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On the inside

STATISTICAL REPORT ‘13

!e U.S. 'oor coverings market surged in

2013 as the housing market ;nally began

to experience a signi;cant recovery. Dollar

'oor coverings manufacturer sales (ship-

ments minus exports plus imports) are esti-

mated to have increased

by 7.1 percent in 2013

to approximately $20.1

billion. Quantity sales

could have climbed by

5.5 percent to 18.7 billion

square feet. !is is the

strongest industry growth

since 2004, reported Cata-

lina Research.

!e acceleration in

industry growth over the

past year was primarily

due to the sharp increase

in new and existing home

sales as consumers took

advantage of historically

low interest rates. Builder 'ooring spending

led the way with an estimated 19 percent

increase as new residential square footage

construction rose by some 20 percent. At

the same time, a 9.4 percent increase in

existing home sales contributed to an esti-

mated 7 percent gain in residential replace-

ment spending. Even non-movers began to

increase 'ooring spending along with rising

home prices, increasing personal income

gains and a rising stock market.

U.S. 'oor coverings sales growth would

have been even sharper if not for the slug-

gishness in commercial market sales. Com-

mercial market 'oor covering spending

is estimated to have increased by only 4.6

Gains made: Strongest since ‘04
percent in 2013. !e increase in commercial

sales bene;ted from the 5.2 percent increase

in private nonresidential building construc-

tion spending, which was partially oVset

by the 9.4 percent drop in public building

construction spending.

Hard surface flooring

continued to make addi-

tional inroads in 2013,

reported Catalina. Hard

surface flooring is esti-

mated to account for 49.3

percent of total dollar

sales and 43.4 percent

of total square foot sales

in 2013. This is up from

47.9 percent and 42.5

percent, respectively, in

2012. Hard surface floor-

ing could have captured

more than 50 percent of

total industry dollar sales

in the fourth quarter of 2013. In 2013, hard

surface flooring sales are estimated to have

increased by 10.2 percent in dollars and

7.5 percent in square feet. For soft surface

flooring, the figures were up 4.2 percent

and 3.9 percent, respectively.

Hard surface sales growth received a

boost from its higher dependence on the

builder market. This is especially true in

the growing ceramic tile, wood flooring

and resilient flooring sectors. Homeowners

are also increasingly turning to hard surface

'ooring when undertaking 'ooring replace-

ment jobs. Consumer tastes are changing

as hard surface 'ooring manufacturers

Continued on page 4
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introduced innovative products such as

click-installed luxury vinyl tile, wood plank

visuals in porcelain tile and easy to install

engineered wood flooring.

Consumers are increasingly turning to the

value retailers — home centers and value

hard surface <ooring chains — as they take

on an increasing number of do-it-yourself

<ooring replacement projects. To meet con-

sumers’ pricing expectations, these retailers

Gaines made
Continued from page 1

U.S. floor covering market sales value
(in millions of dollars)

Product sector 2009 2010 2011 2012 2013 % change

Carpet & area rugs $9,287 $9,393 $9,505 $9,764 $10,174 4.2%

Hardwood Iooring 1,506 1,784 2,051 2,184 2,446 12.0%

Ceramic Ioor & wall tile 1,909 2,084 2,210 2,347 2,654 13.1%

Laminate Iooring 901 893 894 908 922 1.5%

Vinyl sheet & Ioor tile 1,818 2,000 1,938 2,195 2,434 10.9%

Other resilient Iooring
1

264 256 229 247 264 6.9%

Stone Iooring
2

1,079 1,062 1,064 1,110 1,186 6.9%

Source: Catalina Research

1 Other resilient includes cork, rubber, other plastics and linoleum.

2  Natural stone.  Excludes manufactured and engineered stone.

Table 1

U.S. floor covering market sales volume
(in millions of square feet)

Product sector 2009 2010 2011 2012 2013 % change

Carpet & area rugs 10,601 10,686 10,221 10,197 10,598 3.9%

Hardwood Iooring 803 901 1,031 1,097 1,149 4.7%

Ceramic Ioor & wall tile 1,848 1,992 2,078 2,212 2,406 8.8%

Laminate Iooring 912 958 950 964 996 3.3%

Vinyl sheet & Ioor tile 2,784 2,860 2,579 2,801 3,066 9.5%

Other resilient Iooring
1 280 250 205 201 209 4.0%

Stone Iooring
2 271 260 262 277 294 6.1%

 Source: Catalina Research

1 Other resilient includes cork, rubber, other plastics and linoleum.

2  Natural stone.  Excludes manufactured and engineered stone.

Table 2

2013 floor coverings
square foot sales
Total: 18.73 billion square feet

16.4%

12.9%

56.6%

6.1%

1.6%

Chart 2

5.3%

Carpet &

area rugs

10.60 billion

Ceramic floor &

wall tile

2.41 billion

Vinyl sheet &

floor tile

3.07 billion

Laminate flooring

1.00 million

Hardwood flooring

1.15 million

Stone flooring

0.29 million

Other resilient*

0.21 million

Source: Catalina Research

*Cork, other plastics, rubber, and linoleum.

1.1%

Source: Catalina Research

Note: Stone flooring was added as its own category and is reflected in sales

figures starting in 1997. Rubber flooring was removed as its own category

and is reflected in “other resilient flooring” sales figures starting in 2011.

Graph 1

20 years of floor covering sales value
(in billions)
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Floor Covering Weekly collaborated with Cata-
lina Research for this 22nd annual statistical
analysis of the U.S. floor covering market. 
Catalina compiled and analyzed data from
the U.S. Department of Commerce, the Bureau
of Labor Statistics and proprietary sources to
provide the flooring market trends in this issue.

In this year’s statistical report, sales of
hardwood and resilient flooring were revised
for years 2010 to 2012 based on revisions of
U.S. Department of Commerce domestic plant

shipments. All 2013 numbers, however, are pre-
liminary (except exports and imports) and are
subject to revision.

U.S. market sales are in manufacturers’
dollars and exclude installation costs.

Note also that numbers in Tables 1 and 2
have been rounded. More detailed calcula-
tions appear in each product section.

All retail information is courtesy of Jon-
athan Trivers’ exclusive marketWise report.
Product sales are derived from Catalina’s
numbers. Numbers for “Who sells it: Who
the customer pays” come from the Economic
Census of Retail report.

Methodology
are increasing their sourcing of competitive-

ly-priced foreign-made <ooring. In 2013, the

dollar value of U.S. <oor coverings imports

increased by 13.1 percent. As a result,

imports’ share of total dollar sales rose to 33.4

percent, up from 31.6 percent in 2012. On a

square foot basis, imports’ share is 37.5 per-

cent and 35.4 percent, respectively. Import

penetration rates are above these rates in the

relatively strong growing ceramic tile, resil-

ient <ooring and wood <ooring product

lines. Oe leading sources of foreign-made

<ooring were located in China, India,

Canada, Mexico and Turkey. FCW
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marketWise

By Jonathan Trivers

Seven, the fourth prime number, is not only 

a Mersenne prime (since 23  −  1  =  7) but 

also a double Mersenne prime. (�ank you 

Google.) When rolling two standard six-

sided dice, seven has a six in 36 probability 

of being rolled (1–6, 6–1, 2–5, 5–2, 3–4, or 

4–3), the greatest of any number. Seven is a 

lucky number. For 2013 in the �oor covering 

industry, 7 percent (actually plus 7.1 percent) 

was the amount of dollar increase the entire 

industry experienced. And that was not due 

to luck but perseverance, a great housing 

market and a strong commercial sector.  

For retailers this year, plus 7.1 percent 

in sales (See Table 4) is the benchmark. It 

should be the beginning of very good sales for 

some years to come. �ere were six factors 

that drove this sales increase: new home sales, 

existing home sales, increase in home values, 

low interest rates, growth in stock portfolios 

and new innovative products.

