you get to a 

spot when you’re semi-indestructible. ” —JOHN RICH
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“You can’t be great until you’ve been broken down and built 
yourself back up,” John says. “That’s when you get to a spot when 
you’re semi-indestructible. You learn what you did wrong the 
times before and you don’t do that again. You get better.”

Ten years in, the two are equal partners in the creative and 
business enterprise that is Big & Rich: the decision to go with 
their own record label as a way to “gain creative control” of their 
legacy, for instance, was wholly shared. Both men, says their 
manager, are “business savvy, and have done well to manage their 
respective brands as well as the Big & Rich brand as a whole.”

Both also share a work ethic that doesn’t leave time for rest. 
There’s no “off season” for the band, says Kenny. The cold weather 
months are time for writing; as soon as it warms up, the touring 
starts. And philanthropy’s always on the calendar. Big & Rich have 
raised money for St. Jude Children’s Research Hospital, Vanderbilt 
Children’s Hospital, the 173rd Airborne Memorial Fund, and the 
Special Olympics among others.

“You gotta eat good, take your vitamins, drink a lot of water 
and pace yourself,” says John. “But there’s nothing better than 
going for it, guns blazing.” Pair this take-no-prisoners mentality 
with a powerful work ethic and it was no surprise that John and 
Davis became good friends, connecting just like a couple of old 
buddies. “That’s something I learned I had in common with Marty, 
and something that made me really identify with Cambria as a 
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Why do fans 
respond so 
strongly to 

Big & Rich? 

John and I love 
a good party, and 

we love to see 
the audience get 

excited. When we’re 
performing they feel 

us. We’re a lot of 
fun! 

How do 
you make a 
long-term 

partnership 
like Big & 

Rich succeed? 

You can’t do 
everything together, 
so it’s a good thing 
that we both break 

out on our own now 
and then. We both 

want to see the other 
do what makes him 
happy. But Big & 
Rich has a priority 
above everything 

else. For both of us.

What do 
you most 

appreciate 
about John?
He encourages me 
to go out as far as 
I can musically. 

We encourage and 
inspire each other in 
a great way. He’s one 
of the most talented 

creators that I’ve 
ever met or worked 

with. A great 
businessman, too.

Why are you 
so committed 

to giving 
back?

When a child 
anywhere asks for 
help, he deserves 

it. Children are our 
future and they 

depend on us. And 
our military fight for 
the greatest right of 

all: our freedom.

What do 
you want to 
happen at 

every Big & 
Rich show?
I want people to 

leave in a different 
mood than when 
they came. I want 

them to feel good. To
 be moved. To feel 
happy and inspired. 
I want them to be 
filled with a great 
sense of joy. We’re 
there to entertain 

and give it all we’ve 
got—as entertainers, 

we’re meant to be 
joy-bringers. 

What does it 
mean to you 
to be part of 
Big & Rich?

It means I’m part of 
what I believe to be 
one of the greatest 
writing, recording 

and entertaining duos 
that’s existed in the 
history of music. 
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company,” John says, “We both believe in hard work and 
paying attention to detail.”

In fact, in 2014 John visited Cambria’s factory to meet–
and play for–the workers. “I think what country music’s 
about and what Cambria’s about go hand in hand,” he says. 
“Work hard, play hard, have a good time–and be proud of 
what you do! You see this massive building in the middle 
of Minnesota–out in the country. The folks who work there 
are country folks. There’s a real sense of pride in that place 
which really encapsulates what this country’s all about. It’s 
the turbine of this country.”

Home studios help both members of Big & Rich carve 
family time out of the whirlwind. “It’s the only way to keep 
my kids around,” jokes Kenny. True to Big & Rich form, the 

two live within walking distance of each other, in houses 
that are completely different. Kenny’s household includes 
his wife, Christiev, stepsons Cameron and Christopher, 
sons Lincoln, 9, and Dakota, 4, and currently, a litter of 
nine German Shepherd puppies. Their home is a sprawling 
“old-world, castle-like” wood and stone Tudor. On the 
docket early next year is a kitchen renovation. Kenny’s wife 
Christiev, a stylist and talented jewelry designer, will no 
doubt be working with the most cutting edge of Cambria’s 
unique elite designs for the project. “She has a passion, joy 
and love of creating,” says Kenny, who faithfully wears one 
of her pieces every day – a very “rock and roll” locket with 
pictures of Christiev and the kids. Kenny’s own domestic 
passions focus more on their home’s extensive grounds, 

The baby 
blue Cadillac, 
one of John’s 
collection of 
classic cars, 

makes a guest 
appearance 
in the cover 
booklet of 

Big & Rich’s 
latest album, 

Gravity. It’s the 
first release 
on their own 
record label, 
and critics 
have called 
it “a country 

masterpiece.”

