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Flooring retailers had to
wade through some choppy
waters in the midst of a first

half marked by extreme weather
conditions, 25% tariffs on
Chinese imports and threats
of tariffs on Mexico. And
yet, despite unpredictable
swings in business from
month to month, several
dealers reported surprising-
ly strong results.
“If I had to come up with

one word to describe the
first half of 2019, it would be
enigmatic,” said Steve
Weisberg, president of Crest
Flooring, Allentown, Pa.
His sentiment was

shared by Tim McSherry,
president of Carpet Gallery
Floors, Hagerstown, Md., who
observed, “It has been an up-and-
down year. Traffic would be busy
one month and slow the next.”

John Taylor, owner of Taylor
Carpet One Floor & Home, Fort
Myers, Fla., added: “We’ve had
periods in the first six months that
were down drastically and ones
that were up drastically. It seems

to take the consumer longer to
make the purchase decision,
which affects everything.”Continued on page 10

Continued on page 28 

By Lindsay Baillie

The resilient flooring category is on course to have another
stellar year of growth, thanks in part to the excitement
surrounding WPC and SPC products. 

However, some resilient manufacturers say much of the new
growth will stem from SPC instead of WPC sales. As WPC gets
its own dose of cannibalization, SPC is expected to continue tak-
ing market share from just about everywhere and every product
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At Independent Carpet One 
Floor & Home, Westland, Mich., 
sales are up nearly 13%, thanks 
to aggressive advertising. 

SPOTLIGHT

Gilford-Johnson taps Schollmeyer as president
worked with Johnson Premium
Hardwood Flooring, where he
spent 12 years, including the
last eight as its CEO. “I’m psy-
ched and really looking forward
to the challenge,” Schollmeyer
told FCNews. He will report to
Jonathan Blue, who will remain
executive chairman of the com-
pany. Blue served as acting pres-
ident following the retirement
of Dennis Cook, the long-term
Gilford-Johnson executive. 
Before Johnson Hardwood,

Schollmeyer spent eight years
with Hoboken Floors, rising to
the level of vice president of
product management for what
was then the industry’s largest
distributor with annual revenue
of $500 million. Schollmeyer
left Hoboken in 2006, a year
before it abruptly closed under a
mountain of debt.

Schollmeyer’s areas of
responsibility at Gilford-
Johnson include leading all of
the company’s functions as well
as overseeing its strategic direc-

Veteran flooring executive
Bill Schollmeyer is
returning to his distribu-

tion roots as president of
Gilford-Johnson Flooring, a top
20 wholesaler based in
Jeffersonville, Ind. 
Schollmeyer most recently

By Ken Ryan

Continued on page 15 

tion. “Landing someone with
the caliber of a Bill Schollmeyer
is a home run for our organiza-
tion,” Blue said. “We are now
positioned for growth under
Bill’s leadership.” 
In a related move, Gilford-

Johnson announced an undis-
closed equity investment from
Johnson Premium Hardwood.
As part of the deal, Johnson
products will be exclusively dis-
tributed by G-J throughout its
markets in the Midwest and
Southeastern U.S. Products
designed for the national mar-
ket will also be developed, mar-
keted and sold through this col-
laborative effort. “We are
extremely excited to forge this
strong partnership with Gilford-
Johnson and support Bill in his
new role,” said Danny Chen,

Bill Schollmeyer, who once
worked with Hoboken Floors,
returns to the distribution side
with his appointment as

president of Gilford-Johnson.

RIGID CORE REVOLUTION 

SPC’s waterproof attributes make it an ideal product 
for practically every room in the home. Shown is 

Pergo Extreme, a Mohawk brand.
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Sundry products such as underlay-
ments and subfloor levelers are
often overlooked by the consumer

but play a vital role in the successful com-
pletion of any flooring installation.
Furthermore, they also provide the retail-
er with upselling opportunities.
As such, it is squarely on the shoulders

of the retail sales associate to convey the
pivotal role these products play when it
comes to the final outcome of a project.
“The underlayment is a very important
add-on sale,” said Jim Wink, vice president
of sales and marketing, Foam Products. “It
generates much greater profits with high
margins over the low profit margins of the
actual flooring.”
Current flooring trends have also

made room for upselling opportunities.
For example, as hard surface flooring has
grown in popularity, the importance of
underlayments has grown as well. “Many
families who have been accustomed to
the benefits of carpet with a separate
cushion are now finding out their new
hard surface floor isn’t as quiet as what
they were used to,” said Erik Kempf, pres-
ident, Leggett & Platt Flooring Products.
“For consumers who are making the
switch from soft surface to hard surface,
the retailer should explain the reasons
why a good quality underlayment is need-
ed. Carpet has an obvious companion
product, which provides a profit center.
When you move to hard surface flooring,
not only are you taking a customer out of
the market for a longer period of time but
oftentimes no underlayment is used. That
is a tremendous profit opportunity for the
retailer.”
In order to land that add-on sale, retail