New home sales were 428,000 units 

which represented a plus 16.8 percent 

increase over 2012. The average price 

(median) increased by plus 9.1 percent to 

$265,800. Fully 40 percent of all new homes 

sold were valued at more than $300,000; 

and 16,000 new homes sold were valued at 

more than $750,000. The high end market 

for new homes is outpacing new home sales 

in general. Double good news — average 

Seven is a good and lucky number

size of new homes increased also. 

Existing home sales grew by plus 9.2 

percent to 5,090,000; and the median price 

of existing home sales increased by plus 9.2 

percent to $197,100.   

Even though interest rates increased during 

the year, they remained at historically low 

2013 floor covering industry sales
(in billions) $54.4 billion

Product Labor Total

$ Sell GP % $ Sell GP % $ Sales GP %

Carpet $13.4 32.0% $3.3 21.1% $16.7 29.9%

Vinyl $5.0 35.0% $2.2 25.0% $7.2 31.9%

Ceramic tile $5.5 35.0% $7.4 30.0% $12.9 32.0%

Stone/marble $1.2 35.0% $1.8 35.0% $3.0 35.0%

Wood $4.2 33.3% $2.3 26.0% $6.5 30.8%

Laminate $1.8 28.0% $.9 20.0% $2.7 25.9%

Carpet cushion $.9 28.7% N/A N/A $.9 28.7%

Installation 
materials

$1.4 35.7% N/A N/A $1.4 35.7%

Total installed 

products

$33.4 32.9% $17.9 27.4% $51.3 31.0%

Area rugs $3.1 35.5% N/A N/A $3.1 35.5%

Total !oor covering $36.5 33.0% $17.9 27.4% $54.4 31.1%

Source: marketWise

Table 3

levels. Getting mortgages still remained di!-

cult — at the end of the year 40 percent of all 

existing home sales were cash. �e number of 

foreclosures dropped dramatically; these were 

cash sales for all homes on the market not just 

the low hanging fruit.

As housing values increase, so does 

investment in the home. Those that are 

staying put are now spending on those 

projects they have delayed for the last five 

years. All home improvement, including 

flooring, experienced an almost double 

digit increase in 2013. And as household’s 

stock portfolio improved so did the psy-

chology to buy now.

Last but not least is the factor of product 

innovation on industry sales. �is a"ects 

residential replacement and to a lesser extent 

commercial �ooring. It is obvious with earth 

shattering ideas like the iPad. Its sales and 

the sales of all those imitators that came in 

second were phenomenal. Luxury vinyl tile 

(LVT) might not have the same awesome 

impact on our industry but a new product 

type like LVT has surely helped. And all 

the improvements in installation materials 

take away the “fear” of customers making a 

mistake or of slipshod installation. And thin 

tiles are a new story for ceramic tile. Clearly 

the research and development that continued 

for so many manufacturers during the worst 

of times is paying o" now. She sees the cre-

ativity and improvements and is impressed.  

�e counterpoint to this good news was the 

slow growth of commercial which is estimated 

to be up only around plus 3 percent. �at’s 

pretty good when you consider the 10 percent 

drop in public building construction spending.

Key chapters of 2013 marketWise are:

▶Home Depot and Lowe’s — the real story

▶ Incredible growth of niche retailers

▶Hard surface market share growth is unabated

▶ Improved gross pro#t

Remember the good old days? Fourteen #ber 

suppliers with briefcases full of money for 

promotions; 300 carpet mills complaining 

about #ber supplier dominance; Armstrong 

with Mannington and Congoleum quibbling 

about who was second to Armstrong; all 

�ooring came through �ooring distributors. 

Typical balance of sale of a �ooring retailer — 

75 percent carpet, 20 percent vinyl, 5 percent 

for everything else. (Wood was sold only in 

new homes usually by contractors; ceramic 

tile was sold in new homes and commercial 

— both controlled by contractors.)

Why did the product balance of sale 

change? For their #rst home, Baby Boomers 

loved to put a really cheesy avocado green cut 

and loop carpet over their beautiful oak wood 

�oor. No siree, they didn’t have to wax and 

polish their carpet. Sure they got a shock when 

they hugged their children but mom just vac-

uumed once a week and the cheesy avocado 

carpet stayed cheesy for a very long time.

It was the same Baby Boomers who 

changed their purchase behavior later in life. 

Maybe it was the selling of 17 trillion zillion 

square yards of beige plush carpet that tired 

them out or that vinyl was priced where it was 

more expensive than ceramic tile, but what-

What we sell
ever the reason, the shi% for di"erent �ooring 

was on for all three end-user markets. 

Floor covering retailers added wood and 

this new category called laminate. �en they 

added ceramic tile to their assortment fol-

lowed by porcelain, then stone/marble/granite 

and #nally the totally revitalized vinyl with 

#berglass backing and luxury vinyl tile (LVT). 

�e amount of creative designs and product 

innovation matched by installation material 

improvements continued to feed the customers 

interest and enjoyment of hard surface �ooring.

2013 was no di"erent than the last 15 years 

or so; except for two years in that period hard 

surface as a total category has outsold carpet 

and thereby gained market share over carpet.  

Twenty years ago, carpet commanded a 

62 percent market share (product, labor and 

installation material needed to complete the 

job); wood was 8 percent but almost all of it was 

being sold and installed in new homes; ceramic 

tile as 18 percent but almost all of it was being 

sold and installed in new homes and commer-

cial contract job. Vinyl was at 12 percent and 

was sold to all three end user markets.

For 2013, carpet had a good increase but it 

was a little over half the increase of all other 

hard surface products except laminate. (See 

Table 4.) Carpet now has a 34.3 percent market 

share. (See Table 5.) �is is not units or just 

product sales but what the customer pays for a 

Table 4

2013 product sales growth
(Sales in billions; product + labor)

2008 2009 2010 2011 2012 2013
% increase

over last year

Carpet $18.3 $15.0 $15.3 $15.6 $16.0 $16.7 +4.4%

Vinyl $5.5 $5.0 $5.4 $5.7 $6.5 $7.2 +10.8%

Ceramic tile $11.4 $9.5 $10.3 $10.9 $11.6 $12.9 +11.2%

Stone/marble $3.4 $2.7 $2.7 $2.7 $2.8 $3.0 +7.1%

Wood $5.8 $5.0 $5.4 $5.6 $6.0 $6.5 +8.3%

Laminate $3.4 $2.8 $2.7 $2.7 $2.7 $2.7 Even

Installation 
supplies

$2.4 $2.0 $1.9 $1.9 $2.2 $2.3 +4.6%*

Rugs $4.0 $3.0 $3.0 $3.0 $3.0 $3.1 +3.3%

Total $54.2 $45.0 $46.7 $48.1 $50.8 $54.4 +7.1%

*Actual increase; we adjusted installation supply sales as they were under-reported.

**Actual percent increase 2012 over 2011

Source: marketWise

complete installed carpet job.  

�e change in customer taste is clear as 

it was for key carpet manufacturers. �ey 

have embraced the change and both Shaw 

and Mohawk are key suppliers of all hard 

surface products.

�ere is a natural ripple e"ect — cus-

tomer buys a new �ooring product for the 

home; she tells her friends but because she/

he works outside the home there is interest 

in the product for their work environment. 

Crossover interest is created and sales start 

coming from areas not considered initially 

by manufacturer.

LVT is right there in that sweet spot where 

all sorts of buyers are going to discover this 

cool new product. As of the end of 2013, there 

Continued on page 6
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marketWise

Table 5

2013 market share installed products

2008 2009 2010 2011 2012 2013

Carpet 38.8% 38.2% 37.1% 36.6% 35.4% 34.3%

Vinyl 11.2% 12.1% 12.6% 12.9% 14.0% 14.4%

Ceramic tile 24.3% 24.0% 24.9% 25.5% 25.7% 26.7%

Stone/marble 7.0% 6.7% 6.4% 6.2% 6.0% 6.0%

Wood 11.7% 12.1% 12.6% 12.6% 13.0% 13.1%

Laminate 7.0% 6.9% 6.4% 6.2% 5.9% 5.5%

Note: These market share numbers were computed from the sales of product, labor and the installation materials used for that product category.

