JANUARY/FEBRUARY 2016

www.pfrmagazine.com

bhawk Industries

WORLD FLOOR COVERING
brought to you by the ASSOCIATION . |
Simplify Your Success




1

GROUT BASE BASE DE COULIS BASE I}E MORTERD
i — [T e e pa—py— [ e ——
BETEEER R

k7 B 1074 -l - bt = Sy o 1 O [

. ok b - et - i e ol .
Lo LT H e T =~ T - Lo
.

PRI ke L o i

Lo B o e
Ere

_— @

L==4

Your color here

. .

Groutin Any Color

Your clients want choice in every element of their design. Now, with PERMACOLOR® Select ANYCOLOR” there are no
limits on grout color choices. Simply choose a Sherwin-Williams® or Benjamin Moore® color from their vast color palette, and

in less than two weeks your customer’s design vision becomes reality. Ask your LATICRETE Sales Representative for details.

www.laticrete.com/anycolor

= Never needs sealing — equipped with
STONETECH® Sealer Technology

= Also available in 80 stocked colors, including all 40 LATICRETE
LATICRETE® colors and the top selling competitor colors
: :
SEALER m V/ibrant consistent color
“See Data Sheet 230.99 for complete warranty information. “When mixed with PERMACOLOR® Select Base.

. ®
www.laticrete.com | 1.800.243.4788
tSherwin-Williams and Benjamin Moore have no involvement with this program.

Glohally Proven
. .
A60531215 ©2015 LATICRETE International, Inc. All rademarks shown are the infellectual properties of their respecive owners. COIIS"'U("OII SOIU“OIIS

cqvopeduin
Anti-Microbial Technology

Snap for more information.




Pioneering brilliant ideas

COREtec
=ORIGINAL

US Patent # 9,156,233

R FLOORS

The Wright Brothers W.anted to fly (R T ] I
WE WANTED TO MAKE FLOORS | \ !.I- _' | .. www.usfloorslic.com s 800.250.6690

Visit us at Surfaces booth #51332



4

PR
- L

www.pfrmagazine.com

ISSN 2374-3107

Installation Crisis Requires a Unified Approach 6
Scott Humphrey, WECA CEO, stresses that some industry
issues require a unified approach.

Where’s the Owner’s Manual? 8

The price of ignoring problematic areas of a business is
usually far greater than the cost of repair, advises WFCA VP
of professional development Tom Jennings.

Secret Shopper Results, Part IV 12

David Romano, founder/owner of Benchmarkinc, and the
WEFCA reveal the final installation on the quote and follow-
up portion of the exclusive four-part Secret Shopper series.

Residential Design Trends: 2016-2017 18

Design trends for 2016 and 2017 feature individual
expression at home and in the work environment, says
columnist Annette M. Callari, Allied ASID, Chair Holder CMG.

LVT Continues Growth; Installation, Online Issues

Top Concerns 22
The results of the Q3 2015 Members Market Trend Survey
are in. PFR’s Arpi Nalbandian breaks down the findings.

Asbestos and Lead Paint is Still Around: Ignore at

Your Own Risk 32
Jeff King, WFCA general counsel, advises retailer compliance
with asbestos and lead paint requirements.

DEPARTMENTS

How to Become a New WFCA Member 27

New Product Showcase 38
New products to see at TISE West/Surfaces!

R
Q & A with Mohawk’s Jeff Lorberbaum

Mohawk's Jeff Lorberbaum offers PFR’s readers insight into the company’s recent
IVC acquisition, Mohawk’s benefits for retailers, trends for 2016, and more.

JANUARY/FEBRUARY 2016
Volume 3, Issue 1

ETAILER
Someone Will Succeed This Year.

Why Not You? 42

Achieving your dreams in 2016 is possible if you follow the
steps laid out by Scott Humphrey in the D.R.E.A.M. acrostic.

fcB2B & Your Company’s Future 44
Pamela Bowe, The Bowe Company, reviews current features
of fcB2B and offers a glimpse of those to come.

Determine Your Marketing (Ad) Budget, Part 2 46
Josh McGinnis, owner, Unlock Your Biz, says the only way
to succeed in today’s socially connected marketplace is

to engage, attract, and retain customers through online
marketing.

Listen Your Way to More Sales 32

Some salespeople have become great at asking questions,
but often fail to learn to listen. Columnist Michael Vickers,
executive director of Summit Learning Systems explains.

Do You Charge for Installation Based on Total

Square Feet of Flooring Sold? 50

Lowe’s failure to disclose the basis of its installation charges
serves as a reminder to fully inform your customers how
costs are calculated, says Jeff King, WFCA general counsel.

Embracing the Team Mindset 52

For achieving success, Dr. Stan Beecham stresses the
importance of having a unified goal within a company. He
offers six steps that are critical to achieving teamwork.

ON THE COVER

Jeffrey Lorberbaum, Chairman and Chief Executive Officer of
Calhoun, Georgia-based Mohawk Industries, is featured this issue to
honor his parents Alan and Shirley Lorberbaum, both inductees to
the WFCA Hall of Fame. In a Q & A beginning on page 30, Jeff shares
his thoughts on the upcoming year.

CHANGE OF ADDRESS: In order to ensure uninterrupted delivery of Premier Flooring Retailer, notice of change should be made at least five weeks Ay

in advance. Premier Flooring Retailer is published bi-monthly (Jan/Feb, Mar/Apr, May/Jun, Jul/Aug, Sep/Oct, Nov/Dec) by the World Floor Covering i MIX

Association, 2211 E. Howell Avenue, Anaheim, CA 92806. Application to Mail at the Periodicals Postage Prices is Pending at Anaheim, CA and at Paper from

additional mailing offices. POSTMASTER: please send address changes to: Premier Flooring Retailer, 2211 E. Howell Avenue, Anaheim, CA 92806. FSC responsible sources
wwiscog  FSC® C005341

Printed in the U.S.A. Copyright 2016 by the World Floor Covering Association. Reproduction in whole or part is prohibited.

Premier Flooring Retailer | January/February 2016




FLOORING DAMAGE? OWN YOUR MARKET.

/\, Repair. Restore. Replace.

CEFRN Certified Flooring Network

\J‘ The Insurance Industry’s Flooring Experts

00

FIRE & WATER CLAIMS ¢ RECESSION PROOF BUSINESS ¢ GROWTH & PROFIT

ENTER TO WIN! MISIplaSpAT
Leica DISTO™ E7400x BOOTH# 1378

Laser Distance Meter I H E
SL I FALCES

lﬁ LIKE our Facebook page INTERNATIONAL 3“{”"“‘“

| facebook.com/CertifiedFlooringNetwork | SU RFAEE
o« CLICK the “ENTER TO WIN" tab

\/ COMPLETE the form & SUBMIT y . ®
fmal | (a $279 value) CFRN franchises are independently owned and operated. JAN UARY 20 22
WWW.CERTIFIEDFLOORINGNETWORK.COM | 888.391.2524




I [t s All About You

The Installation Crisis Requires a Unified Approach
By Scott Humphrey, CEO, World Floor Covering Association

6

n recent years, I have heard several executives speak on

the necessity of building a moat around their businesses.

They have vividly described their business as the castle and
portrayed the moat as their defense against the enemy. Their
point is that they need to protect anything that provides a
competitive advantage. I couldn't agree more. The fact is there
are areas that require us to maintain some isolation, but there
is areason that castles have drawbridges. Independence is one
thing, but isolation is quite another. We must realize there are
some industry issues that require a unified approach. These
challenges are bigger than any one of us and so large that if
not addressed, each of us will be severely impacted.

Ten years ago, there were well over 15,000 independent flooring
dealers. Today, less than 10,000 remain. Some of this decrease
stems from natural attrition; survival of the fittest. Still,
there are other factors that are impacting the demise of the
independent flooring dealer:

1. The rise of the Big Box store has seen their market
share grow while the numbers of independent flooring
retailers has continued to decrease. The seemingly
limitless marketing dollars and ad campaigns of the Big
Box stores has changed the way consumers purchase.
They have also successfully reduced the importance
and value of professional installation.

2. Internet-only sellers have continued to use their unfair
tax advantage to negatively impact brick and mortar
flooring stores.

3. The Great Recession further impacted those who were
fighting year-to-year for survival. As housing goes, so
goes the industry.

4. Government regulations continue to create
unnecessary burdens on small businesses. The recent
Department of Labor interpretation of the Independent
Contractor should concern the entire industry. (See
PFR September/October 2015 issue)

5. The general shortage of skilled labor in the installation
field. This is seen by most as the biggest challenge
facing our industry. Without success in solving this
shortage it can lead one to want to throw their hands
up and surrender. In fact, many have.

At surface level, it could seem that these challenges are just too
big to conquer. To that premise I would simply ask, Ever heard
the story of a shepherd named David and a warrior named
Goliath? Or the saying, The bigger they are, the harder they
fall? My point is challenges that seem too big to handle alone
can be conquered when we form the right alliances. Nature
provides a great example. It is not by coincidence that small
fish swim in schools. By joining together, they appear as one

Independence is one thing, but isolation is quite another.
We must realize there are some industry issues that
require a unified approach.
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large predator against any likely foe. That approach is essential
for the industry’s future success as well.

This industry has talked around the issue of installation for
years. Everyone acknowledges the problem yet very few seek
to address it. Those who did attempt to solve the problem
often did so alone. But this crisis is bigger than any single
entity. In order to address and overcome this challenge, we
must all band together: manufacturers, distributors, retailers,
installers, certification bodies, associations, trade press, etc... to
determine and facilitate the best solution.

This is why the World Floor Covering Association (WFCA)
agreed to purchase key assets of the International Certified
Flooring Installers (CFI) (See Premier Flooring Retailer, Sept./
Oct. 2015 issue). Our purpose statement spells out our reason
for existing: "To ensure the success and profitability of the
professional flooring dealer, and to represent their common
interest."Because we see the professional flooring dealer as the
hub of our industry, with their success impacting all others, we
are determined to identify any issue that negatively impacts
their success and address it. No issue has greater potential
to impact professional flooring dealers and the industry as a
whole than the shortage of skilled labor.

Tackling this opportunity will be difficult. Rest assured we did
not choose this challenge believing it would be easy. We chose
it because it fulfills our purpose statement and it is the right
thing to do! Still, we are aware that success in this endeavor
does not lie simply with the WFCA. In order to slay this giant, it
will take all of us working together. As we go into 2016, I would
ask that you join with us. If you are not a member, please
become one. If you are a member, be engaged in this battle for
the future of the professional flooring dealer and all who rely
on their success. Together we can tackle this issue, but it will
require us lowering the drawbridge and crossing the moat. I
look forward to your email saying you are onboard and willing
to fight alongside all others who are committed to the future of
the flooring industry.

Check out my article on page 42 for advice on making 2016
your best yet! O

QSAM?@%@%

Scott Humphrey
CEO, WFCA
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Where's the Owner’'s Manual?

By Tom Jennings, World Floor Covering Association, VP of Professional Development

8

6‘1ember, the customer

will always buy what she

is interested in buying -

whether you're prepared
to sell it to her, or no’r,’
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s I visit with flooring dealers around the country, I often
Ahear the lament “Our business isn't what it used to
be.” Often, this statement is made in reference to sales
volume. I then wonder if this statement isn’t telling of a deeper

problem that many existing businesses face: they simply aren’t
functioning internally as well as they once did.

There is a country saying that you need to fix what needs
fixing! While this may seem to be obvious, how often do we
see the consequences of poor maintenance? When we fail to
perform routine automobile service, should we be surprised
to find ourselves eventually facing costly repairs? The same
logic can be applied to the house that we live in — even to our
personal relationships. Most things seem to take care of us in
the manner that we take care of them.

