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F L O O R  C O V E R I N G  W E E K L Y

Manufacturing in the United States has been on a seemingly nev-
er-ending upward trajectory — rising as the economy has improved 
and grown, improving as companies invest more in domestically-made 
products and growing to satisfy consumer demand. This is true both for 
flooring specifically and across the board for other industries.

The data shows a strong trend in the sector. According to the National 
Association of Manufacturers’ (NAM) just released research, manufactur-
ing production rebounded for the second straight month, showing signs of 
stabilizing after declining in each of the first four months of 2019. Output 
in the sector increased 0.4 percent in June, extending the 0.2 percent gain 
in May. Durable and nondurable goods production rose 0.4 percent and 

US MANUFACTURING STILL STRONG
DOMESTIC PRODUCTION SOLID, 
SOME CONCERNS ON THE HORIZON
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Continued on page 4

By Sharyn Bernard

• INCENTIVES PAY OFF

• ECONOMY HUMS ALONG

• LABOR STATS TELL A STORY

• FLOORING COMPANIES’ US PUSH 

Harris Wood is at home here in Tennessee where it 
proudly launched its new Americana Escape. See 
exclusive story beginning on page 22.
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Flooring companies’ US push
Suppliers continue to increase domestic manufacturing
By Sharyn Bernard

Flooring suppliers are increasingly 
bullish about U.S. manufacturing and 
have been substantially increasing 
their domestic investments. 

“I believe the trend to U.S. manufac-
turing in flooring will continue simply 
because of the service and selection 
needs of the customer,” said Russell 
Grizzle, president and chief executive 
officer of Mannington Mills. “But it 
has challenges. There has never been 
a time when our industry has faced 
more change. Product preferences are 
changing rapidly and for those of us in 
multiple product categories, we must 
quickly adjust to the rapid growth in 
some categories and declines in others. 
But with change comes opportunity. 
Opportunity to push ourselves to be 
better, stronger and faster; to provide 
better service to our customers and be 
on the forefront of innovation.” 

Jeff Meadows, president of residen-
tial sales for Mohawk Industries, said 
domestic manufacturing gives the com-
pany a competitive advantage. “It’s not 
easy building a world-class plant, but it 

gives us an advantage having it closer to 
our customers and our supply chain.” 
He noted that the company is building 
several hard surface facilities in Geor-
gia, Virginia, Alabama and Tennessee. 
“We’ve completed six new North Amer-
ica plants in the last three years and 
expanded a dozen other ones,” he said, 
adding, “We’ll continue to invest where 
it makes sense,” expanding both globally 
and domestically. 

Shaw Industries has invested $1.5 
billion in new and existing facilities 
in the U.S. in the last five years, noted 
David Morgan, executive vice pres-
ident of operations for Shaw Indus-
tries. This includes opening and ex-
panding plants across the Southeast, 
from Georgia to Tennessee to South 
Carolina and others. “It’s important 
that we enhance operations through-
out our portfolio to ensure customers 
receive the high-quality products and 
service they expect from Shaw,” he 
said, adding that keeping the man-
ufacturing close to its customers is 
a critical advantage. “Any internally 

produced product 
also allows us to 
understand the 
entire makeup 
of that flooring, 
and adjacency be-
tween our design-
ers and manufac-
turing teams provides great synergy in 
product creation.” 

Mike Bell, chief operating officer of 
AHF Products, believes that the current 
uncertainty over tariffs makes domestic 
manufacturing more attractive. “AHF 
Products offer a significant degree of 
certainty to serving customers with 
our strong domestic manufacturing 
capabilities and scale,” providing prod-
uct control, faster lead times, lower 
transportation costs, stable prices and 
a made-in-the-U.S.A. angle. He added 
that under the company’s new owner-
ship, there are significant investments 
in domestic manufacturing. “Investing 
in assets and innovation to make the 
products where consumers experience 
real differentiation over the long-term 

is good for our customers, dealers, con-
sumers, employees and suppliers — ev-
eryone in the supply chain.” 

Manufacturing in the U.S. has al-
ways been a priority for Engineered 
Floors and will continue to be, accord-
ing to Mike Sanderson, vice president 
of marketing. “Growth in the industry 
is essential to us and along with that is 
growth in the community.” 