Source: marketWise

is probably more manufacturing capacity 

planned than there is available square feet of 

�ooring needs for years to come. But that is not 

stopping manufacturers. Multi-family projects 

love this, new single homes are seeing the value 

of this in their model homes, existing home 

customers see this as a great alternative to wood 

or laminate and Main Street commercial is 

�nding more uses for LVT.

Carpet has modular carpet for commercial, 

so� carpet and “this is not your dad’s” polyes-

ter. And what will Millennials want when they 

enter the �ooring market? Could be carpet.  

It is our view that carpet will stay where it 

is and then begin to improve in market share. 

�at is our guess. But it will only come if 

there are creative solutions and designs.

Table 6

Who sells to the three end-user markets
(in billions)

Residential

Replacement
Builder Commercial Total

Floor covering stores $16.5 $2.2 $6.3 $25.0

Home improvement $8.1 $0.5 $0.4 $9.0

Hard surface stores $5.0 $0.5 $0.4 $5.9

Internet, non-store $1.1 N/A $0.1 $1.2

Other, furniture, 

department, discounters, 

home furnishing stores

$1.8 N/A N/A $1.8

Contractors N/A $4.7 $6.8 $11.7

Total ($) $32.5 $7.9 $14.0 $54.4

% to total 59.8% 14.5% 25.7% 100.0%

Source: marketWise

Table 7

Who sells it: Who the customer pays
(in billions)

2008

(%)

2009

(%)

2010 

(%)

2011

(%)

2012

(%)

2013

(%)

2013

($)

Floor covering stores 54.2 53.6 49.7 46.4 46.3 46.0 $25.0

Home improvement

- Home Depot

- Lowe’s

14.4 16.0 16.7 17.3 17.3 16.5 $9.0

7.5 8.8 9.9 9.4* 9.4* 9.2 $5.0

5.5 7.2 7.5 6.0* 5.7* 5.5 $3.0

Hard surface stores 6.5 6.9 10.1 10.6 11.0 10.9 $5.9

- Lumber Liquidators 1.8 $1.0

Internet, non-store N/A N/A 2.1 1.9 2.2 2.2 $1.2

Other, furniture, 
department, 
discounters , home 
furnishing stores

5.0 4.4 4.3 3.9 3.5 3.3 $1.8

Contractors 19.9 19.1 17.1 19.9 19.7 21.1 $11.5

Total ($) 100 $54.4

*Revised to reflect 10-K reported sales

Source: marketWise

Improved gross pro�t

Neither the Census nor Catalina has any 

quantitative data for gross pro�t. �e WFCA’s 

annual analysis o!ers gross pro�t information, 

however the sample is not totally representa-

tive of our industry. Our data comes from a 

small number of retailers — it is anecdotal.

�e sense is that all product categories felt 

less gross pro�t pressure than in the past �ve 

years. And retailers felt they could get more 

for their products. �ey needed it to continue 

with their advertising and marketing; the 

opportunities to do so were found in every 

product category due to the ever increasing 

product improvements and innovation.

Constant product innovation is the key 

component for retailers to increase their mar-

gins. From improved setting materials to 

polyester carpet to large format ceramic tile, 

�ooring retailers made a margin move. Hope-

fully they won’t begin to give it back. FCW

What we sell
Continued from page 5

marketWise uses the Economic Census 

report (Product Sales by Kind of Busi-

ness) as the base for all our calculations. 

This report comes out every five years; in 

the intervening years we rely on Catalina 

Research. For information for the specific 

larger retailers (Home Depot and Lowe’s) 

we listen to many hours of presentations by 

executives of the company (earnings con-

ference calls and presentations to investor 

conferences) and 10-K filings to SEC. Even 

with all that checking and re-checking it 

has not been pretty.

Home Depot and Lowe’s: The real story

Until this year, Home Depot did not 

break out its sales by sales category. Lowe’s 

did but only used a full percentage (6.6 

percent became 7 percent) to describe their 

sales by category. We listened to Lowe’s say 

they gained market share in �ooring and 

that they sold more wood and laminate than 

Home Depot. And we subscribed to the 

notion that Lowe’s was more female friendly 

and therefore would sell more �ooring, 

especially carpet, as she is the primary buyer 

of same.  

Yep, we were naïve — we didn’t think 

retailers ever stretched the truth! In so doing 

for the last two years we overstated Lowe’s 

sales and understated Home Depot’s. Now 

we have their specific dollar sales by floor-

ing for this year and the previous two years. 

(See Table 7) We have backed out flooring 

sales from stores located in foreign coun-

tries. Pure U.S. product sales and labor are 

included in their numbers. (The total for all 

home improvement was not changed as the 

net difference was minimal.)

What have we learned with these num-

bers? Lowe’s has been struggling in their 

flooring division. Its 2013 flooring sales 

($3 billion) is below their 2008 flooring 

sales ($3.2 billion). In that time span, the 

company has grown by 10.4 percent and 

the flooring industry has just reached the 

sales level of 2008. What all this means is 

that Lowe’s has lost share of sales in the 

store (today flooring is less important to 

Lowe’s as a percent to total Lowe’s sales) 

and Lowe’s has lost market share in the 

flooring industry.  

Lowe’s sales increase (2013 over 2012) 

is the same as the flooring industry. This 

was the first year Lowe’s had the exclu-

sive for Stainmaster (Home Depot has 

Martha Stewart) and they continued to use 

throughout the year the really awful “labor 

free or almost free” promotion for carpet.  

On the other hand, Home Depot has 

maintained higher percent sales to store 

and higher market share in the flooring 

industry. Home Depot sells more flooring 

per store than Lowe’s and has more stores. 

Its market share in the flooring industry 

for 2013 is 9.2 percent versus 5.5 percent 

for Lowe’s. (See Table 7.) However, Home 

Depot’s sales increase for 2013 over 2012 

was only 4 percent and that is with a full 

year of the “free labor or almost free” whole 

house carpet installation promotion.

Home Depot and Lowe’s are the largest 

sellers of flooring in the U.S. Certainly they 

should not be underestimated but neither 

should they be given credit for a 25 percent 

share of the market or even larger as some 

flooring executives want to claim. Lowe’s 

has room for more stores but Home Depot 

is pretty much saturated. Now Home 

Depot must rely on organic growth with 

good gross margin. We shall see.

Incredible growth of niche retailers

The four largest flooring retailers are 

all niche marketers: Lumber Liquidators, 

Empire Today, Floor and Décor and The 

Tile Shop. The sales of these four retailers 

are more than the total sales of the top 35 

full line floor covering stores. And all four 

started with single entrepreneurs and have 

blossomed after serious dollar investments 

were made by private equity firms. Cold 

Who sells it

Continued on page 7
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Table 8

U.S. floor covering imports value
(in millions of dollars)

Industry Sector 2009 2010 2011 2012 2013

Carpet & area rugs
1

$1,580.8 $1,859.3 $2,032.7 $2,171.6 $2,300.4

Hardwood !ooring 489.9 632.6 702.3 834.3 989.1

Ceramic !oor &  

wall tile

1,203.4 1,275.8 1,325.2 1,441.2 1,724.7

Resilient

  Vinyl sheet & !oor tile 613.8 728.8 764.4 877.3 1,055.3

  Other resilient2 95.4 109.6 117.2 100.5 105.4

Laminates3 461.9 476.2 419.2 495.8 522.6

Total imports $4,445.2 $5,082.3 $5,361.0 $5,920.7 $6,697.5

Year-to-year change -20.4% 14.3% 5.5% 10.4% 13.1%

Table 10

U.S. floor covering exports value
(in millions of dollars)