Every business has elements that need fixing. Some are badly
broken, while some are just a little out of tune — but out of
tune nonetheless. Since most of our businesses have finally
experienced an upswing of in-store traffic, this may be an
excellent time for a tune-up to take full advantage of greater
opportunities than we have seen for several years.

What needs fixing in your business? Do you have policies
or procedures that once worked well but may have become
somewhat antiquated? How about procedures that may be
causing internal difficulties for your staff? Such policies can
only have negative impacts on your customers. Technology can
be a wonderful tool. Perhaps it’s time to revisit the flow of a
customer’s order through your business.

Do you have an employee who is more detrimental than
beneficial to the overall health of your business? You know
the type. Rules and changes are always unnecessary and for
the less tenured. They insist on living in the past and refuse to
embrace new techniques, resulting in customers thinking that
your entire operation has fallen behind the times. Worse yet,
too often their actions and comments tend to minimize those
around them who are embracing current practices, resulting
in a divisive attitude among staff members. Sound familiar?
Do you really think that increased volume is going to solve
such problems? It never did for me —I doubt that it will for you
either. Fix it now!

Do you have a product category that is not producing the
results it once did? Is there a product category that is growing
at a much faster pace elsewhere (think green!) than it is at
your store? Perhaps your store’s showroom displays are out
of balance with the realities of today’s market. Do your store’s
offerings mirror the current sales percentages and trends of

Continued
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Where's the Owner's Manual?, Continued

the industry? Remember, the customer will always buy what
she is interested in buying — whether you're prepared to sell it
to her, or not.

Have you significantly changed the way you advertise and
promoterecently? If not, you should. Buying television airtime,
or placing an ad in the newspaper, simply doesn’t have the
impact with today’s buying public it once did. For many store
owners, this represents a significant paradigm shift that is too
often put off for another day. Doing so will only be detrimental
to your success. Help is available. Seek it today!

The list of items that may need attention is long and varied.
Areas to consider include: inventory levels, store hours, website
content, staff size, store location, staff training, receivables,
marketing budget, installation services, etc. You will need to
assess the needs for your individual business.

Unfortunately, businesses do not have an owner’s manual in
the glove box to advise you what service to perform at a given
interval. However, being a member of the WFCA means that
you won't have to figure out the answers all by yourself. The
WEFCA has many subject experts who can walk you through
exciting new programs designed specifically to help your
business compete more effectively, and profitably, in today’s
marketplace.

Some of the association’s experts include: Stacy Eickhoff,
insurance; Jeff King, legal issues; David Romano, personnel
and HR/acquisitions/financial management; Michael Vickers,
sales training; and Robert Varden, installation.

The best time to give your business the tune-up it needs is
now! Problems just never seem to fix themselves. The eventual
price of ignoring problematic areas of a business is usually
far greater than the cost of repair. If you have areas of your
business that aren’t what they used to be, fix them before they
have the chance to break completely. Put the power of your
membership in the WFCA to work for you. O

ABOUT THE AUTHOR

Tom Jennings is a lifelong member
of the flooring business. Since
selling his family’s retail business in
2006, he has served the industry
as an educator and speaker. He
is a past-board chairman of the WFCA and is currently
the board chairman of WFCA Services, Inc. and WFCA
vice president of professional development. He may be
reached at tiennings@wfca.org.




FUSION PRO

SINGLE COMPONENT® GROUT

WE GUARANTEE IT TO BE
STAIN PROOF AND COLOR PERFECT.

'Y 5
H ®
Typical Cementitious Grout Fusion Pro

Single Component® Grout

Accept no substitute.
Choose the original, patented and
field proven single component® grout.

" = Never Needs Sealing
= Easy to Spread and Clean
= Ultimate Color Consistency

™
B ""lhﬂha Eaniuiznce
bm wyees Sasieg
L Raesbl ik e
. Sy Godor Connliinaay

. Available at The Home Depot
and file distributors nationwide. _—

DOWNLOAD CUSTOM’'S MOBILE APP !! Ask for Fusion Pro where you buy grout.
"h'-':r / CustomBuildingProducts.com
Rl i 800-272-8786

*Fusion Pro will not effloresce, mottle, fade or color shade within the grout joint when installed per manufacturer’s directions. Cured Fusion Pro will not stain
when exposed to most common, non-corrosive household goods and cleaning agents. All spills should be immediately cleaned from the grout.

TILE INSTALLATION SYSTEMS



I Sccret Shopper Study

Secret Shopper: Quote/Follow-Up Section, Part IV

By David Romano, Founder and Owner, Benchmarkinc

12

Editor’s Note: This is the final installation of a four-part series
presenting the results of a Secret Shopper case study going
through the four steps of the flooring purchase process at 108
flooring stores, including independents and Big Boxes in six
markets: Atlanta, Dallas, Kansas City, Los Angeles, Philadelphia
and Phoenix. In each of the markets, metropolitan, suburban
and rural stores were included.

hen I was young, my mother taught me not to

sugarcoat difficult news. So here we go. In general,

flooring retailers do a poor job when presenting
quotes and following up with customers. Though this may be a
hard pill to swallow, history as well as our most recent findings
demonstrate the previous statement to be true.

According to a case study conducted by the World Floor
Covering Association (WFCA) and Benchmarkinc in which
108 flooring stores, both Independents and Big Box, across the
United States were shopped in the third and fourth quarters
of 2014, shoppers rated the quote and follow-up experience a
41.4 on a 100-point scale. What some of you may find even more
surprising is that the Big Box stores were rated higher than the
Independents.

1. Comparative Data

Total Big Box
Average Average

Independent

Variable
Average

Quote/Follow-Up

41.4 45.3 39.2
Score

One standout in this report is that for both groups, the quote/
follow-up portion of the study rated well below the other
areas studied. For example, the average rating for the in-
home experience was nearly 60 points, whereas the in-store
experience was just under 64 points.

2. Comparative Data

. Total Big Box Independent
Variable
Average Average Average
In-Home Score 61.9 66.1 59.6
In-Store Score 61.8 58.2 63.8

Three of the shoppers said they never received a quote or
call back after the measure, while many others reported they
had to call the store to get their quote. How could this be? Is
it the fault of the sales associates? Could it be the process? In
my experience working with thousands of retailers, it is both.
What many sales associates fail to understand is there is a
ton of money to be made from customers that have received

Premier Flooring Retailer | January/February 2016

quotes. If they just had better follow-up methods, that money
could be in their pockets instead of their competitors. The same
deficiencies are found in the management ranks where there
is not a lot of importance placed in monitoring open quote
reports and meeting daily with sales associates to push the sale
along and get it closed.

To further this point, consider a situation which took place a
couple of years ago. Benchmarkinc launched an offering titled
“The Closer” because we saw a real need to help our clients close
open quotes. The premise was very simple; we constructed an
app that allowed a single point of contact at the store level to
dump open quotes into the system, then had former flooring
sales associates make calls to prospective customers in an
attempt to close the sale. What sounded like a game changer
turned into a bust. We experienced phenomenal results on
our end when we made the calls and spoke with the potential
customers; one client in particular sent our group all of his
quotes and we followed up and closed them. The gut wrench
was that even though we had a large influx of clients that were
beyond enthusiastic about this service, when push came to
shove, only a few fully participated. It was like pulling teeth to
get them to enter the quotes in the system even when they were
experiencing high close rates from the handful submitted. It
was so frustrating that we decided as a company to mothball
the offering.

The thing about sales is that getting the opportunity to sell
something to someone is a privilege. It is not a burden nor is
a customer a big pain in the butt. Is convincing some folks to
make a purchase difficult? Heck yeah, but that is part of the
job. Sending out an email or leaving a couple of messages
hoping they call back just doesn’t work. As you'll see later in
this report, those routes are the two methods of choice for most
sales associates. No wonder this is an industry with close rates
in the mid to high 30s. Closing is best done in the store, one-on-
one, where detailed explanations can be given for a purchase
that for most is the third largest they will ever make. Closing is
also a skill that must be carefully crafted and tailored for each
personality type and situation.

They say if you put a good person into a bad system, the bad
system wins every time. If we were to embrace that philosophy
we would have to assume that the only way to improve this
rating is create a quote and follow-up system that all sales
associates can easily follow. Software programs like RFMS and
Pacific Solutions make this task very simple and some groups
like CCA Global have teamed up with Salesforce.com to create
their own Client Management System. Now, if you are adverse
to technology or your budget just does not call for these robust

Continued
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I Sccret Shopper Study

Secret Shopper, Continued

systems there are many manual ways to track measurements
to quotes and quotes to close from basic spreadsheets, a simple
filing system, to basic pad and paper.

If you don't want to take my word that consumers are
clamoring for a change, then just read what they had to say
about shopping at some of the independent stores. Throughout
the shopping experience we asked the shoppers to supply
comments about what they experienced and/or what they
were feeling. Below are some comments that stood out:

+ Have not received quote

+ Not happy with the whole process

+ Horrible. Didn't have info together to put quote together
« Bad experience; rude

+ Never followed up

+ Anxious to get the sale

« Took too long

+ Frustrating to call for the quote

+ No call was made

+ Associate seemed rushed giving quote

+ Efficient but impersonal

+ Major difference between estimate and quote

+ Pushing me to come in the store and fill out paperwork

+ Poor system; estimate was late and quote was never
emailed

+ Incorrectly quoted; more than first quote

« Process was too quick; no info and didn't close sale
+ Tried to email quote but it didn't work...

+ No follow-up call

+ Told to call back whenever I wanted to install

+ Very heavy accent; couldn’'t understand at first

Pretty disheartening is that was said about Independent
stores, right? The truth is the Independent stores selected for
this survey were thoroughly researched and hand-picked by
me. They included the cream of the crop in each market, with
some being board members of their respective groups. If they
receive comments like those above denying that some of your
customers felt the same about your company is a bad case of
the denials. Something that doesn’'t do you any good and in
many instances only a psychologist or medicine can cure.

Here are some other very interesting findings from this portion
of the survey:

+ 33.9% of the shoppers were presented with a quote the
same day of measure
0 38% for the Independents
0 27% for Big Box

When quotes were supplied the same day, the rating
increased by 10 points for the Big Box store and 8 points for
the Independents.

+ 15% of the shoppers had to wait two or more days to
receive a quote
0 12% for the Independents
0 22% for Big Box

When quotes took more than two days, the ratings for both
groups dropped by 10%.

* 47.2% of shoppers received line item quotes while 52.8%
received lump sum quotes
o Independents —39% line item and
61% lump sum
0 Big Box - 62% line item and 38% lump sum

Shoppers at both store types reported a preference for line
item quotes. Ratings went up 9 points for the Big Box stores
and 13 points for the Independents when the quotes were
broken out line by line. The scores dropped 15 points for Big
Box retailers and 8 points for Independents when quotes
were presented lump sum.

« The mix of quote delivery types is as follows:
o Phone-34%

Email — 26.4%

In-person/In-store — 21%

In-home - 1.9%

O O O

+ Only 8.4% of the shoppers were told of a price match
guarantee at time of quote

When the price match guarantee policy was discussed, the
rating shot up nearly 20 points for both group.

« 23.6% of the sales associates directly asked for the sale

The shoppers appreciated the practice of the sales associates
asking for the sale directly. When that technique was used, the

Continued
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CHONOX

Schénox Self-Leveling Compound

Crumbling, unsound ordinary gypsum subfloors can be found in
many multi-family and residential locations nationwide. Demolition
can be costly and wasteful, and simply patching is not advisable.
Schoénox APF is a synthetic gypsum self-leveling compound that

@_E
can make these tired surfaces new again. Just vacuum, prime, (with

Schonox VD or KH Fix) and pour. That's it. APF cures to an incredible

6200 psi and can support any resilient flooring. Even better, APF

is an environmentally responsible product that can contribute to
|| LEED credits. Call or visit hpsubfloors.com for more details.