CLASSIC
CAR“I’m more of a dreamer, and John’s fi rmly planted in 

reality. He’d tell you ‘Kenny stops to smell the roses, 
and I like to mow them down.’” —“BIG KENNY”ALPHIN

IS THAT A COUNTRY 
LULLABY? “UNCLE 
JOHN” WAS HAPPY 
TO TAKE ON THE 
ROLE OF DOTING 

GODFATHER WHEN 
KENNY'S AND 

CHRISTIEV’S SON, 
LINCOLN, WAS BORN.
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9090 miles an hour is an understatement if you 
ask Marty Davis, Cambria CEO, who has gotten 
to know Big & Rich, both on stage and off. “They 
are the perfect combination of hard work, talent 
and smarts…a couple of good old boys who knew 
how to make it. They remain who they were, special 
talents, who never lost touch with their roots. They 
are some of the real good guys in their business.”

Energy and hard work have always defined this 
duo, that and the drive to remake country into 
a blend of styles that they call “music without prejudice.” 
Kenny, rangy, shaggy, in jeans and fringed vests with his 
signature stovepipe hat, came from rock and roll; John’s 
short hair, pristine moustache, tailored jackets and Stetsons 
mark him as the boy who grew up dreaming of being a 
country king. Their music and shows get audiences out of 
their seats with a wild fusion of tradition, rock, funk, rap, 
and R&B. When they first started performing, says John, 
“Nashville didn’t know what to think of us. They looked at 
us like a bunch of crazies, which we were.”

The magic that became Big & Rich grew from mingling 
genres and from the creative collaboration of two completely 
different men. “We tend to view things from an opposite 
perspective,” Kenny says. “I’m more of a dreamer, and John’s 
firmly planted in reality. He’d tell you ‘Kenny stops to smell 
the roses, and I like to mow them down.’” During their 
years together, both have written songs on their own, and 
taken time off from the partnership to record and release 
successful solo albums.

But deeper values bind them: belief in 
resilience, and patriotism—every Big & Rich 
concert features a salute to veterans—and 
commitment to staying the course. Neither 
man came to music the easy way. John grew 
up in a double-wide trailer in Amarillo, Texas, 
the son of a “small-church, Bible-banging non-
denominational preacher”; Kenny was a seventh 
generation Culpeper, Virginia farm boy whose 
father hoped he’d one day work the family land. 

Before they met, both had been on the verge of making it 
in Nashville, only to have the prize snatched away. Kenny 
got signed, then dropped by a major record label; by 2002, 
he says, he was down to his last dollar. Tim McGraw’s No. 
1 country hit, “Last Dollar (Fly Away)”, came from that Big 
Kenny reality and was written by him in 2002, when he 
was literally “down to his last dollar” and “had walked right 
through his shoes”, in a Las Vegas hotel room, drowning his 
sorrows from a fateful run at wealth at the Blackjack table. 
John, he was fired from a successful band he helped launch 
and create, Lonestar, where he played bass and shared lead 
vocals. John was then dropped by his own record label, and 
was spiraling between success and finding his place in the 
hard life of a country music singer/songwriter; talent and 
grit soon prevailed, and the rest is history. So it was, country 
music was living, spittin’, kickin’ and throwing it all right 
back at ’em. The pair rebounded, learned the only way, the 
hard way, and moved forward with sheer force of will, and 
the raw tenaciousness of a herd of bulls.
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What does it 
take to make 
it in country 

music?
You put your head 

down and push. You 
need the mindset 
of ‘you’re never 

going to beat me.’ 
Sometimes I had 

to dig deeper than 
I could’ve imagined 
to find the courage 
to start again, but I 

always did. 

What does it 
mean to work 

hard? 

You don’t give up. 
That’s something 

you learn as a 
farmer. If the rain 
doesn’t come and 
your crops don’t 

grow, that doesn’t 
mean you don’t 
plant again! And 
everything has its 

moment. You plant 
different crops 
during different 
seasons and you 
harvest them at 

different times, but 
you have to be out 

there tending 
every day.” 
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“THERE’S NO ONE 
MORE FUN TO 

SING WITH,” BIG 
KENNY SAYS OF HIS 

PARTNER, JOHN 
RICH. AND MAYBE 

THERE’S NOWHERE 
MORE FUN TO PLAY 
THAN IN KENNY’S 

HOME BAR, WHICH 
HE CALLS “THE PUB 

OF LOVE.”