Industry Sector 2009 2010 2011 2012 2013

Carpet & area rugs1 $850.5 $999.2 $1,066.6 $1,095.4 $1,112.1

Hardwood !ooring $102.7 $130.7 $136.9 $144.7 $128.1

Ceramic !oor &  

wall tile

$50.3 $50.3 $52.5 $55.7 $52.3

Resilient

  Vinyl sheet & !oor tile $141.6 $163.8 $176.8 $153.7 $148.3

  Other resilient2 $34.3 $40.9 $40.4 $37.5 $37.8

Total exports $1,179.4 $1,384.9 $1,473.2 $1,487.0 $1,478.6

Year-to-year change -21.7% 17.4% 6.4% 0.9% -0.6%

2013 Imports/Exports

Table 9 Table 11

U.S. floor covering exports volume
(in millions of square feet)

Industry Sector 2009 2010 2011 2012 2013

Carpet & area rugs1 785.3 947.3 1,009.4 980.3 1,064.4

Hardwood !ooring 48.3 56.8 59.1 61.0 54.4

Ceramic !oor &  

wall tile

55.6 50.8 53.7 57.3 50.8

Resilient

  Vinyl sheet & !oor tile 310.5 377.6 363.3 335.0 263.5

  Other resilient2 70.9 76.7 74.7 73.4 70.2

Total exports 1,270.6 1,509.2 1,560.2 1,507.0 1,503.3

Year-to-year change -22.5% 18.8% 3.4% -3.4% -0.3%

Export Key

1  Includes imports of roll goods, bath mats, area rugs, auto and aircraft carpeting and artificial grass.

2  Includes imports of flooring made of other plastics, rubber and other materials.

Source: U.S. Department of Commerce

Catalina Research

U.S. floor covering imports volume
(in millions of square feet)

Industry Sector 2009 2010 2011 2012 2013

Carpet & area rugs1 1,654.7 1,960.7 1,956.5 2,075.0 2,153.3

Hardwood !ooring 282.4 330.9 371.4 423.3 538.9

Ceramic !oor &  

wall tile

1,331.8 1,393.2 1,408.7 1,490.3 1,721.7

Resilient

  Vinyl sheet & !oor tile 1,247.4 1,335.2 1,251.8 1,581.5 1,826.7

  Other resilient2 227.7 213.5 161.9 153.4 167.2

Laminates3 486.0 522.7 454.8 557.5 612.8

Total imports 5,230.0 5,756.2 5,605.1 6,281.0 7,020.6

Year-to-year change -12.0% 10.1% -2.6% 12.1% 11.8%

Import Key

1  Includes imports of roll goods, bath mats, area rugs, auto and aircraft carpeting and artificial grass.

2  Includes imports of flooring made of other plastics, cork, linoleum, rubber and other materials.

3 Estimated by Catalina Research, Inc.

Source: U.S. Department of Commerce

Catalina Research

eyed, analytical and very protective of their 

cash stash, these private equity companies 

each saw something about the operations 

of these niche flooring retailers that made 

it worthwhile to invest in. In their mind, 

they saw the future of flooring or at least 

the future that would make them money.

Empire Today is 50 plus years old; 

Lumber Liquidators is 20 years old; The 

Tile Shop is 18 years old and Floor and 

Décor is 13 years old. But they are all really 

just 10 years old or so. That’s about when 

the folks outside of the industry decided 

to invest in the industry by investing in 

these companies. Ten years ago, the sales 

of these four retailers were about $250 mil-

lion; today, these four rang up $2.3 billion 

in total sales. Yes, they have grown tenfold 

and part of that time was spent ducking as 

our economic world fell apart.  

�e common wisdom has been that 

�ooring specialty stores beat out Sears, 

department stores and home furnishing 

stores because these specialty stores only 

carried and sold �ooring. Nothing else. �ey 

were the specialist and they had the superior 

assortment, superior product knowledge 

and superior installation. And all those 

competitors have pretty much vanished.  

Lumber Liquidators, Floor and Décor 

and �e Tile Shop are the new specialist. 

�eir claim is the same as the general �oor-

ing store was to Sears: Lumber Liquidators 

only sells wood and therefore its assortment 

is superior as is their knowledge. �e same 

for Floor and Décor (for ceramic) and �e 

Tile Shop (for ceramic). And she believes 

that for them as she did for the �ooring store 

versus Sears, etc.

Of course the hard surface products came 

of age a little more than 10 years ago and 

took market share from carpet for all that 

time. �e investors saw the power of the 

retailer’s “narrowcasting” story and new 

trend in hard surface. �e rest is history.  

Empire Today is a direct seller. No stores, 

but incredible convenience for the customer. 

“We’ll come to you with our store and if you 

choose carpet we can install it the next day.” 

�at’s what Empire Today has been mar-

keting for the last 10 years. It’s not low end 

dreck. Good products with the ultimate in 

convenience. With both parents working and 

time their most valuable commodity (because 

it is so scarce), Empire Today’s promise was 

compelling. �ey went through a very tough 

patch during the terrible downturn; they 

have weathered the storm and are expanding 

into new markets. It appears that they are 

servicing about 70 metropolitan areas. (At 

the worst they were down to 35 metropolitan 

areas.) And they have narrowed their prod-

uct assortment and now just carry �ooring 

and window treatments.

�e three bricks and mortar chains all 

carry inventory. Although they o�er many 

lines as a custom order, more than 90 per-

cent of their sales come from inventory. 

How important is it to have inventory espe-

cially of hard surface products? If Home 

Depot and Lowe’s are any example of a full 

line of �ooring assortment but with heavy 

emphasis on hard surface inventory, it is 

very important. �e Census of Retail tracks 

increase by product type and home centers 

experienced. From 2002 to 2007, �oor cov-

ering stores had a 65 percent increase in 

wood �oor sales while home centers had a 

666.6 percent increase!

As o�en as not, a “narrowcasting” retailer 

gets pressure for sales growth from existing 

stores and so they look for new products. 

Floor and Décor added wood and now kitchen 

cabinets. Lumber Liquidators has added instal-

lation, laminate, luxury vinyl tile and it is testing 

ceramic tile in Spring 2014. All it takes is carpet 

and they will be a full line �ooring store.  

That’s the cycle of retail. FCW  

Who sells it
Continued from page 6
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Whatever your customer’s budget, lifestyle, 
or decorating style – she can get the look and feel 

of real wood from Mannington.

Riverside in NaturalWilderness in Dry Kindle
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Avalon in Cabana Brown
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Tile & Stone

By Megan Salzano

With a manufacturer dollar sales increase 

of 13.1 percent and a square foot sales 

increase of 8.8 percent, the ceramic tile cat-

egory posted the floor covering industry’s 

strongest growth for 2013.

According to Catalina Research, ceramic 

sales for 2013 posted at $2.7 billion in sales 

and 2.4 billion square foot sales. 

“Our company, and our industry as a 

whole, is on track and moving in the right 

direction in terms of growth in sales and tile 

consumption,” said Lindsey Waldrep, vice 

Tile leads sales growth, grabs more market share
president of marketing, Crossville. “Follow-

ing the economic downturn of recent years, 

we have welcomed reasonably paced pro-

gression — the kind of growth that’s lasting 

and not impacted by market whims.”

According to Jason Roshel, senior 

director of product strategy, Daltile and 

Mohawk, the company predicted the resur-

gence in the ceramic and stone industries 

and has been very aggressive in launching 

new, cutting edge series over the last sev-

eral years in order to take advantage of the 

anticipated growth. “In 2013, new product 

sales, as measured by the percent of overall 

sales, were one of the highest in the history 

of our company, and that played a key fac-

tory in driving our overall growth.”

Roshel added that ceramic tile continues 

to reign as one of the most favored design 

staples in the floor covering industry 

because of its performance, design versa-

tility and ease of maintenance. “Buyers are 

becoming savvier and are not just looking 

for beauty, but also quality — a true advan-

tage that has spurred ceramic tile’s contin-

ued growth,” he said.