Come see us in Las Vegas at IBS 2016 Booth S1829 and Surfaces Booth 4317

The best floors are based on subfloors from ) SCHON (0)74

HPS NORTH AMERICA

n facebook.com/HPSubfloors Toll Free: 855.391.2649 www.hpsubfloors.com

HPS North America, Inc. is a TMT America Company
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Secret Shopper, Continued

rating rose by 15 points for Big Box retailers and 18 points for
the Independents.

What an opportunity for independent retailers to provide
an experience that is far above and beyond your Big Box
competitors! The overall ratings for Big Box retailers were
nearly identical and if it weren't for the large gap in in-store
experience, they would have scored even higher than the
Independents. It is time to take notice and do something. Fire
up your staff to give a superior level of service and be even
more customer focused. Read “Good to Great” by Jim Collins,

ABOUT THE AUTHOR

study Sewell Lexus, research articles about customer service at
Nordstrom and Neiman Marcus, and mirror those companies.
The only way to beat your competitors is to “beat” them with
something they don't do very well or don't offer. Resting on
the fact that you have specialty stores with seasoned sales
associates just won't cut it anymore.

Finally, stop believing your stores are so much better than
Home Depot and Lowe’s. This study has proven that customers
don't really see much of a difference. O

David Romano is founder and owner of Benchmarkinc and its predecessor, Romano
Consulting Group. David's professional career spans nearly 20 years of management
experience in the retail, restaurant and consulting industries. His companies have been
providing consulting, benchmarking, and recruiting services for nearly a decade exclusively
for the flooring and resforation industries.

Streamlines inventory, sales,

leads, accounlting, reports,
payroll, and more.

(801) 5630140
sales@gfloors.com
www.gfloors.com
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READY TO BEAT THE BOX?

The WFGA’s latest exclusive member benefit,
Beating The Box Online Training Program
is available NOW!

Big box stores are cutting
margins for independent
retailers. Presented by our
training partner, Michael
Vickers of Summit Learning
Systems this course gives you
the tools, strategies and tactics
needed to not only challenge
the Box, but to BEAT IT!

For more information, contact
info@wfca.org or
1-800-624-6880.
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Our American company was founded on creating products from recycled materials.
Foreign competitors are now selling counterfeit QuietWalk®. Please don’t be fooled by
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Residential Design Trends Revealed: 2016-2017
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By Annette M. Callari, Allied ASID; CMG

esidential design trends have emerged for 2016 and

2017 with clarity of purpose. Individual expression

at home and in the workplace leads the way in this
new purposeful design. Creative expression and broader
interpretation of steadfast design rules provide for more
personalized environments. This non-regimentation of design
brings specific sub-trends into focus, impacting floor covering
products. Here are some of the new trends:

CRAFT MARRIES COUTURE

Interiors are combining earthiness with luxurious qualities. It
brings us to a place of comfort without sacrificing glamour. To
create a visual for you, picture high-character, hand-scraped
hardwood floors as the foundation of a room, furnished in
classic tuxedo-back sofas with nail head trim. Thick, luxurious,
patterned area rugs add color and texture--becoming the focal
points of the room.

Products that define this trend:

Armstrong American Scrape Hardwoods
Collection features:

+ Richly textured floors with a time-worn, vintage look

+ Wide plank options in beautiful colors and a variety of
wood species

+ Crafted of high quality Appalachian hardwood made
in USA

&
E

Armstrong - American Scrape Hardwoods Collection
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Flor Area Rugs: Flor makes it so easy to construct your own
area rug. In the Craft Marries Couture design trend, the
couture end of the spectrum is easily accomplished with a
dramatic area rug. It becomes a focal point for the room, and
Flor offers carpet squares to construct the most in-demand
sizes (5’ x 7', 8 x 10" and 10 x 12’). Floweret is a contemporary
floral rug in bright orange and cream, constructed to look like
hand embroidery. The beautiful hardwood characterizes the
hand-crafted element, while the Flor area rug adds the couture
element to the mix.

Emser Tile: Emser’s introduction Alchemy is the best of both
craft and couture. Alchemy is a glazed porcelain series that
draws upon the urban patina look of metal. Available in two
colors and two sizes, craft and couture come together in this
beautiful tile.

HIGH DRAMA INTERIORS

To add drama to a room, and to make it memorable, interiors
demand materials that are polar opposites. The goal is to
create a visual battle that brings opposing materials together.

Continued
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Residential Design Trends, Continued

Emser - Alchemy

Softness paired with strong rigidity is a great example. Picture
corrugated metal wall coverings that bring industrial glam to
aninterior. Add floor coverings that bring softness and warmth
to the room, and you've created an elegant visual tension, both
interesting and dramatic.

Products that define this trend:

Shaw’s Life Happens carpet brings both softness and
durability to the floor. The line includes 14 styles with a classic
color palette constructed of Anso CrushResister nylon. Inherent
durability in the yarn system is enhanced with the R2X Stain
and Soil Resist treatment. What makes Life Happens broadloom
user-friendly is a thermo-plastic backing (LifeGuard) that
provides a fully waterproof barrier that prevents liquids

¥
Y
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Shaw - Walk the Talk
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from soaking into the carpet pad and subfloor. The benefits of
that feature have to grab your attention. Shaw has given Life
Happens a 25-year texture retention warranty which certainly
conveys their confidence in this product.

What is warm underfoot, visually sensational, and made of
100% recycled leather? Torlys Leather floor tiles! The high
drama design trend embraces the principle of opposites
attract. Pairing luxurious broadloom next to true leather floors
demonstrates exactly how to do this. Torlys Leather tiles
(approximately 15” x 157) make expressive use of a large format
tile with a beveled edge. The tile adds clean geometric elegance
to distinctive leather graining. The effect is simple and refined.

Crossville’s RetroActive floored me! High drama is synonymous
with this style. Crossville says it’s hip to be rectangular. And
they are right! The RetroActive porcelain stone collection
answers the industry’s call for a go-anywhere style that makes
rectilinear the new standard for high fashion. The simplicity of
this collection begs to combine with high-texture materials. Its
Cross-Sheen finish is sleek and is built to be paired with coarser
finishes.

TEXTURE REIGNS

High-textured fabrics, floor coverings and particularly carpets,
add luxury and superior comfort to design. I cannot emphasize
enough how important texture-upon-texture has emerged
as a defining trend. This may be the most important facet to
successful interiors over the next few years!

Products that define this trend:

Nourison - If you are familiar with Nourison, then you
know this is a mill that creates artwork-quality carpets, both
broadloom and area rugs. Pattern, color, texture, line, form and
shape are all components Nourison uses to create dimensional
carpet art. Their line is extensive, and to single out just one or
two styles is difficult, but do research at www.nourison.com for
a complete tour. Check out styles Radiant Arts, Soho, Moritz
and Rhapsody for a great start.

Tuftex captured the high-texture design trend with their style
Super Chic, available in both broadloom and area rugs. This
carpet is a highly textured, visually decadent frieze. The longer
pile height adds luxury and comfort to the floor, available in 17
cozy colors.

Masland Sisal Panama area rug — Layering textures depends
on varying pile heights. Let’s not overlook the textural element
sisals offer. Panama is a visual treat weaving light and dark



As a professional flooring retailer, you always have the
option of customizing area rugs for customers. This
sets you apart from the competition.

tones into a tightly checkered pattern. Sisals are a great
building block in the quest for layering textures. Top it with a
velvet saxony bound area rug or a thick wool rug.

As a professional flooring retailer, you always have the option
of customizing area rugs for customers. This sets you apart
from the competition. Consider adding a large, crocheted
(hefty lace-look) area rug to any hard surface floor to create a
stunning contrast in materials. You get the picture.

AUTHENTICITY IN DESIGN

Authenticity in every aspect of our lives is important as we
search for a more altruistic, simpler future. We draw from the
past to spark that authenticity. For example, Native American
colors and patterns will be important. Utilization of woven
materials, speckled ceramics, Southwest inspired fabrics,
fossil and feathered patterns, and heavier textured fabrics and
floor coverings with character will prevail. Contemporizing
ancient patterns and themes becomes a sub-story supporting
authenticity in design. For instance, modern interpretations of
Ionic, Doric and Corinthian column designs in artwork, textiles,
wall coverings and floor covering designs will bring the past
into our contemporary interiors.

Products that define this trend:

Karndean DesignFloors — Greek key designs, acanthus leaf
borders, Ionic templates—luxury vinyl manufacturers have
embraced this borrowing of classical themes in their border
designs. Karndean’s wood border Retro is a stylized version of
a Doric column top. Bringing ancient themes into modern day
luxury vinyl woods and tiles is inspired.

Stark Custom Rugs and Carpets — Quintessential Greek
key design is incorporated into Stark Carpets’ Tamworth.
Authenticity and timelessness are reflected in Tamworth,
offered in 100% wool in either area rug format or broadloom.
The three colors in the collection are in keeping with a timeless
look.

Interior design has become adventurous, still keeping with
sound principles of design, but expanding into new avenues of

e &
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exploration. This is happening not only with material products,
but with color and color harmonies. The amazing professionals
and programs you view on HGTV make design look quite easy.
With just a few sketches, CAD drawings, and clicks of a mouse
— you have an award-winning home environment. I assure
you it is not that easy. Many more behind-the-scenes hours are
invested by these professionals (and their many assistants) to
achieve the end result. Use these programs to help you visualize
what you (as a flooring professional) need to learn about

creating a total environment. Your customers are looking to
you for help creating a cohesive design.

Also visit www.wfca.org for the features: Designer’s Corner
and FloorTalk and the latest information on design trends and
how they are affecting the direction of floor covering products.
Beautiful floors set the tone for the entire home. It’s a natural
starting point for design. With the guiding trends outlined
above, 2016 promises to be a hallmark year for the role floor
coverings will play in design. O

ABOUT THE AUTHOR

Annette Callari is an interior design expert with over 20 years of residential and commercial
design experience. An allied member of the American Society of Interior Designers and
a Chair Holder of the Color Marketing Group International, she is the Southern California
commercial sales specialist for Karndean Design Flooring.
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I Market Study

Q3 2015 Study Reveals LVT Year-Over-Year Growth;
Installation, Online Issues Top Retailer Concerns

22

By Arpi Nalbandian, Associate Editor

nstallation and training were the hot topics of the recently

completed Q3 WFCA Members Market Trend Study. During

the study cycle (July — September), the World Floor Covering
Association purchased key assets of the International Certified
Floorcovering Installers Association. As the WFCA brings CFI
under its umbrella, it will provide an infusion of capital to
expand CFTI’s installation training and certification programs.

The LVT segment had the largest change in year-over-year sales
comparing 2015 to 2014 with an 85% sales growth, followed by
the hardwood category with a 64% sales increase.

The following information, compiled on November 17, 2015
from 160 participants is indicative of how flooring dealers
across the United States and Canada are currently viewing the
industry. The survey’s respondents classified themselves as:
flooring retailer (84%); flooring contractor (26%); installer (7%);
wholesale distributor (2%); and cleaner (1%). Sixty-percent
(60%) indicated they were part of a buying group, such as
CarpetOne/CCA, Abbey, Big Bob’s Flooring, Alliance Flooring,
Flooring America, Starnet, Mohawk Color Center, Shaw Aligned
Dealer, and more.