continued on page 28 »
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COUNTRY’S HOTTEST DUO, OPENS UP ABOUT 
THEIR OFTEN DEMANDING, ALWAYS 

FULFILLING LIFE ON—AND OFF—THE ROAD.
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Big & Rich isn’t a band as much as a force of 
nature. In their 10 years together, “Big Kenny” 
Alphin and John Rich have—take a breath—cut 
five albums, two of which went platinum and one 

gold, and sent 11 songs marching up Billboard’s Country Top 40. 
They’ve been nominated for multiple awards, and as songwriters 
penned literally thousands of songs, both for themselves and some 
of country music’s biggest names. And should anyone say success 
means slowing down, in 2014, the pair spent 200 days on the road, 
performing 130 of their always high-energy shows all across North 
America, from the Midwest to the hipster centers on both coasts. 
Oh, and their latest album, “Gravity,” was the first on a new label, 
their own—Big & Rich Records.

“We live at 90 mph,” acknowledges Kenny, who laughs that his 
favorite place at home “is my bed—because I so rarely see it.”

By CAROL MITHERS
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Always on top.

CLASS: ANGLER

 ELEMENT SEATING SYSTEM

 6 ACCESSORY MOUNT PLATES

 GLIDE TRACK FOOT BRACE SYSTEM

 OVERSIZED TANK WELL 

 BUILT IN CARRY HANDLES

 + MORE AT KAYAKBATTLESHIP.COM

Inspect the fleet at KayakBattleShip.com 
or an Ocean Kayak dealer near you. 

Battle at close range with a high capacity fi shing kayak that o� ers equal parts stealth and stability. 

The Prowler Big Game II o� ers ample room and a host of secret weapons meant to deliver a whole 

new level of performance. With six mounting brackets and new Element seating system that o� ers 

multi-position options for all-day comfort, you’ll be fully prepared to battle.

GET BEHIND ENEMY LINES.

| | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | |

| | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | |

| | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | | |

ADD A RUDDER SYSTEM TO YOUR ARSENAL

Rudders are especially helpful to trim your kayak in high winds or currents. 

An optional kit includes detailed instructions and all the hardware you will need for easy installation. 

Form meets function and comfort meets cast in this remarkably versatile seat design specifically for the angler.

 The TRAVEL position provides a lower center of gravity when you need stability. 

The ATTACK position provides raised seating when fishing. 

The Element seating system can be quickly flipped out of the way into the STAND-UP position for poling, sighting and casting.

<rollover highlight>

<rollover highlight & name appears>

ELEMENT SEATING SYSTEM

INSPIRED BY OUR SPECIAL FORCES

In developing the Prowler Big Game II we worked closely with our Pro Staff anglers to leverage the best features of the popular 

Prowler Big Game, while introducing a host of upgrades that truly set this boat apart as one of best fishing kayaks on water today. 

     SEAT LEG BOW MAX
 MATERIAL LENGTH WIDTH WEIGHT WIDTH LENGTH HATCH CAPACITY

LT9000 
POLYETHYLENE

12’ 9”
3.9 M

34”
86.4 CM

70 LBS
31.7 KG

21”
53.4 CM

50”
127 CM

16.5” X 10.5”
42 X 26.7 CM

550-600 LBS
249.5-272.2 KG

COLOR & CAMOUFLAGE

THERE’S NOTHING QUITE LIKE THE THRILL OF GOING TO BATTLE AT CLOSE RANGE  

(AT THE WATER LEVEL). WITH A HOST OF PRO-INSPIRED FEATURES, THE PROWLER BIG GAME II 

IS THE PERFECT WAY TO UPGRADE YOUR ANGLING ARSENAL. 

A SECRET WEAPON - WITH SECRET WEAPONS. 

Score a direct hit with pro-inspired, designed for anglers looking for a high-capacity 

fishing kayak that will easily carry all the necessary equipment. The Prowler Big Game II 

offers ample room and outstanding stability without sacrificing performance. 

With six mounting brackets and new Element seating system that offers

 multi-position options for all-day comfort, you’ll be fully prepared to battle.

DESIGN                   FEATURES                   COLORS                   SPECIFICATIONS                   TECHNOLOGY

GET BEHIND ENEMY LINES. 
BEFORE YOU CAST YOUR OWN.

Video Embed

U P G R A D E  Y O U R  A R S E N A L .

INSPECT OUR ENTIRE FLEET OF FISHING AND RECREATIONAL KAYAKS AT OCEANKAYAK.COM.

Always on top.

BATTLE SHIP.
PROWLER BIG GAME II

2014

PROWLER BIG GAME II

Always on top.