Waldrep agreed, adding that the increas-

ing popularity and consumer preference 

for tile is good news long term.
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Ceramic tile is estimated to have

accounted for 13.2 percent of total floor

coverings dollar sales and 12.9 percent of

total industry square foot sales in 2013.

This is up from 12.5 percent each for dollar

and square foot share in 2012.

In addition, ceramic tile beneAted from its

ties to the surging builder market, which saw

an 18.5 percent increase in starts in 2013.

Raj Shah, president of MS International

(MSI), said, “Le housing sector has signiA-

cantly rebounded. Lere is a large backlog of

home improvement projects that are now being

executed as they are more and more considered

an investment rather than an expense.” Shah

added that new home builds are at a Ave year

high, and it is no longer the opening price point

option that is being purchased by builders but

diPerentiation is what is sought aQer. Shah also

attributes  the increase to historically low inter-

est rates, which allow for more aPordable home

improvement project.

Ceramic tile market value and volume
(in billions)
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Ceramic tile exports value and volume
(in millions)

Chart 13

Ceramic tile imports value and volume
(in millions)

2000

1600

1200

800

400

0
2009 2010 2011 2012 2013

$
 1
,4
4
1

1
,4
9
0

$
1
,7
2
5

1
,7
2
2

$
1
,2
0
3

1
,3
3
2

$
1
,2
7
6

1
,3
9
3

$
1
,3
2
5

1
,4
0
9

Market sales Square feet

Chart 12

Source: U.S. Department of Commerce

Catalina Research

$
5
2
.3

5
0
.8

Changes in design trends, said Shah, are

happening extremely quickly and spurring

significant inspiration for consumers. “The

additional inspiration is translating into

industry growth,” he explained. He added

that the significant investments being made

in the category by retailers also shows con-

fidence in the long term growth.

However, manufacturers agreed that per-

haps the most inSuential factor is technology.

“It has been exciting to observe the changes

in the tile industry, especially in terms of

product innovation and technology. It has

been an amazing evolution — one that is

rapidly changing every day,” said Roshel.

These advancing technologies, such

as high definition printing, allow man-

ufacturers to offer enhanced visuals and

textures including new stone and wood

looks that are popular with residential and

commercial users.

“Technology is quickly changing with

ink jet and HD printing enabling faster

changes in look, feel and overall design.

Technology is also enabling products and

applications that were not available in the

past including larger format tiles and even

slabs,” said Shah.

Waldrep said that with advanced capa-

bilities, Crossville is creating more unique

products than ever before that appeal

broadly across residential and commercial

markets. “The possibilities are opening the

eyes of product specifiers, designers and

consumers to the versatility of tile unlike

ever before,” she said.

Roshel added that Daltile continues to

invest in manufacturing capabilities with

newer, faster and more technologically

advanced equipment as well as expanding

its porcelain capacity in the U.S. to ensure

that it’s providing customers with the

products and service they require to grow

their sales with the end-use customer.

Ceramic tile has made these inroads

while posting average selling price increases

in 2013 above the average of other flooring

products, increasing by 3.8 percent. This

compares to a 0.9 percent gain for all floor

coverings products. Some of the increase

in average manufacturer selling prices

2013 key points
Tile & Stone
▶The ceramic tile sector is estimated to have

experienced some of the strongest industry

growth in 2013 with manufacturing dollar

sales estimated to have increased by 13.1

percent and square foot sales by 8.8 percent.

▶Tile increases were affected by the sec-

tor’s relatively heavy dependence on the

surging builder market, which saw an 18.5

percent increase in starts.

▶Ceramic tile is estimated to have account-

ed for 13.2 percent of total floor coverings

dollar sales and 12.9 percent of total indus-

try square foot sales in 2013, up from 12.5

percent each in 2012.

▶2013 ceramic tile selling prices increased

by 3.8 percent. Advancing technologies uti-

lizing high definition printing technology ca-

pable of creating stone and wood looks gave

a boost to tile and supported this increase

in sales price. The average ceramic tile man-

ufacturer selling price is estimated to have

been $1.10 per square foot in 2013 and

$4.03 per square foot for stone flooring.

▶Average import prices were $1.84 per square

foot in 2013 (a 6.6 percent decline from the

year before), compared to an estimated $2.28

per square foot (12.9 percent increase over

2012) for domestically-produced products.

▶Stone flooring sales, in manufacturer dol-

lars, are estimated to have increased by 6.9

percent in 2013 while square foot sales

could have increased by 6.2 percent.

could be due to the growing popularity

of higher-priced porcelain tile with stone

and wood looks. Ceramic tile prices also

strengthened due to rising material costs.

“Trends for growth stem from a dou-

ble-pronged desire for technically advanced

products and very authentic products with

Continued on page 18

Tile leads
Continued from page 15
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Engage with advanced UniFit® Locking Technology features the fastest installation

system ever. Simply position the flooring panels together, then tap the end joint to

lock in place— it’s that easy. For unmatched performance, durability and the fastest,

easiest installation, look for Engage with UniFit® Locking Technology by Metroflor.

Introducing EngageTM with UniFit® Locking Technology 

Got a minute?  
See UniFit® Locking Technology in action! 888-235-6672  | metroflorengage.com

Connect the tongue with 
the groove on the long side

of the plank

Slide plank until the 
white UniFit® end joint

touches the short end joint
of the adjacent plank

Square the long side of plank 
using the Prevail™ Tapping Block,

then gently tap the UniFit® end
joint into place with a mallet

UniFit® Locking Strip

long life cycles. �e tiles of today o�er both 

of those characteristics, appealing to a wider 

audience with both commercial and resi-

dential designers,” Waldrep said. “Post-re-

cession people are looking to make wise and 

grounded investments and the materials 

chosen re�ect this. �ere is a balance with 

being current and stylistically classic and tile 

embraces that balance.”

Shah added that online technologies are 

also changing and influencing sales. “On 

the marketing and merchandising front we 

are seeing numerous changes in the medi-

ums that are being used by consumers. The 

web, social media, etc. are becoming the 

dominant marketing channels for prod-

ucts,” he said.

He also said that the entire supply chain 

from producer to consumer is becoming 

more integrated, with information being 

passed much quicker and in a more trans-

parent fashion. “No longer is there a 90 

to 120 day waiting period for tiles. Many 

retailers are switching to a cash and carry 

format in order to reduce these wait times. 

The web is producing affordability and 

accessibility that we have not seen in the 

past,” he said.

However, with changing capabilities 

and updated technologies some challenges 

occur. “Innovations bring learning curves, 

not just for those of us who manufacture 

tile but for those who sell, design with, 

install and select tile, too,” Waldrep said. 

Waldrep added that, because of this, 

Crossville is committed to market educa-

tion, and its work with installers is a prime 

example. Crossville has supported the 

growth of the large format, thin porcelain 

panel category by offering workshops for 

installers nationwide, as well as online 

training guides and how-to videos on 

YouTube. “Crossville has always focused 

on education and the sharing of product 

knowledge, and as our industry grows and 

changes, we will continue to share insights, 

know-how and information,” she said.

Stone sales rise

Stone flooring, described by the Catalina 

report as modular tiles, excluding engi-

neered and manufactured stone, manufac-

turers and marketers have also benefited 

from the recovery in the housing market 

and increased demand for higher-end 

flooring products.  

In 2013 stone flooring sales, in man-

ufacturer dollars, are estimated to have 

increased by 6.9 percent and square foot 

sales could have increased by 6.2 percent. 

However, ceramic tile sales increases have 

been almost double those for stone because 

ceramic tile prices are significantly lower. 

The average ceramic tile manufacturer sell-

ing price is estimated to have been $1.10 

per square foot in 2013 versus $4.03 per 

square foot for stone flooring.  