When asked to compare Q3/2014 to Q3/2015 in residential sales,
69% of respondents indicated an increase in sales, while 15%
said they were down, followed by 16% that remained the same.
(See Chart 1)

reden’riol and
commercial segments, carpet
produced the highest profit

margin in Q3 of 2015
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Residential Sales in Q3 2015
Compared to Q3in 2014

Down Down Up Up

Down oo %-  1%- 10%- P

>20% 0% 10% 0% 20% 0%

Q3 | 16% 1% 3% 1% 28% | 29% | 12%

Same

For commercial sales, 56% of the panelists said sales were up,
13% said they were lower than Q3/2014, and 31% indicated sales
amounts remained unchanged during the same time period.
(See Chart 2)

Commercial Sales in Q3 2015
Compared to Q3 in 2014

Down Down Up
10% - 1% - 1% -
20% 10% 10%

Q3 | 31% 3% 1% 9% 27% | 13% | 16%

Down

Same > 20%

In summarizing sales for the builder segment, 49% of panelists
said sales were higher than last year, 39% reported no change,
and 12% indicated sales were lower. (See Chart 3)

Builder Sales in Q3 2015
Compared to Q3in 2014

Down Down Up
10% - 1% - 1% -
20% 10% 10%

Down

Same > 20%

From the information gathered, luxury vinyl tile (LVT)
continues to hold its place as the flooring product that produces
the greatest sales volume growth (48%) across the residential
and commercial segments, with carpet producing the highest
profit margin in Q3 of 2015 (54%). (See Chart &)

4 Product Segment Producing the
Highest Profit Margin in Q3 2015

Carpet Hardwood Laminate LVT

Other

ENIEa Tile/Stone

3% 1% 2%

Conversely, the product segment that produced the lowest
profit margin in Q3/2015 due to competition/price erosion and/
or increased product costs according to the respondents was
hardwood with 41%, followed by tile/stone with 21%, laminate
at 14%, resilient at 11%, carpet with 7%, other at 5%, and LVT at
1%. (See Chart 5)

Continued
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EARTHWERKS. THE TRUSTED NAME IN LVT.

Safe. Comfortable. Beautiful. That's why EarthWerks® has been the trusted name in LVT o

flooring for over three decades. Our quality, availability, support, trendsetting design and I.VT
applications for a variety of demanding environments have made us the brand you buy without

STYLE SERVICE

a worry in the world. Experience that lets you sleep like a baby. Shhh. EarthWerks® — We are LVT.  AVAMA8IHTY
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= For information regarding our extensive line of sustainable vinyl flooring,
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Market Study, Continued

5 Product Segment Producing the
. Lowest Profit Margin in Q3 2015

Carpet Hardwood Laminate LVT

Other

ENIETa Tile/Stone

1% 21% 5%

6 What training courses would you like to have
: access to for you and your staffe

In comparing product sales by category, from Q3/2014 vs.
Q3/2015, survey panelists reported that overall sales increases
were seen in LVT (85%), hardwood (64%), carpet (52%), tile/
stone (38%), laminate (19%), resilient (19%), and other (18%).

Training

In regards to training, 27% of survey respondents indicated
their monthly investment for staff members was $500+;
with 26% of the respondents spending $100; $250 for 19% of
respondents; $50 for 15%; and $0 for 13%.

When panelists were asked if they would be willing to spend $99
a month (per retail location) for access to an extensive online
library of professional training materials that includes testing
and certification after successfully completing the program for
them and their staff members, 28% said yes, 23% said no, and
nearly half (49%) said they would need to know more specifics
before answering. Several indicated their buying groups
already provided this service, while others mentioned hands-
on training/classes, or a training library on DVD disk might be
a better option. The monthly fee also concerned our panelists.

Panelists weighed in on the types of courses they would like
included. Seventy-six percent (76%) said product knowledge,
followed by installation (75%), and general selling strategies
(75%). sales Management (50%), Merchandising (47%),
Financial Controls (41%), and Back Office Management (41%)
followed. (See Chart 6) The open-ended responses received
from this question included:

« There are numerous areas that we ALL can benefit
from. However, our installers need more resources...
it NEEDS to be accurate for all areas of country!
Installations have always posed a concern.

+ Proven advertising vehicles.
+ Basic installation for sales pros.

+ Commercial blue print reading, estimating training.
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General Selling Strategies 75%
Sales Management 50%
Back Office Management 4%
Merchandising 47%
Financial Controls 41%
Product Knowledge 76%
Installation 75%

The majority (58%) of respondents indicated everyone should
receive training, while 27% said the training would be for staff
members, and 15% said the training would be for themselves.
Several respondents added that the cost, location and duration
of the class would be a factor in their final decision, especially
for those who are self-employed.

Greatest Industry Opportunities

Interestingly, a common thread could be seen in the panelists’
responses when asked about the greatest opportunity in our
industry today. The responses included:

« Creating a career for people that don't want to attend
college but want to learn a trade. We're trying to create
a place where employees can have the same benefits
that they would in other job opportunities. We need
to attract better quality employees. Consumers are
willing to pay for quality work. Most good tradesmen
don’t have good business sense and we try and bridge
that gap by running the business and employing good
tradesmen.

+ Developing installation into a respected trade that can
be a good source of income and employment.

« Having a designer on staff to compete against box store
employees. Sell American made products against the
lumber liquidators, box stores etc.

« Changing trends in managed property, from rental
apartments to assisted living, trend is toward better
quality flooring options.

« Lead generation from manufacturers to support
independent retailers.

« We need to educate the mortar-and-brick stores to do

a better job. Too much focus is on money and less on
knowledge.

Continued
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RASKIN GORILLA FLOORS DESIGNED IN BROOKLYN BY MICHAEL RASKIN

LLT: LOOSE LAY TECHNOLOGY

FIBERGLASS SHEET FOR
EXTRA DIMENSIONAL STABILITY

*B; e — G88 ADVANCED COATING SYSTEM™

MADE FROM 509, RECYCLED CONTENT
ULTRA WATER RESISTANT PLANK

EXTRA SOUND ABSORPTION LAYER
INSTALL WITH OR WITHOUT GROUT

ALWAYS, AND WE MEAN ALWAYS,
LOOK FOR THE GORILLA!

GORILLAFLOORS.COM

manufacturers of ELEVATIONS, FORMATIONS, LOFT, TRANSFORMATIONS, INTERWOVEN
and introducing our new LVT floor, ROLVT




I Market Study

26

Market Study, Continued

+ To educate people on making purchase decisions based
on quality and not price.

+ Just keep learning and treat your customers like your
friends. Keep moving forward.

+ Become expert in product knowledge

+ Education and certification; installation and
certification; and marketing.

Greatest Change in the Industry

Our panel of respondents
said the primary

challenge of hiring/using
qualified installers was
their main concern:

Moreover, panelists were asked about their observations and
what they saw as the greatest change in the flooring industry
today. Not surprising, installation and lack of qualified
installers was mentioned by most:

+ Installation is always a huge concern-we are struggling
to get younger people to be interested in the trade-then
to find quality training.

+ More intricate tile work/larger tiles/more detailed
work.

+ The way advertising and online sales affect buyers’
decisions.

+ LVT and LVP are becoming products of choice in
lower-level/basement floors - taking another area
traditionally locked down with carpet.

+ Government grey regulations classifying independent
subcontractors as employees.

+ Sales associates that don't know what they're selling.
Not just within the big boxes stores but also with typical
retailers.

+ Teaching retailers that they cannot or should not
attempt to beat home centers at their game, but should
compete on our terms.
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« More and moreretailers are shying away from high end
flooring because they don't have the installers to do the
work. Claims are a big problem for dealers. Too many,
too much time to process, and unhappy customers.

+ Decline of carpet, increase of hard surface.

« Internet Sales.

Primary Challenge to Respondents

Our panel of respondents said the primary challenge of hiring/
using qualified installers was their main concern (57%), followed
by training and retaining an adequate sales force (21%), lack
of customers overall (9%), and competing with Big Box stores
(7%). Respondents also indicated product quality (2%), product
knowledge of manufacturer sales forces (2%), and reliability of
manufacturer sales forces (2%) also weighed heavily on minds.
Comments included:

+ More so finding younger generation candidates to
train as qualified installers. There are so many hack job
installers running around now!

+ Customers abusing what reviews are meant for so they
can get more.

+  We have in-house installers, but finding drug-free and
capable ones is the problem.

« Installers.
+ Cash flow.
« Eroding margins due to internet shopping.

+ Human resources in all areas of business, not just
installation.

+ Not enough exclusivity in the marketplace.

« Salespeople needed.

These are just some of the findings from the Q3 2015 Market
Trend Survey. A complete report is available to current World
Floor Covering Association members. For your report, please
email Jeff Golden, Premier Flooring Retailer editor,
jeff@pfrmagazine.com.

Editor’s Note: The World Floor Covering Association and
Premier Flooring Retailer have partnered with BOWE
Company, Inc. to deliver the most in-depth market research
available in the floor covering industry. Research is conducted
at quarterly intervals throughout the year to provide an
accurate analysis of the data. O
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This year, Jeff Lorberbaum celebrates 40 years in the
flooring industry. The son of two WFCA Hall of Fame
members, Mr. Lorberbaum has deuvoted the past two
decades to expanding Mohawk Industries from a niche
North American carpet and rug manufacturer to the
world’s largest flooring company.

Over the past 15 years, Mr. Lorberbaum has added
ceramic tile, laminate, wood and vinyl to Mohawk’s
portfolio and has expanded the company’s global
footprint to include operations in Europe, Russia,
Mexico, Asia and Australia. A native of Dalton, Ga.,
Mr. Lorberbaum is a past chair of the Carpet and Rug
Institute and a former member of the Georgia Chamber
of Commerce’s board of directors.
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Q&A: Jeff Lorberbaum

In 2015, Mohawk grew with the IVC acquisition.
How is that progressing?

Our goal has always been to help our customers grow their
sales and margins. The IVC acquisition does that by expanding
our distribution of superior vinyl products. Our fiberglass
sheet vinyl offers an exceptional alternative to felt sheet vinyl.
The ultra durable, stain resistant construction features deeply
embossed surfaces and incredibly beautiful, realistic visuals.
Our new state-of-the art facility in Georgia is raising the bar
for LVT in both style and performance. Consumers will love
the natural look and feel of our wood and stone LVT that our
unique high-definition clear print layer creates. Meticulous
construction gives our LVT unsurpassed scuff, scratch
and indentation resistance, making the product a great
alternative throughout any home. We have a comprehensive
product offering that appeals to every consumer, and we are
continuously improving our products, service and marketing
to help retailers generate sales.

How do Mohawk’s investments benefit retailers?

For the past few years, we have invested heavily in the
business to create more innovative, highly differentiated
products, improve our quality and deliver exceptional service.
We continue to invest in sophisticated merchandising that
yields sales at a higher price point because consumers better
understand the value proposition of our products. We are
adding sales reps, improving customer service and producing
creative marketing campaigns. Enhancements to our websites
are driving consumers to retailers faster and with more
product knowledge when they walk through the door.

Are there any trends you see in 20167

We are leading the trend in ceramic tile being used to create
accent walls throughout the home as well as offering longer
and wider ceramic wood plank looks for the floor. We expect
our new LVT collections to further propel that category’s rapid
growth. People continue to seek the softness of carpet in their
homes, and our SmartStrand Forever Clean products offer
a luxurious feel plus unsurpassed soil and stain protection.
Homeowners will continue combining soft and hard surfaces,
and we offer a complete array of products that give consumers
the style they want and the performance they demand.

Any advice for retailers?

Keep enhancing your ability to help consumers select the
features and benefits that they desire, and take full advantage
of the services and support that Mohawk offers: merchandising
upgrades; marketing materials; strategic guidance for product
placements on the sales floor; and training for retail sales
associates. We provide the products and tools retailers need,
and we will continue to deliver new and innovative ideas to
help their businesses. O
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Asbestos and Lead Paint: Ignore at Your Own Risk
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By Jeffrey King, General Counsel for the WFCA

t is generally understood that federal and state law strictly

regulates the removal of asbestos-containing products.

Flooring retailers and contractors know that they need to
check for the presence of asbestos before removing older floor
tiles and similar types of flooring remaining from the 1980s or
earlier that could have asbestos in them or in the mastic used
to install them. But what about flooring that was installed after
the mid-1990s?