owners and their sales associates should
first be well informed on the benefits
underlayments provide and then relay
those benefits to suit the needs of the cus-
tomer. “It is always essential to assist cus-
tomers in researching what best fits the
needs of any particular installation,” said
Wade Verble, vice president of business
development – underlayment division,
DriTac Flooring Products. “If sound con-
trol is the primary concern, the focus
should be abatement qualities. If moisture
control proves most important, research
the moisture mitigation attributes of the
underlayment.”
Adam Abell, market manager, tile and

stone installation systems, consumer and
construction business unit, Bostik, agrees
retailers must embrace their role as indus-
try experts. “Stay savvy and educate your
customer with the proper techniques, the
reasons why conformance with our indus-
try requirements will result in longevity
and quality of the completed project.”
However, offering underlayment is

not only about making a sale. It can also
help add value to a retailer’s customer rela-

tionships. “When retailers use underlay-
ments to address subfloor issues, they
then become a solution provider—not just
a salesperson,” said Shane Jenkins, senior
technical coordinator, Schönox, HPS
North America. “This is the greatest
opportunity for retailers to gain the trust
of the consumer as an expert. This added
trust can lead to a successful sale without
lowering the cost or compromising on the
quality of the project.” 
For some sales associates, adding

underlayments to the final cost can be
daunting. However, manufacturers
agreed, oftentimes the opportunity to
upgrade the customer with an underlay-
ment sale naturally presents itself. “In
many situations there is an obvious need
for a solution, and just pointing out that
there are underlayments that offer a rem-
edy is a path to a better installation for the
customer and higher profits for the deal-
er,” said Ann Wicander, president, We
Cork. “So often the dealer rep is afraid to
add more cost to a project estimate—they
miss the opportunity to upgrade the cus-
tomer to a better situation.”
Other industry experts agree. Jack

Boesch, director of marketing, MP Global,
said adding a premium acoustic underlay-
ment is as easy as a fast food restaurant
asking if you want to “super-size” your
drink. “Consumers look for guidance from
sales staff on what to purchase. When the
customer service rep explains the benefits
of a premium underlayment, the addition-
al cost doesn’t seem unreasonable.”
Manufacturers, likewise, agree that

profitable opportunities in today’s market
should never be overlooked or underuti-
lized. “There are financial benefits to pro-
moting and upgrading your customer,”
Bostik’s Abell said. “If you omit this dis-
cussion with said customer you are leav-
ing an opportunity untapped and, in
today’s marketplace, your savvy competi-
tors won’t likely pass on similar opportuni-
ties they encounter.” 
When it comes to merchandising tech-

niques, Leggett & Platt’s Kempf said coun-
tertop, point-of-purchase units used at key
locations in showrooms are useful. They
not only showcase the underlayment but
they can also illustrate the key reasons
why underlayments are used, he said.
“The one mistake some make is having too
many choices. There are so many flooring
options that consumers may get frustrat-
ed. Don’t over complicate the underlay-
ment pitch. Keep it simple.” 
In the end, establishing your brand as

one of quality installation and service is
critical in today’s marketplace, and under-
layments can help accomplish this. “If
retailers begin with a solid foundation,
then finished flooring will look and per-
form as intended,” Schönox’s Jenkins said.
“The end goal is to have a completed proj-
ect all parties can all be proud of, and that
starts with a sound and smooth subfloor.”

Underlayments =
solutions + add-on
opportunities 

By Megan Salzano

installation

Foam Products 
Foam Products’ Silencer LVT has a
bonded polyester moisture vapor
film for added protection and the
ability to be used for double glue-
down installations. 

MP Global
MP Global’s Quietwalk offers
benefits such as sound reduction
and moisture protection while also
helping to smooth subfloor
imperfections.

DriTac
DriTac’s 8301 Impact is a
technologically advanced 1mm
underlayment and acoustical
barrier for successful installations
of resilient flooring.

Schönox
Schönox TS underlayment is
suitable for improving the impact
sound insulation, heat insulation
and living comfort in residential
areas.

Leggett & Platt
Leggett & Platt’s Whisper Step
luxury vinyl underlayment features
high-density support under luxury
vinyl flooring and can be installed
over many different substrates. 

We Cork
We Cork’s Silently+ is a two-in-one
product that offers both sound
control as well as a vapor barrier
under floating floors.

Bostik
Bostik’s new SL-Rapid is a fast-
setting, cement-based, self-leveling
underlayment that creates a
smooth, flat and level surface prior
to the installation of floor
coverings.