According to Roshel, stones’ timeless-

ness continues to boost sales and is part of 

the reason it remains a staple in building. 

“For thousands of years natural stone has 

been admired for its ability to add 

unmatched elegance and character to any 

design due to its naturally varied appear-

ance that cannot be perfectly replicated,” 

he said. FCW

Ceramic tile by
end-use market
(Total: $2,654.3 million)
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impact on the business.

We’ve experienced a higher

growth rate,” said David

Sheehan, vice president,

commercial hard surface,

Mannington Commercial, a

position he was promoted to

last February. Additionally,

Al Boulogne was recently

promoted to senior director,

commercial LVT.

The expansion in Madi-

son, announced in September 2013, will

play out in phases and quadruple capacity

adding capabilities the company did not

have before. Phase one is to be completed

by 2015 — construction is well on its way

with more than 600 tons of concrete and

steel in the ground, according to Sheehan.

In fact, there is equipment ready to be

put in place this April. “We are moving as

quickly as we can. It’s very aggressive,” he

said. In addition, there are other ideas the
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By Amy Joyce Rush

[Madison, Ga.] Just two

years ago, Mannington

Mills purchased Amtico,

the U.K.-based commercial

LVT supplier. Since then,

the company has integrated

the sales forces of Amtico

and Mannington Commer-

cial, streamlined operations,

brought more commercial

LVT manufacturing stateside and invested

in facility expansion and technology.

Most importantly, the company has

secured the leading position in the com-

mercial LVT market with some 42 percent

share, it reported.

The company is also well on its way

to reaching its long term goal of bring-

ing 100 percent of both residential and

commercial LVT production to the U.S.

“We’ve been on-shoring the commercial

part of the LVT line and it’s had a huge

Continued on page 28
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A view from atop one of the world’s largest L ooring manufacturers

By Santiago Montero

Je" rey Lorberbaum is not the typical chair-

man of the board of an S&P 500 company,

but then neither is the = nancial performance

of the company he leads. Even during the very

worst of times, he has quietly built Mohawk

into one of the world’s largest G ooring com-

panies, which earned Mohawk its S&P spot.

Meanwhile, the company’s stock price has

been on a tear and continues to rise even as

it invested hundreds of millions in R&D and

new facilities on its way to becoming a $10

billion company during the worst economic

recession of our time.

Lorberbaum has a di" erent pedigree; as the

son of two World Floor Covering Association

Hall of Fame Inductees — Alan and Shirley

Lorberbaum — he has been training for this job

his whole life. During his time at the helm, he’s

managed to grow through strategic acquisitions

and investments that Mohawk claims gives

it a 40 percent share in each of the domestic

laminate and ceramic markets; it owns Pergo,

arguably one of the best known brands in all of

G ooring; and, all of this has been done quietly,

methodically and with hardly any fanfare.

No wonder the market senses that neither

Lorberbaum nor Mohawk are quite done just yet.

Santiago Montero: Looking ahead, do you see

a need or opportunity for more acquisitions? If

so, what other product categories look attractive?

Je- rey Lorberbaum: Acquisitions are a sig-

ni> cant part of Mohawk’s ongoing strategy.

We primarily focus on acquisitions that we

can leverage with our present businesses to

expand our distribution, maximize asset

use or leverage our knowledge base. We use

acquisitions to go into new product cate-

gories like we did with Dal-tile in ceramic,

expand our participation in various chan-

nels such as Pergo to increase our laminate

business within the home center channel, or

to broaden our geographic reach such as we

did with Marazzi, which gave us a leading

presence in both the European and Russian

ceramic market.

By the end of 2014, we should have most of

the realignment of Marazzi, Pergo and Spano

in place.

We continually look for acquisition

opportunities that align with our flooring

business within our present geography or

in new markets around the world. We will

consider other product categories, but they

are a lower priority than those in flooring

where we have synergies.
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Montero: What is your investment strategy

going forward? Will we see you continue

building either onto existing facilities (or new

ones) or are you more likely to invest in new

processes (R&D) as you did with PET?

Lorberbaum: In 2013, we invested approx-

imately $400 million for new assets in our

present businesses, to enhance our product

oU ering, improve our processes and support

additional growth. In 2014, we plan to spend 25

Continue
d on pag

e 46

Jeffrey L
orberba

um

Vol. 63 No. 10 A Hearst Business Publication
May 26, 2014 $4

P
e
r
i
o
d
i
c
a
l

By Janet Herlihy

[Cartersville, Ga.] As Aqua&l USA nears

completion of its $25 million expansion to

increase its capacity to

extrude and process

Econyl, its proprietary

nylon 6 made entirely

from recycled materials,

the company is proving

that making and mar-

keting 100 percent recy-

cled nylon is &nancially

sustainable as well.

Franco Rossi, com-

pany president, noted

that in today’s economy

it is slightly more expensive to make nylon 6

through the Econyl system, “But some mar-

kets are willing to pay the diLerence in cost.

We believe that over time it will become less

expensive because, through the evolution of

technology, more improvements will make

the process more eNcient.”

Currently, Econyl accounts for 30 percent of

Aqua&l USA sales, with the remainder made up

of traditional nylon and some polyester. “Now,

Econyl is a premium, niche product,” Rossi

said. “Our goal is to become 100 percent Econyl

From %shnets to carpet, Aqua%l’s

newest nylon is 100% recycled
nylons. To do that, we must expand our capac-

ity and become more eNcient at collecting the

waste materials. Now, Econyl is made up of 50

percent postindustrial (PI) waste and 50 per-

cent postconsumer (PC)

waste. Ye PC is used

carpet and discarded

&shnets. Ye &shnets

are either discarded into

the ocean or in land&lls.

It’s a good raw material

because it is pure nylon,”

Rossi reported.

Aqua&l USA is a

manufacturer of a

variety of nylon 6 BCF

(bulked continuous

&lament) yarns, polymers and plastics. Ye

expansion includes adding a second plant in

Cartersville, according to Rossi. And as part

of its sustainability eLorts, it is also adding a

postconsumer carpet processing operation

that will produce nylon 6 “ZuL” to be sent to

Aqua&l’s Ljubljana, Slovenia plant, where it

will become Econyl nylon 6, made from 100

percent recycled materials. Ye expansion,

which is expected to create more than 50 new

jobs, is slated for completion this summer.

Aqua&l is currently making about 4 mil-

Continued on page 19

Aquafil’s Econyl nylon 6 is so
urced

entirely from recycled materi
als.

By Mallory Cruise

[Greenville, S.C.] At RM Design, Inc.,

things are done a little diLerently, all in an

eLort to oLer architects and designers some-

thing a little diLerent as well. FCW recently

spoke with owner Rich Miller who explained,

RM Design brings customization,

ef4ciency to A&D community
“Our mantra is, how can we help you evolve

(through color, texture, gloss) more quickly?”

Ye company, which provides custom

hand-sculpting, amongst other services, to

hardwood Zooring manufacturers, recently

completed a studio/showroom/museum to

enhance its oLerings to the industry. “Every-

thing in the showroom is meant to be inspi-

rational,” he said. “We take a client’s design

wants then custom create the pattern and

color they require. Being unique is important.”

In 7,000 square feet of space, Miller not

only showcases custom capabilities and for-

mats but allows the A&D community to see

samples under various lighting conditions

— allowing a manufacturers’ clients to see

what a Zoor will look like in every type of

Continued on page 18
Vignettes line the wall of Rich

 Miller’s

showroom in Greenville, S.C.
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Regupol installs at

Villanova University
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Mannington’s Boucle

By Janet Herlihy

Flooring suppliers have changed the way they

go to market in the commercial world by

thoughfully marrying hard and soe surface

from design to marketing to sales. And, these

makers said, this strategic change is helping

to win jobs and more square footage.