Similarly, there was much ado back in 2010 when the U.S.
Environmental Protection Agency (EPA) introduced its lead-
based paint Renovation, Repair and Painting Rule (RRP). The
RRP requires that someone trained and certified for lead paint
removal be used for any work that disturbs no more than six
square feet of interior surfaces that was painted with lead
based paint. Many flooring dealers paid to certify employees or
sought out certified remediation professionals. Many retailers
are now asking whether they need to renew their employee’s
certification or hire renovation contractors certified for lead
paint removal.

Recent enforcement actions by the EPA and Occupational
Safety and Health Administration (OSHA) and the levying
of large fines indicate that these rules are being vigorously
enforced and should not be ignored.

Asbestos Is Still Being Used

It is a common misconception that, since the early 1990s, the
United States government has prohibited the manufacture
and sale of products containing asbestos. The facts are,

The EPA fines each company for
the violations. Penalties have
ranged from $1,000 to $5,000

for businesses with ...revenue of

$300,000 or less, and $37,500 to
$300,000 for larger companies.

Premier Flooring Retailer | January/February 2016

however, that it is not illegal to manufacture, import or sell
most asbestos-containing product in the United States. EPA
attempted to ban all asbestos products in 1989, but those
regulations were largely struck down by an appellate court.
Today, asbestos in products in the United States is not actually
banned, with the exception of a few specific products, such as
flooring felt. Other products—including flooring tiles and glues
— may legally still contain asbestos. Although most companies
in the United States stopped using asbestos in products long
ago, some products manufactured in the United States and
some imported flooring products may still have asbestos in
them.

While the production and sale of most asbestos products are
not prohibited, the removal, and possibly the installation, of
products containing asbestos is strictly regulated. Generally,
any product containing over one percent (1%) asbestos is
considered by EPA to be an “asbestos-containing” product or
material, which is subject it to the OSHA and EPA abatement
standard requirements of isolation, monitoring, respirators,
wetting, proper handling and removal of waste. Unless the
asbestos product can be installed or removed without breakage
that causes the asbestos fibers to be airborne, the abatement
rules will apply.

Accordingly, it is not safe to assume products installed after
the mid-1990s are asbestos free. Removal of all resilient -- tiles,
glued down products and other products that may contain
asbestos will require the contractor to test for asbestos before
removal. Generally, testing for asbestos requires sending a
sample to a lab for microscope analysis. If there is one percent
(1%) or more asbestos present, the OSHA and EPA abatement
standard will generally apply. There are also state regulations
and laws governing asbestos removal and the requirements
will vary from state-to-state.

Recent enforcement actions make clear that it is risky to ignore
the potential for the presence of asbestos. For example, just this
summer, a company in Illinois was fined $1,792,000 in penalties
for willfully exposing at least eight workers to asbestos
during the renovation of a school building. OSHA inspectors
determined that the company had employees remove asbestos-
containing materials, including flooring tiles, during the
renovations. OSHA found that the company was removing
floor tiles without using the required abatement methods, such
using a wet removal process. In addition, the company failed
to provide protective equipment or a decontamination area for
its workers.

Continued
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According to a recent WFCA Benchmarking poll, almost 50% of the top performing flooring
companies in the U.S. use RollMaster Software. Whether your focus is primarily residential
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Asbestos and Lead Paint, Continued

Just this past November, OSHA fined three companies $112,000
for failing to test for and properly abate asbestos when
demolishing and removing previously installed vinyl floors and
the floor mastic from residential apartments. Each company
had to post a notice of the violation to all affected employees.
In addition, each company had to undertake proper abatement
of the vinyl floors and mastic and provide OSHA with an
abatement certification.

Fines are not the only risk—failure to follow the rules can
expose a contractor to criminal charges. In May of this year,
a contractor in South Carolina was sentenced to six months in
prison, six months house arrest, three years supervised release
and a $10,000.00 fine for failing to properly abate asbestos. The
defendant was hired to renovate a beachfront condominium
building, which he knew contained asbestos in the exterior
surface coating. The contractor directed his workers to
pressure wash the material rather than follow the required
abatement standards. As a result, OSHA found that he exposed

Creating the Competitive Advantage

Most people don't reach their full potential because of
their body, training, or physical talent. It is their mind that
is the deterrent. Consider how your thoughts and beliefs

may be hindering your performance.
Elite Minds provides insight into the
process of developing a world-class
mind in both business and sport,
where the principles of performance
- are the same, despite the activity.

Author Dr. Stan Beecham will:

« Demonstrate how fear is keeping you from
reaching your goals

« Teach you that there is no such thing as
individual performance

« Show how successful people are more
time efficient

« Take you through the minds of the elite
answering: Who Am I?

L
onarTywe hrsanE

Order your paperback copy today!
$1 9-95 plus shipping & handling

Also available for Nook
www.drstanbeecham.com

Dr. Stan Beecham is available to develop and
conduct customized leadership programs.
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his workers, a local beach and adjacent properties to asbestos
contamination.

It is not safe to just assume there is no asbestos in floors
installed after 1980. That is especially true for laminates, tiles
and other products that are adhered to floors. The glues used
often contain small amounts of asbestos that requires proper
removal and abatement. Accordingly, precautions need to be
taken before bidding on a contract. Either testing for asbestos
before bidding or including a clause in the bid and/or contract
that states the quoted price is based on there being no asbestos
present in the floors to be removed is recommended. Flooring
dealers and contractors should also consider consulting with
a reputable asbestos abatement contractor to determine the
best way to ensure that removal practices are in compliance
with federal and local laws.

Lead Paint Removal

Contrary to rumor, the U.S. Environmental Protection Agency
(EPA) is vigorously enforcing its lead-based paint Renovation,
Repair and Painting Rule (RRP). The RRP requires remediation
by someone trained and certified for any work that disturbs no
more than six square feet of interior painted surfaces per room
for renovation. The Rule applies to residential buildings and
buildings “visited regularly by the same child, under 6 years of
age” that were constructed prior to 1978. Since six square feet
is only twelve feet of half-inch molding, floor covering dealers
and installers often find themselves covered by the RRP.

The Agency has actively been enforcing the RRP. The EPA has
filed actions against general, painting, roofing and siding
contractors involved with residential renovation or repair
projects. Actions were also filed against apartment property
owners where the renovations were done. The EPA cited a
litany of violations by the contractors and the building owners
including:

+ Failing to Provide Personal Protective: Companies
must provide personal protective clothing, clean
changing areas and hygiene facilities, such as showers
and hand-washing facilities, to prevent lead from
traveling home.

+ Failure to Obtain Firm Certification: Companies that
perform renovations must be EPA-certified.

+ Failure to Ensure All Individuals Performing the
Renovation Were Certified or Trained: Certification
and training does not apply only to the company, but

Continued
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The World Floor Covering Association is a proud supporter
of the Floor Covering Industry Foundation.

Together we are touching our industry one life at a time.

WFCA + FCIF
Working together to support those that make our industry great.

Stop by TISE West Booth #2247 to see how you can make a
difference in our industry.
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Asbestos and Lead Paint, Continued

goes to individuals performing renovation activities
on behalf of a firm. These individuals must either
be certified renovators or be trained by certified
renovators.

+ Failure to Ensure that a Certified Renovator were
Assigned: Certified renovators need not be present at a
renovation work site at all times, but the rule mandates
that they must be on-site during the performance
of certain activities and that they may not delegate
certain tasks to other workers, such as conducting a
visual inspection to determine whether dust, debris, or
residue is still present.

+ Failure to Comply with Work Practice Standards:
The companies and their employees must also adhere
to the work practice standards set forth in the rule.
Those standards include: (1) using HEPA vacuum
attachments on all machines designed to remove paint
or other surface coatings through high speed operation
such as sanding, grinding, power planing, needle gun,
abrasive blasting, or sandblasting; (2) preventing the
release of dust and debris before the waste is removed
from the work area for storage or disposal, including
isolating the work area so that no dust or debris leaves
the work area while the renovation is being performed;
(3) covering the ground with impermeable material
to prevent ground infiltration; (4) closing windows
and doors in the work area, cover doors with plastic
sheeting or other impermeable material, and cover
doors used as an entrance to the work area; and (5)
covering the floor surface in the work areq, including
installed carpet, with taped-down plastic sheeting or
other impermeable material.

+ Failure to Post Signs: The contractor must post signs
clearly defining the work area and warning occupants
and other persons not involved in renovation activities
to remain outside of the work area before beginning
the renovation.

ABOUT THE AUTHOR
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+ Failure to Provide and Document Delivery of Lead
Hazard Information Pamphlet to the Property
Owners: At least 60 days before beginning renovation
activities, renovators must distribute a lead hazard
information pamphlet to owners and occupants of
target housing and to owners and proprietors of
buildings that contain a child-occupied facility. EPA
mandates use of the pamphlet entitled Renovate Right:
Important Lead Privileged & Confidential/Attorney-
Client Communication/Attorney Work Product Hazard
Information for Families, Child Care Providers and
Schools.

+ Failure to Establish and Maintain Records: Following
completion of renovations and post-renovation
activities mandated by the rule, firms must retain
records demonstrating compliance with the rule for
three years.

The EPA fines each company for the violations. Recent,
penalties have ranged from $1,000 to $5,000 for businesses
with annual sales or gross pre-tax revenue of $300,000 or less,
and $37,500 to $300,000 for larger companies. For example, an
Ilinois contractor faces more than $287,000 in fines for failing
to provide protective clothing and equipment to its employees
who were removing lead based paint from structural beams.

Conclusion

With the increase in enforcement, any WFCA members involved
with the removal and installation of flooring are well advised to
ensure they are both familiar with the asbestos and lead paint
requirements and have taken the steps to comply with the
rules. Given the complexity of these rules, it is recommended
that competent legal counsel be consulted to ensure that all the
appropriate steps are taken to be in compliance with the rule’s
requirements.

Notice: The information contained is abridged from legislation,
court decisions, and administrative rulings and should not be
construed as legal advice or opinion, and is not a substitute for
the advice of counsel. O

Jeffrey King has more than 35 years’ experience in complex litigation with a focus on
contracts, employment, construction, antitrust, intellectual property and health care. He
serves as general counsel for WFCA and other frade associations, and is a LEED Accredited
Professional. For more information, contact him at (561) 278-0035 or jeffw@jkingesg.com.
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New Product Showcase
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Mohawk Schénox
Carpet: SmartStrand Forever Clean fiber - TISE West Booth #4003 Install: Schonox SL - TISE 2016 Booth #4317
Web: www.mohawkflooring.com Phone: 855.391.2649

Web: www.hpsubfloors.com

EarthWerks

LVT: Halden Collection -TISE 2016 Booth #2037
Phone: 800.275.7943 « Web: www.earthwerks.com

Armstrong Floor Products

Resilient: Two Step Resilient Sheet - TISE West Booth #1646 Novalis Innovative Flooring

Phone: 717.397.0611 LVP: NovaFloor NovaCore rigid waterproof plank
Web: www.armstrong.com Phone: 704.799.1111 - Web: www.NovaFloor.us
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Mannington

Resilient: The Centennial Collection Filigree pattern - TISE West Booth #1210
Phone:  800.356.6787

Web: www.Mannington.com

e i s e B - . [ .
o e 2 =

Harris Wood
LVT: Luxury Vinyl Cork (LVC) - TISE 2016 Booth #2955

Phone: 561.994.5550
Web:  www.qepcorporate.com

Allwood Floors

Hardwood: Allwood’s Rhine River - TISE 2016 Booth #2669
Phone: 855.245.1080
Web: www.allwoodimport.com

IVC US

Resilient: Flexitec Raeburn - TISE Booth #4410
Phone: 706.529.2600

Web: www.ivcfloors.com

Wagner Meters

Install: WFP400 — Professional Flooring Installer
Package - TISE 2016 Booth #4331

