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LAS VEGAS—Alliance Flooring,
parent company of CarpetsPlus
Color Tile and Carpetland, has
entered into a strategic part-
nership with Nationwide
Marketing Group—a resource
entity consisting of 5,300
members (14,000 storefronts)
doing a collective $18 billion in
sales—to offer flooring to its
3,300 furniture stores. The
turnkey Floorco Flooring
Gallery could potentially add
around 500 members to
Alliance while boosting a partic-
ipant’s top line by $1.5 million to
$2 million.
Floorco Flooring Gallery will

be a private-label program exclu-
sively for Nationwide members
with Shaw and Mohawk as core

suppliers. According to Ron
Dunn, co-CEO of Alliance, the
program will be attractive to fur-
niture stores already in flooring,
those who may want to re-enter
this category or those looking to
start from scratch. 
The program launched at the

Nationwide Primetime conven-
tion here Aug. 7 following a pilot

Continued on page 28 

Alliance ushers
Nationwide group
into flooring arena 

By Steven Feldman
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John Laing, director of business
development, Nationwide, left,

with Ron Dunn, co-CEO of Alliance.

SPOTLIGHT

CFI convention

Labor remains the No. 1 priority 
International Certified Flooring
Installers (CFI) convention here
earlier this month. 
During the meeting, which

drew record attendance, CFI

released preliminary findings
from a study on the current and
future state of the floor covering
industry labor force (read:
installers). The Floor Covering

Leadership Council, of
which CFI is a member,
hired The Blackstone
Group, a Chicago-based
research firm, to provide an
in-depth look at the installa-
tion issue. Blackstone inter-
viewed 334 executives—
49% of whom identified
themselves as contractors
and 43% retailers—repre-
senting members of the
CFI, World Floor Covering
Association (WFCA), Tile
Council of North America,

ORLANDO—The role of the
installer has never been more vital
to the health of the flooring indus-
try. That statement underscored
the main theme of the 25th

By Ken Ryan
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Snedeker joins 
Bob’s Carpet & 
Flooring as EVP

Industry veter-
an Dave
Snedeker has

left Nebraska
Furniture Mart
to become exec-
utive vice presi-
dent of Bob’s
Carpet & Flooring, the domi-
nant floor covering retailer in
the Tampa/St. Pete area. He
started Aug. 27.
Snedeker, the current presi-

dent of the National
Floorcovering Alliance (NFA),
most recently served as division
merchandise manager for
Nebraska Furniture Mart. “This
was a great opportunity to make

Dave
Snedeker 

Continued on page 10

By Ken Ryan

Maya Angelou famously said, “I’ve learned that people will
forget what you said, people will forget what you did,
but people will never forget how you made them feel.” 

Brand marketers have often said that a brand is more than
the name or visual element used to represent your company. It
is the emotional and psychological associations that a person
makes with your business, product or service.
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Floorco Flooring 
Gallery offered 
to 5,300 members

By Steven Feldman

Scott Humphrey, left, CEO of the
WFCA, with Robert Varden, vice 
president of CFI, during CFI’s 25th

conference in Orlando.
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Brands A leader, trailblazer

in adhesives solutions

Steeped in tradition, DriTac Flooring Products has manu-
factured premium-grade adhesives, underlayments and
installation solutions for the wood and resilient floor cover-
ing markets for more than 60 years. 

DriTac was established in 1956, offering one product—
DriTac 6200—that continues to stand the test of  time sev-
eral decades later. Since then, DriTac, via its state-of-the-art
laboratory and research facility in the U.S., has expanded its
product line to produce a wide array of  adhesives, underlay-
ments and other products tailored to perform across a
broad spectrum of  flooring products. DriTac is currently
one of  the few adhesives manufacturers to offer all the
major technologies: urethane, MS polymer, pressure-sensi-
tive adhesives, acrylic and more. 

DriTac has become a leader in developing wood floor-
ing adhesives that offer sound and moisture control with a
single-component, one-step application. In 2007, it made
an impression with a urethane-based, 4-in-1 sound and
moisture control wood flooring system adhesive.

A trailblazer in cultivating environmentally friendly
flooring adhesives and underlayments, DriTac offers a com-
prehensive line of  eco-friendly wood and resilient flooring
installation solutions. The company prioritizes the green
movement and actively works with architects, builders and
developers to provide high-quality adhesives that contribute
to green building efforts. 

DriTac produces the highest-quality premium products
across the country and around the globe with excellent
service and a deep appreciation for its valued customers.

A family of distinctive brands

Within The Dixie Group is a family of  distinctive brands serving the flooring market-
place. It is a heritage built around a lifestyle concept to emulate and support the needs of
the consumer.  

What does the consumer want from a brand? Recognition, trust, quality, value and
inspiration. Each Dixie Group brand (Dixie Home, Masland and Fabrica) provides dif-
ferentiated style, design and quality. The goal is to create products that will transform
interior spaces by manufacturing products that give consumers endless choices for their
home décor.

The Dixie Group brands exist to create the world’s most comfortable floors. Why?
Because people crave comfort, beauty and style in their home and lives. How? Distinctive
styles, innovative thinking and superior quality. It adds up to a smart investment that fits
the consumer’s lifestyle.

Being “best in class” takes tremendous focus and a remarkable commitment to detail,
and that accurately describes Fabrica, a brand known for uncompromising craftsmanship.
Its Foundational Décor features understated elegance and timeless beauty. 

The Masland brand believes in giving customers creative freedom to express them-
selves. The Masland difference is versatility by design to give customers what they need
to create and transform the space they want, the way they want. To accomplish this,
Masland offers a robust selection of  flooring types and styles to complement and
enhance a wide range of  décor. The Masland legacy lives on today through cutting-edge
designs that are fashion forward, bold and market-centric.

Attainable style and beauty best describes Dixie Home, which looks to create beautiful
flooring that lasts. To fulfill that vision, the brand drew on decades of  textile knowledge
and experience. Dixie combined the latest patterns and colors using premium-branded
yarns and carefully chosen materials. Dixie Home stands up to any lifestyle with beauty
that surprises and comfort that performs.

Continued on page 14

A company that embodies 
what LVT is all about

For more than four decades, EarthWerks has provided
proven dedication to innovative design, manufacturing
excellence, dependable service and availability. While
other suppliers offer LVT, EarthWerks embodies
LVT—striving to surpass its already high standards. 

EarthWerks’ factories use production methods and
new technology that continuously meet the highest
global standards. It uses superior wear layers and coat-
ings to achieve enhanced performance through vibrant
strength, ultimate wear and moisture resistance with
greater clarity. EarthWerks’ attention to detail stems
from the company’s comprehensive involvement at the
factory level to ensure the best and right product every
time.

As a result of  its stunning designs, enhanced tech-
nology, diverse functionality and affordability, vinyl
flooring has taken the industry by storm and created a
pivotal change in product preferences. With so many
options in this category, it is important to select a trust-
ed brand that can provide dealers with peace of  mind.
Fortunately, EarthWerks has continuously proven its
products stand the test of  time.

EarthWerks uses its expertise in development and
service to offer engineered hardwood based on the
same character, quality and unique design consumers
have come to expect. These proprietary collections rep-
resent elegant beauty and exceptional durability found
only from EarthWerks.