Indeed, community growth and 
helping grow the U.S. economy and la-
bor market are key factors in expanding 
domestic manufacturing. For example, 
Mohawk’s Meadows said that expand-
ing U.S. operations is not only a viable 
strategy, “but if you can support the 
American worker, that’s not just good 
for our business, it’s good for America.” 

Manufacturing spans the country
By Ryane DeFalco

From the Northeast to the deep South 
and everywhere in between, flooring 
manufacturers locate facilities where it 
makes sense for them and customers.

Convenience is a key driver when se-
lecting manufacturing locations. MP 
Global produces its fiber underlayment 
in Norfolk, Nebraska because, the com-
pany reported, it is “right smack-dab” in 
the middle of the country, making ship-
ping to its nation-wise distribution easy. 

Shaw Floors has more than 40 man-
ufacturing facilities across the country, 
producing both hard and soft surface 
flooring. According to David Morgan, 
executive vice president of operations, 
“Shaw’s modernization and expansion 
efforts are driven by several factors: 
growing market demand, our constant 
quest for innovation and our commit-
ment to perpetually evaluating oppor-
tunities to enhance our operations.”  

Easy accEss & labor pool
The Northeast is known for its fast 

pace and financial stability — one rea-
son why DriTac is based in Trenton, 

N.J. in close proximity to New York.  
Armstrong has been manufacturing 

in Lancaster, Pa. for centuries. Dominic 
Rice, Armstrong senior vice president 
of global operations and manufactur-
ing, told FCW that Lancaster was cho-
sen as the company’s headquarters in 
the 1900s, “due to the strength of that 
operation and the local workforce.” 

cEntral location
Soft surface production is alive and 

well in Georgia with Dalton often being 
called the Carpet Capital of the World.

Phenix Flooring manufactures its en-
tire soft surface catalog in Dalton. “The 
major perk is the community of Dalton,” 
shared Jason Surratt, senior vice presi-
dent of product & design for Phenix. 
“Being based in a smaller town offers 
more opportunity for outreach.”

Like Phenix, Engineered Floors 
(EF) exclusively manufactures its soft 
surface in Georgia. “We chose this area 
because we see it as a commitment to 
the communities that have given so 
much to EF, specifically Dalton and 

Calhoun, Ga.,” said Mike Sanderson, 
EF’s vice president of marketing. 

While Tarkett produces both hard 
and soft surface products throughout 
the country, its soft surface offerings 
are produced solely in Georgia. (Tar-
kett’s hard surface is produced in Cha-
grin Falls, Ohio; Middlefield, Ohio; and 
Florence, Ala.) Georgia, according to 
Dominic Coletta, executive vice pres-
ident of operations for Tarkett North 
America, is ideal because it is close to 
the company’s consumer base and there 
is a strong, experienced labor market. 

tEnnEssEE takEs on hard surfacE
Several hardwood producers con-

sider Tennessee to be their home for 
manufacturing, such as Mullican 
which is headquartered and manufac-
tures in Johnson City, Tenn. 

“There is an abundant hardwood 
supply in Tennessee — more than any 
other state,” said Don Finkell, CEO of 
American OEM. “There is a culture of 
wood working in Tennessee.” He added 
that it is centrally located for raw ma-

terials and for shipping to consumers. 
Tennessee also has a concentration 

of tile manufacturing. In fact, Dal-Tile 
opened its latest quartz plant in Dickson, 
Tenn. David Baran, senior vice president, 
manufacturing operations for Dal-Tile, 
explained, “What’s important is the in-
bound logistics of raw materials, and the 
outbound logistics of finished product.” 

Engineered Floors’ SAM plant in Dalton is a study in efficiency.

MAPPING MOHAWK
Mohawk told FCW that factors deter-
mining its manufacturing locations 
includie large tracts of suitable land 
with room for potential expansion; 
cost effective utilities; proximity 
to raw material supplies; access to 
transportation for fast and efficient 
distribution to customers; and, avail-
ability of a capable workforce.
• Laminate – North Carolina
• Wood – Virginia, Arkansas 
• Tile – Texas, Oklahoma, Alabama, 

Tennessee, Kentucky, Pennsylvania
• Rugs – Georgia, North Carolina
• Carpet – Virginia, Georgia 
• Yarn & Fiber – Georgia, Alabama, 

South Carolina
• Carpet Backing – Alabama, Virginia
• Carpet Cushion – Georgia, Texas, 

Ohio, Connecticut, Washington 