Phone: 844.848.6639

Web: wwwwagnermeters.com

CEFRN

Certified Flooring Experts™

Certified Flooring Network
Install: Restoration Services - TISE Booth #1378

Phone: 888.391.2524
Web: www.certifiedflooringnetwork.com
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New Product Showcase

. i
Armstrong Floor Products
Hardwood: Artistic Timbers TimberBrushed - TISE West Booth #1646

Phone: 717.397.0611
Web: www.armstrong.com

Stanton Carpet
Display: “Feature” Display
TISE West Booth #1032
- Phone: 706.624.9385
Mohawk Web: www.stantoncarpet.com
Hardwood/Laminate: ArmorMax Finish Technology - TISE West Booth #4003
Web: www.mohawkflooring.com

MP Global Products
Install: QuietWalk underlayment for floating

Monnmg’rq N : wood/laminate floors
Hardwood: Maison Smokehouse Collection- TISE West Booth #1210 TISE West Booth #5125

Phone: 800.356.6787 Phone: 888.379.9695
Web: www.Mannington.com Web: www.quietwalk.com
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USFloors Inc. Campaign for Wool
Luxury Vinyl Plank: Alabaster Oak - TISE West Booth #S1332 Wool Carpet: Freedoms of Sheep Campaign

Phone: 706.278.9491 TISE West Booth #432
Web: www.usfloorsllc.com Web: www.campaignforwool.com

3 GROUT
COULIS

Color Consistent
Grout

Coulis de couleur uniforme
Boquilla de color consistente

= e

B et i S B

4 CUSTOM

Custom Building Products
Install: Prism Color Consistent Grout - TISE West Booth #4417
Phone: 800.272.8786 + Web: www.CustomBuildingProducts.com

WITHOUT GROUT WITH GROUT

Tarkett

Rubber Tile: Tarkett Johnsonite Minerality BB kin Industri
TISE Booth Islander F asKkin Industries

Phone: 888-639-8275 LVT: Loft Collection - TISE West Bot')tl'l #1877
Web: www.tarkett.com Phone: 561.997.6658 « Web: www.raskinind.com
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I Success
Someone Will Succeed This Year. Why Not You?
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By Scott Humphrey, CEO, WFCA

celebrated college football coach Bill Curry. Coach Curry,

as many know him, coached multiple football teams in
the Southeastern Conference. He also was the starting center
in Super Bowl I for the Green Bay Packers. He had the rare
privilege of playing for the legendary football coach Vince
Lombardi and had just completed a best-selling book titled, “10
Men You Meet in the Huddle.”

Years ago, I had the privilege of having lunch with

To say I was star struck would be an understatement. Yet
through all of our time together at lunch, and later during
his keynote address to professional flooring dealers, there is
one comment he made I have never forgotten and have often
quoted. Though made in passing, its impact has been very
deliberate in my life. He said, “Someone will succeed this year;,
why not you? Somebody’s business will prosper this year; why
not yours?”

Ironically, my time with this gracious and humble man was
smack dab in the middle of what is now known as the Great
Recession. Not a time associated with success, especially in
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the field of business. Maybe that is why his words have often
echoed in my mind. Through this comment, he was cautioning
that success is always possible, but it doesn't just happen. It’s
based upon everyday choices.

In fact, you may be surprised to learn that 25% of the companies
that comprised the original Fortune 500 were founded during
the Great Depression. Fulfilling your dreams in 2016 won't just
happen either, but it is possible to make this your best year yet.
It is my hope that your utilization of the Acrostic D.R.E.A.M.
below will help assure your goals are met and exceeded this
year.

1. Define what your best looks like. We rarely hit a target
that matters by accident. It is important you plan for
success by honestly evaluating your potential. In life,
we do not have the privilege of shooting and then
drawing a bullseye around the impact point. Still, the
majority of professional flooring dealers I encounter
are so busy working in their businesses that they rarely
take the time to truly define their goals. The level of




25% of the companies that comprised the original
Fortune 500 were founded during the Great Depression.

detail in defining your best will determine your ability
to truly focus on achieving your goals.

When Tiger Woods first came onto the PGA tour, his
process of reading putts was very unique. He would
use his hands as blinders as if he were shading his eyes.
He would then get behind the ball and read the break
of the green before putting. At a press conference, he
was asked if the purpose of shielding his eyes was to
block out all possible distractions. His response showed
the level of focus. He replied he was not blocking out
distractions, but instead was watching the ball go
into the hole. In other words, he was so focused on the
outcome he expected that he was actually surprised
when the ball did not go in. How would this year be
different if you approached it with a defined expectation
of success?

Resolve to embrace the change you will need to succeed.
The reality is, throughout our lives, we will either create
change or find ourselves responding to it. Why not be
the catalyst for change in your own life and business?
To determine the change you create in 2016, ask those
around you what they would like to see you change in
order to achieve a simplified and more prosperous life.
Caution: only ask those who you trust to have your best
interest at heart. Then, gather feedback on possible
changes that could simplify your life and make your
business more successful.

Encourage accountability - Private goals are
rarely reached. Silent standards are rarely kept. It
is important to grant those whom you trust with
permission to make sure the steps you are taking are in

without accountability from those closest to me. During
the event itself, I was really struggling to complete the
swim. One of the monitors paddling around in a boat
asked me if I wanted to get in. Everything inside of me
said yes. I asked if I could complete the rest of the event
(bike and run) if I accepted his offer. When he said no, I
turned down his offer. I couldn't quit because I had told
so many people, including my young son, I was going to
complete a triathlon. Accountability is the power that
drives your engine.

4. Act - Knowing what you want and having a dream are

of little value if you are stuck in your rut. Psychologists
tell us a rut is simply a grave with both ends kicked out.
People still die, but they do so by gradually following
the routine to which they have become accustomed.
Your action must be powerful enough to break you
out of your rut. Determination in making the tough
decision you have been putting off is essential for your
dream to become actionable.

. Monitor success — People don't respect what you

expect. They respect what you inspect. Don't continue
to guess how well you and your people are doing in
reaching your goals. Inspect your progress and theirs.
Give consistent and timely updates on their progress
in reaching the goals you have established for them.
Reward and praise those who are making strides in
the right direction. Offer support to those who are
experiencing trouble and define corrective action.
If progress is neither tracked nor communicated on
a regular basis, then it is highly unlikely you will see
personal or professional success.

line with your objectives. Years ago, I was challenged by
a co-worker to compete in a triathlon. After accepting,
I communicated my intent and target date to all my
fellow employees. I did this because I, like many, have
great intentions that are often derailed by life. In fact, I
trained during the first year after our triplet daughters
were born. Sleep was rare and distractions were many.
I knew the chances of success were greatly diminished

Achieving your dreams in 2016 is possible and becomes
probable if you follow the steps laid out in the acrostic above:
Define your best; Resolve to embrace change; Encourage
accountability; Act; and Monitor your success. After all,
someone will succeed in 2016; somebody’s business will prosper
—why not you? We would love to be a part of your success. Let
us know how we can help. 0

ABOUT THE AUTHOR

After43yearsin the flooring industry, WFCA CEO Scott Humphrey has seen it all. His knowledge
is extensive from his position as manager of Leadership Development and Training Services
for the Shaw Learning Academy to helping Shaw Flooring Network members turn difficult
situations into success stories.
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I icB2B
fcB2B & Your Company’s Future

44

By Pamela Bowe, BOWE Company, Inc.

Companies with better information technology grow faster
than companies without. - Keystone Strategy

Business Association, a 501(c)(6), a group of industry

leaders have worked together to develop B2B technology
to benefit all segments of the flooring industry. The flooring
industry is now exchanging documents using fcB2B technology.
Product catalogs, purchase orders, acknowledgments,
advanced shipping notices (ASN) and invoices are active with
the supply chain. Retailers using fcB2B have found this is a
preferred method to work with their suppliers and a benefit to
their own operations daily.

Through the efforts of The Floor Covering Business to

Following is a primer on the areas incorporated into fcB2B and
those currently in development.

Web Services -The Evolution of fcB2B

Web services are real time services that fcB2B-compliant
flooring suppliers offer to their customers. At first, basic

inquiries are supported. Soon, transactions like holds, orders,
and item catalog downloads can be accomplished using web
services. Now in production: Stock Check, Stock Holds, and in
2016 Price Check.

~.Your software enables your
hand held smart devices to
act in a way similar to how

Star Trek pioneers used their
hand held fransmitters.

Stock Check is a means by which a retailer can inquire on
inventory availability with a specific supplier. The retailer
uses web services to access the Stock Check service, selects the
products they are selling to a customer and gets a response
summarizing the available quantity, availability date, shipping

AN TY |

A FULLY AUTOMATED CUSTOMER
RETENTION MARKETING PROGRAM

9 5% OF DEALERS THINK THE SURVEY COMPONENT ALONE
IS WORTH THE ENTIRE COST! THE REST IS A BONUS!

seeyou artHe @D £ © a paviLion
OR ONLINE AT ENROLLMYSTORE.COM

WEFCA MEMBERS GET THE FIRST YEAR'S MEMBERSHIP

ABSOLUTELY FREE!
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location and inventory details.

Price Check is a means by which a retailer
can use web services to inquire on an item's
price with a specific supplier. The retailer
uses the price check service and gets a
response summarizing the available pricing.
The driving force in developing this service is
to move to open, internet-based web services
that will allow the dealer to verify price for
items in their database. In addition these
services are accessible using a mobile device.

The goal of these services is to build upon
the existing capabilities between trading
partners in the flooring industry. Extending
the fcB2B standards to include support
for web services greatly enhances the
capabilities of buyers to make inquiries with
suppliers and receive responses to those
inquiries in near real time.

Why is this so different?

Web services put the power of obtaining
important sales related information in your
hand, literally. Using technology developed
by fcB2B, your software enables your hand
held smart devices to act in a way similar to



The information contained in a B2B/fcB2B transaction
or web service is the same as on a conventional
paper document.

how Star Trek pioneers used their hand held transmitters. No,
beam me up is not part of what we offer, yet.

However, check this out in examples to the right!

The information contained in a B2B/fcB2B transaction or web
service is the same as on a conventional paper document. Send
purchase orders to suppliers, receive acknowledgments, ASNs,
and invoices, and receive price catalogs from suppliers.

Why use fcB2B technology?

+ Cost Savings

+ Increased Profits

+ Improved Productivity

+ Lower Overhead Costs

- Improved Service Levels

+ Improvement in Customer Satisfaction Management

Using fcB2B technology will allow you to stay competitive,
increase profits, and grow your business.

What is the future for fcB2B?

The B2B transactions discussed earlier are the technological
plumbing for the future. fcB2B is currently concentrating
on new web services. The efforts on web services will allow
your mobile applications to access data from your supplier’s
systems as easily as from your own systems. Your customers
will be able to access data from your systems as easily as from
their own systems. B2B web services will make the flooring
industry technologically competitive with other consumer-
friendly industries.

How do | get on board with
fcB2B technology?
Software makes it all work. There are several excellent software

options available. Look for software vendors that are members
of fcB2B. Visit the website www.fcb2b.org O

Web Services
Example #1 - Item Inquiry

* Enter or Scan a SKU

* Device displays basic item
information and questions that
relate to the web services
that are available from your
supplier

Item 475135
Rexgal Bronze
12w} Poroalsn

L] -KI-E -‘!‘:Il'

Web Services
Example #1 - ltfem Inquiry

* Your supplier's computer
returns information in real fime

Web Services
Example #2 - Hold Material

* Select Source

[iiw AFEIIE
Bugsl Brosu
13212 Porcelan
e
=

[

Web Services
Example #2 - Hold Material

* Select Source
* Select Shade

Web Services
Example #2 - Hold Material

e Select Source

¢ Select Shade

e Enter PO# orreference

ABOUT THE AUTHOR

Pamela Bowe, MBA, BOWE Company Inc., is a recognized industry authority on emerging
fechnologies, she combines the real world experience in the flooring indusfry with a
thorough understanding of technology and its practical applications. Her 30 years of
experience includes digital marketing, finance, strategic planning and online development
of professional grade websites and multi-national networks.
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Unlock Your Marketing

By Josh McGinnis, Owner, Unlock Your Biz

In part one (Nov./Dec. 2015 Premier Flooring Retailer) of this
article series, we discussed how to determine your advertising
and marketing budget. Among successful retailers, the most
common method of determining ad spend is a percentage of
sales —either last year’s sales or a prediction of this year’s sales.
Your assignment was to determine the dollar amount of your
2016 budget and identify which months produce the strongest
sales for your store.