URBAN CAMO CAMO YELLOW SAND
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STERN STRINGERS  

Designed to carry volume in the 

rear of the boat.

MOD POD CENTER HATCH SYSTEM 

Provides easy access to fishing rods. 

Variety of mounting options for after-market accessories.

ADVANCED SCUPPER HOLE DESIGN

Transducer compatible for easy fish finder installation.

6 ACCESSORY MOUNT PLATES

Ideal for rod holders, fish finders, slide tracks or GPS.

PADDLE KEEPERS

Keep paddles secure when fishing or on the move.

GLIDE TRACK FOOT BRACE SYSTEM

Adjusts for any anglers of all sizes.

BUILT IN CARRY HANDLES

Make transporting a snap.

BATTERY BAG 

Included for secure storage.

LARGE REAR HATCH WITH BUNGEE

Provides easy access to ample amounts of gear. 

ELEMENT SEATING SYSTEM

Offers multiple positions and heights. 

Flips back when standing and casting. 

BOW HATCH WITH CLICK SEAL COVER

Keeps gear secure and dry. 

Locks securely with one simple click. 

D

E

F

G

G

H

I

C

J

K

H

A

J

I

D

B



2015 AMERICAN ADVERTISING AWARDS

BEST OF SHOW PROFESSIONAL

ADVENTURE 
ADVERTISING
--------------
Brochure
--------------
Book of Mouldings
Ferche Millwork

--------------
Gina Nacey, Creative Strategy
Katie Sczublewski, Account Manager
Abby Fitch, Senior Art Director
Justin Wohlrabe, Photographer
Tom DeBryun, Photo Assistant
Cory Hollenhorst,
	 Director of Sales and Marketing

The Commitment 

Maybe it’s our small town roots — we’re still on the 

same piece of land as the day we were founded — 

or our Midwestern work ethic, but the dedication 

and hard work of our employees can be seen in 

every item we manufacture.

The Quality 

Over the past 55+ years, we’ve finely-tuned the art 

of moulding manufacturing. With a combination 

of modern tools and the experienced hands and 

eyes of our skilled workers, only the finest products 

leave our plant. You deserve that commitment to 

quality — that’s what you’re going to get.

The dedication of  
our employees can  
be seen in every item  
we manufacture.

VIC // Moulder Room // 15 years
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At Ferche, we understand that choosing mouldings can be 

confusing. That’s why we created the Architectural Series,  

a professionally designed family of mouldings that coordinate 

with six distinct styles of decor. Now customizing your 

mouldings is as easy as knowing your decorating style.  

Finally, millwork customized to you.

The Decorator Series is simple sophistication. These elegantly-

styled families feature thoughtful, complementary moulding 

components that beautifully connect your home’s style from 

floor to ceiling.

The Standard Series features tried and true designs, classic 

lines and timeless profiles. It’s a mainstay of the Ferche 

offering and is a great way to get the quality and beauty of 

Ferche mouldings in an affordable and effortless package.

We make a wide range of the finest hardwood mouldings for 

applications throughout your home – over 13,000 unique products, 

as a matter of fact. Along with our curated product families, this 

book showcases some of our most requested products from some  

of the most popular categories.  

Please visit ferche.com to see many more.

Mullen Series F2450 base and F200
base shoe shown in painted poplar.
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PROMOTIONAL SPONSORS

SILVER SPONSORGOLD SPONSORS

ADVENTURE ADVERTISING

SUZY ALBRECHT
BECKY BACKES
SAMM BOHN
TARA DICKINSON 
KRISTIE HAUBRICH
ANITA HOLLENHORST
AMY IMDIEKE
BRYCE JACOBSON 

RICK JENSEN
DAN MACIEJ
MELISSA MANSKE 
ASHLEY MCSTOTT
SAMANTHA MITZEL
ALISON SCHROEDER
GREG SKOOG
ANDREA YURCZYK

The American Advertising Federation of Central Minnesota would like to thank the students, 
college instructors, agencies, organizations and individuals who entered their work or 
volunteered their time and resources to make this year’s competition such a success. With 
over 300 entries submitted this year, across a variety of mediums, it’s apparent that Central 
Minnesota’s advertising community is alive and well… perhaps even legendary. AAFCM is happy 
to encourage and support your creative efforts and provide you with a platform to showcase 
your imagination and talent and in turn, get the recognition you deserve. To learn more about 
how you can get involved with AAF Central Minnesota visit us at: AdFedCentral.com.

EVENT CHAIR
KATIE SCZUBLEWSKI

THE 2015 EVENT COMMITTEE AGENCY of RECORD



we’ll be
watching



we’ll be
watching




