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By Paige Palmateer
Journal Staff

WINDSOR — In 1991, Robert Bellospirito, 
owner of a Long Island–based construction 
company, decided to buy 40 acres of land for 
a vacation home in the town of Windsor in 
Broome County.

Three years passed before he sold his 
construction firm, Bell Brothers Co., which 
specialized in stone paving, concrete, and 
asphalt. Bellospirito moved to Windsor in 
mid-1994 and then took a year to build his 
house and put a business together.

He used his experience in the construction 
industry to clear the land and construct his 
home by hand.

“In 1994, I decided to come up here and 
get into the stone business,” Bellospirito 
says. “Throughout the years, I had seen it 
was hard to get good quality material.”

Bellospirito found a small quarry on the 
back of his property and started cutting 
pieces of stone by hand, with a hammer and 
chisel.

“I call it Devonian sandstone,” he says. “I 
started to sell these pallets of blue stone and 
learn about the geology of this material and 
how to locate it.”

Devonian sandstone is solid blue rock na-
tive to New York State. Bellospirito calls his 
product “Glacier Blue” Devonian sandstone 
— sedimentary sandstone formed during the 
Devonian period.

In July 1996, Bellospirito incorporated his 
company — Devonian Stone of New York, 
Inc., a full-service mining and fabrication 
company located at 502 Atwell Hill Road 
in Windsor. Bellospirito is the president and 
sole owner.

He was soon looking for more stone as the 
quarry behind his house only lasted a few 

years.
“I’m a pilot and I use my plane to fly the 

hills and look for properties that might con-
tain quarries,” Bellospirito says. “ I found a 
piece of property five years ago that has a 
quarry with reserves to last us many, many, 
many years.”

When Bellospirito found his second quar-
ry, he first walked the property to determine if 
the land might contain Devonian sandstone.

“The first step is a flyover, and the sec-
ond step is drilling and computer analysis,” 
Bellospirito says.

He drilled about twenty 100-foot deep 
holes and entered the data into a computer 

program. The New York State Geological 
Survey subsequently credited Bellospirito 
with the first mineral excavation for Devonian 
sandstone — an environmentally friendly 
way of discovering possible deposits.

The active quarry is located in Deposit 
in Delaware County, 10 miles from Bello-
spirito’s Windsor–based production facil-
ity — 15,000 square feet spread across four 
buildings on 20 acres that produces 500,000 
square feet of stone annually.

Products include pavers, countertops, 
slabs, and tiles, Bellospirito says.
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Devonian Stone of New York, Inc. President, Robert Bellospirito (right), with William 
Kelly, Associate Director, NYS Geological Survey (center) and James Albanese Ph.D 
Earth Sciences Department, SUNY Oneonta (left).
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of New York, Inc.

 Age: 47
 Residence: Windsor
 Year be-
came CEO:
1996
 Favorite 
part of the job:
The diversity of 
tasks
 Hobbies: 
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mance airplanes
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Devonian Stone 
of New York, Inc.

502 Atwell Hill Road

Windsor, N.Y. 13865

Phone: (607) 655-2600

Fax: (607) 655-2626

www.devonianstone.com

 Type of business: Mining and 
manufacturing company
 Products or services offered: 
Stone products and associated 
services
 Year founded: 1996
 Employees: 30
 Headquarters square footage: 
15,000
 Company officers: Robert 
Bellospirito, owner and president
 Annual revenue: Just over 
$5 million
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way salespeople are trained to 
land an order. Ironically, pain can 
be a doubled-edged sword. 

More and more successful 
selling depends on identifying 
the potential pain that may be 
caused by making the sale and 
getting rid of it before asking for 
the order. 