Assuming you have your budget and have identified your
strongest sales months, the next step is to determine how
to allocate those monies. Use the grid below to simply and
logically outline the year’s activities and visually demonstrate
the months where there is the most opportunity for increased
sales.

Down the far left column, list each month. Across the top, list
the activities per mill, your store, the community, etc. In the last
column, identify which months have generated the most sales.

As you look at this grid, you can quickly identify the months
where there is potential for the most store traffic, publicity,
and sales. This grid is simply a beginning. You may also want
to identify the various offers promoted by the mills, such
as financing, sale pricing, etc. Other things to consider are
value-added marketing and advertising you receive from
these activities. Manufacturers in particular offer significant
opportunities to promote your store locally at no additional

charge or for a significantly better rate during their bi-annual
campaigns.

Once you have a visual of the entire year and know which
months drive more sales revenue, it’s time to allocate your
spending. Keep in mind, you'll want to begin advertising and
marketing the month prior in order to capture the attention of
those who have delayed their purchase or are simply waiting
for a good deal. Ideally, you'll learn how consumers are hearing
about you - radio, online, TV, events, etc. If not, capturing this
information should be a key goal for 2016.

While being intentional with this exercise may take a couple
of weeks, it's an excellent use of time. Once complete, the next
step is determining where to spend your marketing dollars.
The temptation is to do what you did last year. After all, when
the ad rep calls from the radio or TV station, telling them you'll
run the same schedule as last year or last month is a quick call
and a quick decision. Unfortunately, the time you save with the
phone call is likely to be lost in sales and profitability.

The only way forward for a growth-minded organization in
today’s socially connected, mobile-friendly marketplace is to
engage, attract and retain customers through a comprehensive
online marketing campaign. Your local television, radio,
newspaper, and Yellow Pages all include an online package
with their traditional offerings. While this may be a good value,
this is not a digital strategy. Often the digital package offered
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...in today’s socially connected,
mobile-friendly marketplace

by these groups is overpriced, under delivers, and in worst
case scenarios, is actually damaging to your overall marketing
campaign. I'm currently working with a dealer who has been
damaged by online tactics used by their local phone book
company.

The primary objective of any online marketing campaign is to
get found and get selected. A comprehensive and intentionally
focused online marketing campaign will help engage prospects,
strengthen relationships with existing customers, and open up
new possibilities for your organization.

Common elements of a quality digital campaign include:

« Search engine optimization (SEO) to draw the right
audience to your website

« Social media marketing to target your ideal audience
and their networks

« Content-rich blog posts to build trust with your
audience (helps in getting selected)

« Online new releases that bypass the news media and
target your customers directly

« Email marketing which educates your audience and
helps them solve their problems

+ Video marketing which enhances your website’s
position within search engines

The digital advertising world has become a robust machine
with evolving opportunities that can be confusing and
convoluted. Once you think you have a handle on how things
operate, they change. (Google has modified its search engine
algorithms over 100 times since 2010.) The great news is you
can use these changes to quickly adapt your marketing to your
consumer base and reach them faster and more effectively.

What might this look like for your business? I'm currently
working with a flooring client who spends $60,000 annually
in phone book and newspaper ads. We tracked the results of
this advertising and found 99.2% of their leads were referrals,
repeat customers, and drive by sales (those familiar with the
store due to its location).

ABOUT THE AUTHOR

the last four years.

through a comprehensive

campaign.

We are reallocating 100% of the monies spent on phone books
into a comprehensive digital advertising campaign. The
retailer’s website is being revamped to promote customer
interaction and engagement, were creating an automatic
email campaign that will nurture leads over time until the
consumer is ready to buy, and we're creating eBooks to both
educate and increase customer reviews (while filtering out
negative reviews) to add social proof to other shoppers.

Also underway is the creation of engaging video and info
graphics that will be shared on various social media platforms.
The content is focused on what interests consumers — and no,
it's not centered around price or discounts. This retailer is also
creatively and effectively communicating why they are better
than their competition. Theyre educating consumers and
gaining market share. This retailer is making time to learn,
adapt, and strategize, and it’s paying off.

There is still a place for traditional advertising, but to be
effective today, your advertising budget must include a large
percentage of digital marketing. Because of the evolving nature
of this medium, you may find it better to work with someone
or a group of experts in this field. In fact, for 2016, digital
advertising will equal 60% of all ad spend. Your digital budget
should be even higher considering the size of most dealers.

So get working on your plan and get moving in the digital
world. This strategic approach not only saves you money and
produces a greater return on your advertising budget, you will
have a better ability to focus and train your team on specific
product sales, offers, and event details. Time wisely spent now
will allow you to divert your attention on other, more important
activities and be less reactive to changes in the marketplace
and the competition.

Asyoucreateyour 2016 marketing plan, include the components
listed here and make sure you have a reputable company who
understands how all these pieces fit together to form the whole,
bridging the gap between your marketing and sales. As always,
let me know if I can help. O

Josh McGinnis is in the fop 5% of business coaches worldwide. He specializes in fixing
marketing, sales, and people problems so his clients can maximize their growth potential. His
clients routinely outperform the national average for their individual industries. This is part of
the reason he has doubled his own business by word of mouth and referrals each year for
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I Sales Training

Listen Your Way to More Sales!

By Michael Vickers, Executive Director, Summit Learning Systems

Most people do not listen with the intent to understand, they listen with the intent
to reply. — Stephen R. Covey

n my experience as a sales coach and as a customer, I've

observed that many salespeople are not great listeners. It

may not be their fault. This behavior just may not be taught to
them. They know all about the products, features and benefits
etc. of what they are selling and know how to position the
products in their best light based on the training they receive
from their company reps.

Yet, while some salespeople have become really great at asking
questions, they often fail to learn how to listen to the answers.
This is a whole skill set in itself. In many cases when your
sales rep asks a question, they are often just waiting for the
customer to stop talking so they can begin pitching again. This
is a training issue for sure. The fact is that some salespeople
haven't been taught how to listen and they often wrongly
assume that they have this skill.

Remember, you have two ears
and one mouth and that's the
ratio in which you should use
them. Listen twice as much
as you speak.
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If you think you have some room for improvement when it
comes to your listening skills, then here are some simple but
practical ways in which you can improve.

1. Focus, focus and focus — Whether or not you are on
the telephone or meeting with your customer face-to-
face, stop everything you are doing and give 100% of
your attention to your customer. In other words, stop
multi-tasking. That means finish up with what you are
doing, (like paperwork or eating your lunch, etc.) and
focus on the customer. If you are busy with your tasks
and trying to give attention to your customer at the
same time, then you're not listening. You can’t be tuned
in to more than one thing at a time. Bottom-line here —
multi-tasking doesn’t work.

2. Notice what they emphasize — Words specifically
convey complex thoughts and issues and today’s
customers communicate on several levels. First, with
the words they use to describe their situation, their
needs or their concerns. Second, the tone they use to
describe their situation will take their communication
to another level. Pay special attention to the words they
emphasise. It's the emphasis they put on their words
that reveals what is important to them. While paying
attention to what they put an emphasis on, notice their
pace and volume while you are at it.

3. Listen attentively — There are two types of listening.
The first is called “active listening.” This is where you
are really listening to what the customer is saying.
(words, tone, pace, etc.) Simply, the customer is
doing the talking and you are not. The second form
of listening is more interactive in nature. Interactive
listening means you are using questions to clarify what
is being said. Questions like “can you tell me more about
that?” or “How do you feel about...”, etc.

4. Send acknowledgment signals — A good technique
to demonstrate to the customer you are actively
listening is to use acknowledgment signals like nodding
or using verbal phrases like “I see,” “Good point,” or
“That’s interesting.” When the customer feels you are
paying attention, they are more likely to give you more
information that will be helpful to you.



When the customer feels you are paying attention,
they are more likely to give you more information that
will be helpful to you.

5. Summarize and rephrase — When your customer has
finished talking or answering your question, you can
say something like this: “If I understand you correctly”
or, “What you are saying is ...” (paraphrase and give
back your understanding of what they just said). This
technique is powerful because it forces you to listen, it
engages the customer, and it seeks agreement.

Using these listening techniques will make your customer

feel good about you, ensure that you understand them, and
create an atmosphere of agreement. Your ability to listen more

ABOUT THE AUTHOR

Having the right players can make a
difference in your season.

Benchmarkinc is your only call when it comes
to recruiting in the flooring industry! We sim-
plify the complicated process of finding,
screening and hiring the perfect employee for
our clients and ease the concern of drafting a
first round bust.

Contact us 800.393.8515 or

@fca

benchmarkine

effectively will evolve out of your discipline to apply these
techniques regularly. If you are going to listen more effectively,
then you must make the effort to do so.

Becoming a great listener is not difficult, it just requires some
discipline to create the new habit and trust yourself that your
brain will give you the words you need when it's your turn to
speak. Remember, you have two ears and one mouth and that’s
the ratio in which you should use them. Listen twice as much as
you speak. These techniques will work great for you personally
with your friends and family as well. O

Michael Vickers is executive director of Summit Learning Systems, a provider of customized
in-house fraining and e-learning programs; and author of the best-selling book, Becoming
Preferred — How to Outsell Your Competition. Contact Michael at: www.michaelvickers.com.

Are Mills or Media Partners making

your marketing decisions?

If you're handing your marketing to others
to "just do it for me",
you're making a mistake.

Our only interest is to make you money and
get you the largest ROl on your marketing
dollars. Let us share our best ideas
specifically tailored for your business.

Get a FREE outside perspective on
your marketing at no cost or obligation.

Call 800-528-5055 or email
Josh@unlockyourbiz.com
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BB Lcgal Matters

Charge for Install on Total Sq.Ft. of Flooring Sold?
That Just Cost Lowe'’s S2 Million.

By Jeffrey King, General Counsel for the WFCA

bedroom they want to re-carpet, as well as the hallway

and living room in which they want to install hardwood
floors. You calculate your proposal on the total amount
of materials needed to install the flooring. You submit the
proposal, setting out the total square footage needed of each
flooring material and the square foot cost of the materials and
installation. To calculate the total cost, you multiply the square
footage of the materials sold by the square foot cost for the
materials and the installation. You may even explain to the
customer that the flooring needs to be fitted to the rooms and
as a result there will be some left over materials.

Y ou have been to your customer’s home and measured the

That is exactly what Lowe's did and now must pay $2
million after the New York Attorney General claimed Lowe’s
overcharged for installation. The New York Attorney General
contended that by charging for installation based on the total
square footage of the materials bought and not the actual
square footage installed, Lowe’s overcharged consumers for
installation. To settle the state’s allegations, Lowe’s agreed to

Lowe's...did not explain that
the installation charge was
based on the amount of
flooring bought and not on.the
actual amount installed.
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return up to $1.1 million to 16,000 New York customers and pay
the state $900,000 in fines.

Lowe’s Price Calculations
and Advertising

Since at least 2008, Lowe’s advertised installation services
to consumers for several of its flooring products on a “per-
square-foot” basis. For example, Lowe’s advertised flooring at
“$1.99 per square foot installed.” The flooring products included
carpeting, ceramic tile, wood and laminate flooring.