It’s all about a demand for simplicity,

according to Michel Vermette, Mohawk

Industries’ senior vice president of commercial

and international business. “Whether Fortune

500 companies or major institutions, they

are trying to source more, faster,” Vermette

said. “Everyone is short on time and looking

Mills retool commercial strategy
to complete projects more quickly. Yey are

looking for suppliers that can deliver the right

product at the right time,” he stressed.

Nearly half of Mannington Commercial’s

projects involve cross-category Zooring,

according to Jack Ganley, company president.

“Most of the demand is in hospitality, retail,

healthcare and education where speci&ers are

looking for more than carpet,” said Ganley.

Mannington won the Stonebridge

Assisted Living and Memory Care project

in Hampstead, N.C., because, with its lines

of broadloom and modular carpet, resilient

VCT (vinyl composition tile), LVT (luxury

vinyl tile), resilient sheet, rubber, wood,

porcelain, as well as transitions such as

wall base, it could supply everything  Inte-

rior Architecture and Design PLLC spec-

i&ed,  and deliver it all when the project

was  ready for installation, according to

Joyce Cavin, district manager for Manning-

ton Commercial/Amtico.

At the recent HD Show in Vegas, Mohawk’s

new resilient oLering won back some business,

according to Allie Finkell, director of resilient

marketing for the Mohawk Group. “A hotel

client had been using Mohawk soe surface but

had switched to a resilient that we did not oLer.

Now that we have loose lay LVT, we were able

Continued on page 1

Mannington won the Stonebrid
ge project

by offering resilient, wall base
 and carpet.
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Social media wins friends, inA uences dealers

 By Janet Herlihy
More specialty W ooring retailers are using a

variety of social media services to connect with

consumers and increase awareness as well as

manage their reputations online. Each of the

major buying groups  provide information

and services to help members get started and

maintain current information. And dealers are

appreciating and bene> ting from the eU orts

being made.

Continued on page 6

By Santiago MonteroWith more than 900 members, it’s
> tting that the theme of this year’s
Carpet One convention was \ e
Power of Partnership.\ e most powerful of those

partnerships, said Eric Demaree,
president of Carpet One, a sub-
sidiary of CCA Global Partners,
are those between the members
themselves. \ at’s why it was not Demaree

who kicked oU this year’s convention, but

rather a Carpet One member.
Symbolism aside, Demaree states loud and

clear his singular goal: “I have one objective.

Everything we do — whether product, train-

ing, merchandising, training, systems —  is

to help members sustain pro> table growth.

\ at’s it. \ at’s the whole game.”
\ e goals of this year’s convention are

simple: To help members build a pro> table

Responding to member
needs at Carpet One

business; to help them take back
market share by supporting core
suppliers; to help them execute
Carpet One’s proprietary mer-
chandising programs; and, to
continue to invest in and apply
traditional and digital marketing
strategies that drive much of
today’s W ooring business.At the core of this is being

responsive to members’ needs

and it is why, in an era where competition

is > erce and growing, Carpet One members

have been able to grow and take back some

of the market share specialty retailers lost

during the recession, said Demaree.
One question that he keeps hearing from

members nowadays is: Now that consumers

are more price-conscious and it is harder to

make money, how to I maintain and improve

margins without compromising top line sales?

\ e second quarter’s growth in sales —

approximately 6.7 percent — surpassed the

expectations of industry executives heading

into the quarter. According to industry

executive-level readers of FCWPrime who

recently took part in FCW’s Executive

Quarterly Index survey, this continues the

acceleration of growth that began in the

fourth quarter 2012.All categories within the W ooring industry

FCW Exclusive
Q2 sales surpassindustry expectations

showed improvement, according to FCW

survey respondents, with April and May

having the strongest growth year to date for

the W ooring category. Hardwood had the

best growth, followed by carpet and vinyl.

Laminate was reported the weakest category

in terms of growth, with 39 percent of these

executives seeing the category losing share.

FCW respondents also now forecast a 2013Continued on page 19

Eric Demaree

Innovative vinyl A ooring
Congoleum

9

Making friends on Facebook“I asked all my personal Facebook friends to be

friends of the business page too,” said Alicia Self,

store manager at Colortile & Carpet in Salem,

Ore. Self oversees the store’s social media activ-

ities, including Facebook, Twitter, Pinterest and

LinkedIn as well as a network of members of the

Salem Chamber of Commerce, but Facebook gets

the most attention.Self, daughter of storeowner David Lee, has been

81213-pages.indd  1
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By Amy Joyce Rush
[Cherry Hill, N.J.] She had been carefully

groomed and meticulously mentored for this

position for years, but when John Millar, the

founder of Avalon Flooring, passed away six

years ago, Maryanne Adams was about to

face some of the most diNcult challenges of

her professional career.“My greatest concern was that John Millar

was larger than life — how would I measure

up? And I’m sure vendors and manufacturers

were also concerned,” she said.
But that was one lesson Adams had

learned early on — the importance of strong

relationships with manufacturing partners.

Today, that remains one of the company’s

guiding principles.

Avalon takes strong
steps to future growth

“Yat was something that I
had learned from John Millar
— it’s important to align your-
self with your vendors and
manufacturers. It’s not about
putting everyone’s product in
your store but to have solid
relationships. When John did
pass away, because we did have
good working relationships
with our partners, it made
our transition smoother in
the manufacturer’s eyes. Yey
knew the management of the company,”

explained Adams.With 14 stores across three states, Avalon

Flooring today is a well-oiled machine and

Maryanne Adams sits at the helm as president

and CEO, a job she’s held for
the past six years. She has been
with the company for 27 years,
starting in Millar’s commercial
installation arm in 1987. She
also spent two years in the
fabrication facility. Yere were
three total retail stores when
Adams started with Avalon and
when she took the helm, there
were 13 stores. Ye King of
Prussia store was opened three
years ago under her direction.

Her most diNcult test came early on in her

tenure as president and CEO as the country

in general, and the Zooring industry in par-

ticular, was in a &ght for its life throughoutContinued on page 19

Maryanne Adams

By Brittany Walsh
[Westbury, N.Y.] In 1994, Lumber Liquida-

tors set out on its mission to oLer high-quality

hardwood Zooring that is aLordable for every-

one. Twenty years later, the company, which

ranks No. 1 on the FCW Top 50 Retailer listing

at $1,000.2 million, has now aimed its mission

statement at another product category: tile.

Over the past couple of months, Lumber

Liquidators has established three locations

where it will debut its tile oLerings: the &rst

launched last month in Rockville, Md.; the

second showroom opened on May 3 in West-

bury, N.Y.; and, the third location in Brooklyn,

Lumber Liquidators enters tile business

N.Y., will open by the end of the month. FCW

got an exclusive look at the new Westbury tile

showroom, an impressive 3,500-square-foot

addition to its original location.
DiLerent styles of tile are installed through-

out the new Westbury showroom, with

displays holding LL Tile’s variety of options

neatly set up without clutter throughout the

space. Ye walls are lined with decorating

inspiration and installation explanations.

Tony Venezia, store manager, explained

to FCW that each of the new showrooms has

a diLerent layout format. While the Rock-

ville location was built as a completely new

establishment with hardwood and tile on the

same Zoor plan, the Westbury showroom was

added to its existing Lumber Liquidators loca-Continued on page 19

Lumber Liquidators added a tile showroom to

its Westbury, N.Y. location.

By Janet Herlihy
[Salt Lake City] RC Willey has been

helping people furnish their homes for

more than 80 years. With 11 stores located

in Utah, California, Nevada and Idaho,

served by three distribution centers, the

company says it wants to be “the number

one place to &nd exceptional selection,

value, superior service and professional

associates,” as it opens new stores and

closes outdated locations.On April 9, the company opened a new

location in Draper, Utah, replacing a store

in Taylorsville and a clearance center in

West Jordan, Utah. Ye new RC Willey

is about 160,000 square feet on two Zoors

with approximately 130 employees. It is

the largest RC Willey yet and is a model for

another that is scheduled to open in Orem,

Utah, at the University Mall by the fourth

quarter. A current location in Orem will

close as well as a clearance center in Provo

when the new store opens. It is part of the

retailer’s plan that locations will include

clearance areas within each store, accord-

ing to the company.A member of NFA and ranked 12 in

FCW’s 2014 Top 50 Retailer report, Zooring

is an important part of RC Willey’s opera-

RC Willey excelsat home furnishings

Continued on page 20

The carpet department at the new

RC Willey store in Draper, Utah,

offers a wide range of product.