“You seem to like our payroll 
system and feel it would save you 
time, but you are also reluctant 
to move forward. Is it because 
you’re worried about unneces-
sary hassles, extra work, and 
dealing with possible mistakes 
in making the change? That’s 
understandable. Here is how we 

will avoid all that.”
At times, avoiding pain can 

be more powerful than saving 
money.
 Head for the heart. In a 

study published in the Journal of 
Advertising Research (December 
2006), three researchers, led by 
Dr. Robert Heath of the United 
Kingdom’s University of Bath, 
determined the validity of the 
thesis that “it is the emotional 
content in advertising that is re-
sponsible for building brand re-
lationships,” as first set forth in 
1967. Their study concluded that 
although the content of com-
munication fades over time, the 
emotional qualities remain be-
cause “they are learned automati-

cally.” They also found that what 
works best is emotional content 
that’s less obvious.

A new Suzuki motorcycle is 
promoted as going 100 mph in 
first gear. On the surface it’s a ra-
tional, factual statement, but less 
obviously, the enthusiast may see 
the possibility of limitless speed 
waiting to be unleashed in the 
higher gears. 

Is there a mystery why Wal-
Mart’s face remains blemished 
in spite of efforts to clear up its 
corporate complexion? Years of 
criticism about low wages and 
harming local businesses failed 
to take a toll on its image.

Yet, when Wal-Mart’s top ex-
ecutives are accused of failing to 

live up to the company’s “down-
home” corporate values, a fierce 
backlash ensues. Are we angry 
with management for betraying 
old Sam Walton and his vision 
of bringing low prices to mil-
lions of Americans who count 
on them?

The recent Apple ads featuring 
two characters, one representing 
PCs and the other Macs, are in 
a class by themselves when it 
comes to the overtones of emo-
tion. Rather subtly, viewers don’t 
hate the PC guy; they just pity 
him. If you’re a PC person, per-
haps you may just feel somewhat 
sorry for yourself.

Marketing and sales aren’t 
about the obvious, the apparent. 

They are shrouded in mystery. 
It’s not what we think we know 
or see that counts. It’s what we 
uncover that makes the differ-
ence.         

John R. Graham is president 
of Graham Communications, a 
marketing-services and sales-
consulting firm. He is the author 
of “The New Magnet Marketing” 
and “Break the Rules Selling;” 
writes for a variety of business 
publications; and speaks on 
business, marketing, and sales 
topics for company and associa-
tion meetings. Contact him at 40 
Oval Road, Quincy, Mass. 02170 
or (617) 328-0069 or e-mail: 
j_graham@grahamcomm.com 

Devonian Stone of New York currently 
employs 30 people. Bellospirito says 50 
percent of the company’s customers are 
masons and the other half is composed of 
architectural firms.

Devonian Stone oversees multiple proj-
ects in New York City and works closely 
with a number of architectural firms in the 
area, such as Gensler & Associates. The 
company is currently working on the fa-
çade for a bank at the corner of Lexington 

Avenue and 79th Street.
Devonian Stone of New York encom-

passes a national territory. Past projects in-
clude the interior courtyard at The Dakota 
(a building John Lennon and Yoko Ono 
called home) in New York City, the en-
trance to St. John’s University in Queens, 
and affluent, private residences in New 
York, Massachusetts, and California.

“We are doing a lot of high-end resi-
dences in Bel Air and Beverly Hills,” 
Bellospirito says.

Devonian Stone generates a little over 

$5 million in annual revenue, according 
to Bellospirito. He says that the company 
grows about 10 percent to 15 percent a 
year.

“I just want to keep growing at the 
pace we are at and really get the name 
of the stone on the map and inform the 
architectural community of this material,” 
he says.

To meet his goals, Bellospirito esti-
mates that he invests about $400,000 in 
new machinery, annually.

“Every year, we are adding more ma-

chinery to increase capacity so we can 
focus on delivering the highest quality 
product,” he says.

Bellospirito says his favorite part of the 
job is the diversity of it.

“I probably have to apply about 30 differ-
ent sciences daily,” he says. “Engineering, 
geology, explosives, managing, fabricat-
ing, plumbing, and electrical to name a 
few.”                

Contact Palmateer at 
ppalmateer@cnybj.com
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GRAHAM: Astute marketers are good detectives. They don’t want to miss even one piece of the puzzle. 
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