Lowe’s had a third-party installer measure the space. Lowe’s
would then calculate the amount of flooring material needed
and provide the customer with an estimate for the job. The
estimate included the cost of the material required and the
cost of installation based on the total flooring materials
purchased. Lowe’s explained to customers that the flooring
material needed to be in excess of the actual square footage of
the project area to fit the room. Customers, however, were not
told they could return unopened excess flooring materials for
arefund.

Lowe’s also did not explain that the installation charge
was based on the amount of flooring bought and not on the
actual amount installed. Only if the customer specifically
requested the measurements of the room, did Lowe’s provide
that information. The New York Attorney General alleged that
Lowe’s failure to properly disclose the price was based on the
square footage of material ordered and not the actual size of
the room was a “deceptive sales practice.”

Lowe’s agreed to pay $2 million in refunds and fines, and to
mail notices to customers who bought flooring from Lowe’s
between 2009 and 2012. The New York Attorney General’s office
is continuing to investigate other home center and flooring
stores that fail to properly disclose the true cost of home
improvement installation services.

How Should | Charge for Installation?

Lowe’s problem was it failed to explain to customers that its
per-square-foot installation fees applied to the total material
bought and not the actual square footage installed. The solution
is to make sure the consumer knows additional materials
need to be ordered to install the flooring properly, and that
the installation fee is based on the total material ordered and
handled by the installer. It is important the flooring retailer
disclose and explain to the customer that the installation is
based on the total amount of flooring purchased because excess
materials are needed to fit the room and the installers will



It is important the flooring retailer disclose and
explain to the customer that the installation is based on
the total amount of flooring purchased...

have to handle the excess. To avoid any confusion, the flooring
retailer can add the following statement to it estimates:

Rooms vary in size and shape, and the flooring must be cut
and fitted to each room. As a result, the flooring material
needed will usually exceed the actual square footage of each
room, often by 10% or more. This proposal for materials and
installation is based on the total flooring material needed
and handled, including any excess.

Thereisno deceptionif the bases of the material and installation
charges are fully explained.

Conclusion

The New York Attorney General’s allegations against Lowe’s
failure to disclose the basis of its installation charges is a good
reminder that the best practiceis to fully inform your customers
how the costs are calculated. Problems arise when the retailer
is not honest or fails to disclose important information.

Notice: The information contained is abridged from legislation,
court decisions, and administrative rulings and should not be
construed as legal advice or opinion, and is not a substitute for
the advice of counsel. O
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By Dr. Stan Beecham

The main ingredient of stardom is the rest of the team. — John Wooden

Individual commitment to a group effort— that is what makes a team work, a company work,
a society work, a civilization work. — Vince Lombardi

performance. Before you get upset, I am quite

aware this is not a popular view in the land of
the free and the home of the brave. Regardless,
no one has ever done anything completely on
his or her own.

|don’t believe in such a thing as individual

Of course, there is the illusion of the self-made man: the guy
who started work delivering papers when he was a kid, then
advanced to stock boy at the local grocery during high school.
He put himself through college by working during the day and
going to school at night. A wonderful work ethic is developed,
and he starts his own company after working a couple of years
for a larger company just to learn the ropes. Then, 20 years
down the road, he is ultra-successful with big money, a large
company, and a bigger ego.

When asked about his success, he tells the story of how no
one ever gave him a thing and how he worked two jobs to put
himself through college. We've all heard this one a hundred
times.

But what about the part of the story that never gets told?
I want to know how he survived after his birth—how he fed
himself and changed his own diapers. Tell me the story about
how he taught himself to read (he probably had a great grade-
school teacher who cared about him) and how he woke up
every morning before sunrise to deliver papers (his neighbor
who worked at the paper got him the job). The untold story is
always the most interesting one.

We all love a good cowboy movie, and we always cheer when
the underdog defeats the perennial powerhouse. Yet, at the end
of the day, we all need some help to become great. Some need
more than others, but we all need help.

Key Takeaway

No one has ever accomplished anything on his or her own.
There is no such thing as individual performance.

People are successful primarily because they have some innate
talent, which they were born with and did nothing to earn; they
find themselves in an environment with someone who nurtures
their talent and encourages them; and then someone gives
them the opportunity to show what they can do.
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Throughout the years, I have held hundreds of sessions with
individual collegiate athletes. One after another, they would
tell me how they performed very well in high school, but now
things were not working out so well at college.

Trends began to emerge, and I soon realized if [ was ever going
to help these athletes, I would need to get them all in a room
at the same time. The athletes either failed to create a good
relationship with the coach, or they were at odds with one or
more of their teammates.

The commonality for these struggling athletes, I found, was
that they had a strong supportive environment back home.
However, while at college, they could not recreate the positive
culture they had enjoyed in high school.

The teams that were most successful spoke up more easily than
the ones that were struggling. I would ask the good teams how
good they thought they could be.

Then I would ask them if they failed to win a championship,
what would keep them from going all the way. The issues on
higher performing teams were usually more tightly defined
and centered around maintaining focus, intensity, and the
good fortune needed to go long into the playoffs.

But the lower performing teams almost always had either a
serious problem with the coach (or coaching staff), or the team
had become fractured and sub-teams had been established.
Certain players would not speak to one another, and, after a
poor performance, the blame game would begin.

It was always someone else’s fault. The anger and frustration
were palpable. However, once the athletes were able to share
their hurt and anger without being destructive to one another,
the situation would improve and performance would rebound.

I learned that the ideal situation for developing the skills of
these athletes was to work with them individually and as a
group. This model was revised for my corporate clients, and
as a result, we have developed an outstanding leadership
development program.

The process of building a team has several critical components
and usually one or more are missing, thus the team never jells



Success is clearly defined by a single team goal.
No individual agendas can be tolerated. The self must
be sacrificed in order for the team to excel.

and fails to perform at its full potential. Below are the six steps
I have found to be critical to teamwork:

Step #1: Recruit and select the
right people.

The first step to having a great team is selecting people who
are individually talented and who also have the maturity and
desire to be a part of something much bigger than themselves.
These people have to want to be a member of the team and be
willing to adopt the culture and values of the team.

This is the primary role of the coach in sports or the manager of
a business. The leader must have an eye for talent and be able
to differentiate between candidates. If leadership fails during
the selection process, there is never a chance for success.

Recently, I was in Dallas, Texas, with a group of VP-level
managers who were participating in an experiential leadership
program. On this particular day, we visited St. Philips Academy,
a private school in one of the worst parts of Dallas.

The director of the school, Dr. Terry Flowers, spoke to our
group about his leadership style and how he has been able to
defy the odds and create a school that has a 100% high school
graduation rate in an area where this was once viewed as
impossible.

I asked Dr. Flowers what his role was in the selection process for
new hires. He quickly responded that he interviews everyone
who comes to work in the school. On only a very few occasions,
when he had been out of town, had someone been hired without
first getting his approval. He added that he generally knows
within the first 10 minutes if a person will fit into his culture.

I then asked him what he was looking for in a candidate.
Without hesitation, he explained that the person must love
children in order to join his staff. “If you don't love children,
you can't teach them.” That was his primary objective, to find
teachers and staff who love children. After that, the teaching
happens automatically.

Step #2: Develop strong friendships.

Once you pick your team, individuals must come to know one
another in a fairly intimate way through the sharing of their
life stories.

It is imperative that they know about each other’s pain and
disappointments because they must show vulnerability

and take the risk of being rejected for who they truly are. If
teammates only share their successes and achievements,
trust will never develop. There is no trust without risk and
vulnerability.

Step #3: Create a shared belief system.

Everyone must agree on the absolutes of the team—the team
rules or mission. This includes what can never happen and
what must happen on a regular basis.

There is usually a motto or some unifying belief that everyone
holds to be true. Successful teams have a shared belief system.
They have a priority—a first and most important thing. The
primary rule is that members are expected to make promises
and then keep those promises. Excuses are not tolerated and
breaking a promise is a serious offense.

In most of the organizations I consult with, the competition
is not another company who provides the same product or
service. Instead, the competition is the other managers who
work for the same company. When organizations don’t work
together (and most don't), they compete against one another.
It's such a waste and painful to watch.

John Nash, a brilliant mathematician who also was
diagnosed as a paranoid schizophrenic, essentially discovered
organizations play one of two different types of games:
cooperative games or strategic, non-cooperative games.

The major difference between the two games is that in
cooperative games, people make and keep their promises to one
another. It's referred to as, “binding agreements.” In strategic
games, not only do people break promises to one another, they
try to trick and deceive one another in order to win or gain a
competitive advantage.

This is what is happening in corporate America today. People
who are supposed to be colleagues working for the same good
are actually plotting strategically against their own team
members. This is best observed by departments or department
heads where the turf battle is on display for anyone who cares
to pay attention.

Step #4: Fight without hurting
each other.

Team members must learn to fight and manage conflict without
becoming destructive. Conflict is inevitable and the avoidance
of conflict only creates more conflict. Teams that try to “play

Continued

January/February 2016 | Premier Flooring Retailer

53



I Lcodership

54

Embracing the Team Mindset, Continued

nice” are usually not very successful. Members must value
truth-telling as the primary intention when communicating.

It is possible to be honest without being mean or hurtful.
Intention is critical in communication and relationship
building. With men’s teams, we would talk about how they
fought with their brothers growing up. The consensus was that
while it's okay to cause him pain, you cannot injure him.

No one has ever accomplished
anything on his or her own.

There is no such thing as
individual performance.

For the women, we talked about how they fought with their
sisters. A similar concept emerged. If you hurt her feelings, you
had to apologize afterwards.

Step #5: Cultivate strong leaders.

A successful team must have leadership. The coach must be an
effective leader, but there must also be leadership among the
athletes or non-managers. Coaches who are unable to groom
leaders from within their teams will never be successful.

Unfortunately, most organizations, whether in sport or
business, do not have effective leadership. There are people in
leadership roles, but they are not leading or inspiring others to
reach their full potential. Instead, they tend to just boss their
subordinates around.

In my observations, the worst leaders are typically the most
senior people in an organization. Usually the best leaders come
from two or more levels of management beneath the CEO. Why?
Because senior leaders are often out of touch. They don’t know
their people and their people don't know them. Because of their
position, they make the mistake of assuming they are the best
leaders in their organizations when they are not.

Step #6: Clearly define the team goal.

Success is clearly defined by a single team goal. No individual
agendas can be tolerated. The self must be sacrificed in order
for the team to excel. It amazes me how frequently coaches

emphasize the success of the team all year long and then have
an awards banquet at the end of the year and spend two hours
handing out individual trophies like MVP and Most Improved.
They believe it encourages and promotes future success, when
in reality it does neither.

Business leaders make the same mistake. They, too, profess the
benefits of working as a team and achieving group goals, and
then hand out Employee of the Month awards.

The best leaders create a culture with goals and awards that
everyone or no one achieves. Once you create an environment
where there are winners and losers at the same time, you will
never truly have a team. Everyone must win or no one wins. No
exceptions.

Twenty years ago, American culture valued the name on the
front of the jersey more than the name on the back. In fact,
there was a time when there was no name on the back of the
jersey.

In the 1960s and 1970s, there was a collective shift in thinking
in our society. What used to be a society of “we” became a
society of “me.” The self-esteem movement began celebrating
the individual. The movement quit being about how much you
contributed to the team and instead about individual egos and
personalities.

Today, we value the name on the back of the jersey more than
the name on the front, and it comes at a high price to the goals
of the team. When the focus is on the individual, athletes and
employees cease to play as a team. You simply can’t claim the
team is most important and at the same time create incentives
that suggest the individuals are more valuable than their
teams.

In order to be successful, there must be a unified goal. We all
win—or lose—together. And the more we win, the harder we
work for each other.

Editor’s Note: The abouve article is an excerpt from Elite Minds
by Dr. Stan Beecham.
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