4

FCW Exclusive

3

Coverings 201425th AnniversaryInnovative design, attendance
point to economic recovery

The Indu
stry’s Bu

siness N
ews & In

formatio
n Resou

rce

LOOR
 COVE

RING
 WEEKL

Y

Vol. 63
No. 12

A Hears
t Busine

ss Publi
cation

June 23
, 2014

$4

P
e
r
i
o
d
i
c
a
l

For brea
king new

s update
d each b

usiness d
ay, visit u

s online a
t www.fc

w1.com

Supply puts pressure

on domestic hardwood

More US LVT plants to
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By Janet 
Herlihy

[Lake Charles, La.] A lot has changed at

Reader’s Wholesale Distributors since its start

80 years ago, but core values of honesty and

customer service continue to diLerentiate this

Zoor covering distributor, and keep it growing.

Ranked 19th in FCW’s 2013 Top 25 Dis-

tributors report, today Reader’s serves about

1,500 dealers, split half and half between

residential and commercial operations across

Reader’s celebrates 80th,

4 generations strong
South Texas, Southern Louisiana and most of

Mississippi. Ye company, based in Houston

with a single 150,000 square foot warehouse,

has about 80 employees.

Reader’s celebrated its 80-year anniversary

at its Annual Product Showcase held at L’Au-

berge Casino Resort here June 10 — June 13

with about 170 of its dealers.

Lake Charles, La., retailer Kenny Fuselier has

been doing business with Reader’s for 45 years.

Continue
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[Chicago] Once again, NeoCon proved its

value as the premier show for commercial

design and fashion but also as a place to tout

corporate messaging, investments and new

developments. Held here at the Merchandise

Mart, June 9-11, it was a showcase of the Zoor

covering industry’s drive to better marry hard

and soe surfaces, oLer solutions and provide

speci&c products to meet market needs.

Perhaps one of the biggest stories here

was the concerted eLort to create luxury

vinyl tile (LVT) and carpet tile in tandem,

oLering designers a full package for their

installation needs.

Patcrae’s Mixed Materials was just that.

Yree diLerent carpet tiles and two diLerent

LVT designs could be integrated into any

Zooring pattern the designer desired. JeL

West, vice president of marketing and prod-

uct development, Patcrae, told FCW, “Here

we have the ability to mix carpet and resilient

but with no speed bumps,” referring to the

Soft & hard surfaces

fully integrated at NeoCon

smooth transition from one tile to the other.

Other companies brought hard surface

and soe surface together in the showroom to

show a breadth of oLering. In the past, Beaulieu

had partnered with another &rm to bring LVT

to the commercial sector. In March, according

to Rob Cushman, vice president of marketing,

Continue
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— Santiago Montero

I
went outlet shopping with my

wife this past weekend and I saw

something that surprised me.

Makes me wonder why more retail-

ers aren’t doing this.

At almost every store we went into

we were greeted with the usual, “Find

everything you’re looking for?” which

to me is about the very least you can do without actually

doing anything. It’s like when you tell someone they can

come over to the house anytime for a visit. Yey never do.

Contrast that to “Why don’t you come over this Friday

night?” Yat’s much more likely to get results. Same prin-

ciple applies to sales help — the more speci&c, the better.

So, Leslie’s shopping and most of the salespeople, who are

really just cashiers waiting around for us to check out, were

trying to look busy. We buy, we pay, we leave. Nothing special.

Not so at White House, Black Market, a specialty retailer

with what I’d call a “better” assortment of women’s cloth-

ing. Here they do things a little diLerently. For one thing,

the salespeople actually sell. Here’s how.

Upon seeing my wife with a bundle of clothes under her

arm, the sales associate asks to take those items back to the

dressing room to free her up to shop more comfortably. Makes

sense. By the time my wife gets back to the dressing room with

a few more items, she &nds that most of the clothes she selected

have been paired with  other garments that she had not picked

out herself. Clearly, the salesperson looked at her sizes and

went around the store coordinating colors and styles to create

new out&ts. Because she knew her inventory, she was able to

put together ensembles from items that individually were easy

to overlook but that together were striking.

Ye black pants Leslie liked suddenly looked fabulous

with a tasteful top that was a perfect match; that patterned

blouse she looked at worked perfectly with a light summer

sweater in matching colors; and she found a great match for

those patterned leggings Leslie wanted. All three out&ts and

more came home with us.

At check out, she looked up Leslie’s account — oh, she was

eligible for a few discounts too, saving us even more money.

I’m not sure how much more my wife bought as a result

of all this, but I assure you she spent more than she would

have otherwise.

But here’s the real kicker: At the end of the day, Leslie

was happier with her experience in that store than she was

with any other. She spent more, she loved the experience,

she’s de&nitely going to go back and keep going back and

she’s a more loyal customer today than she was the day

before. How’s that for salesmanship?

Imagine applying those same selling skills to Zooring.

Don’t just sell her what she asks for — sell her what she

really wants. She’ll reward you for it.

Selling is black and white

I
’ve noted before how painstaking our process for getting

this Stat Issue right is — even though our numbers are

from venerable Catalina Research and the renowned

Jon Trivers. Perhaps that is why this annual report has been

anticipated and chronicled for more than 20 years. I bet any

number of high level industry execs could pull all of FCW’s

Stat Issues from their own book shelves.

And what about the 2013 numbers? At a glance, the growth

doesn’t look all that impressive. But perspective is everything

— overall sales gains were at 3.1 percent in 2010; 2.5 percent

in 2011; 4.8 in 2012; and, now 5.5 in 2013. What I see is a

slow creep, but a slow creep upwards and that’s a good thing.

Check out the 20 year look at Zoor covering sales on page 4.

Aeer a three year long plunge, I’ll take the slow ride back up.

And the numbers surrounding Zooring sales are a good

thing as well. Catalina reports that builder spending for

Zooring is up 19 percent and residential square footage

construction is up by 20 percent. From my perspective,

everything points to continued growth in Zooring.

No doubt that soe surface has had a struggle. While it

posted increases for 2013, they were minimal as a result of

the consumer’s attraction to hard surface. Some say that will

change as younger home buyers enter the market and look

for lower priced options. In addition, high end and low end

continue to do well while the middle remains squeezed. But

we also see soe making a diLerence and that will likely help the

category going forward.

Hardwood had a tough year with

continued pressure on supply and

a barrage of price increases. Yat’s

evident when you look at a dollar

increase of 12 percent but volume

increased by just 4.7 percent. Yat

scenario is expected to change as well

when supply and demand are back in synch.

Still, hard surface was a bright spot and signi&cant

increases continue to be seen in vinyl and ceramic tile.

And it will be no surprise that LVT will continue to show

a strong growth curve moving forward. Just think about all

of the investments announced and being made this year to

support growth of the category.

Ceramics growth at 13.1 percent was Zoor coverings

largest percent increase. Technology has driven this cate-

gory forward and into more places for use. And design for

the products just keeps getting better and better.

Ye numbers do look good. But we also have the bene&t

of “boots on the ground” here at FCW that assures we under-

stand the true meaning of the numbers. Our July 7 Northwest

Georgia/Dalton Revival issue attests, things are indeed turning

around and it’s not just seen in sales dollars generated but in

those dollars being invested in future growth. Yat issue is

likely to be the most powerful edition put to print this year.

The numbers: What they are, what they mean


