
18 I August 5/12, 2019    fcnewspower of brands

Timeless products, exceptional service

Anderson Tuftex creates floors that are designed with intention and crafted with care.
The brand takes a holistic and consumer-centric approach to marketing and product
development. Today’s consumers demand a simplified shopping experience both in-
store and online, and Anderson Tuftex is listening to their expectations by designing
timeless products and providing exceptional service that address the needs of  today’s
premium flooring market. 

Purchasing flooring is complicated, and consumers feel pressured to get it right. At
Anderson Tuftex, it’s about simplicity. Anderson Tuftex doesn’t want to overwhelm
consumers with options, but rather craft designs that serve as a canvas for their lives. 

In addition to listening to consumers, Anderson Tuftex provides solutions for
retailers by keeping their merchandising straightforward and streamlined. The brand is
committed to elevating the discussion with its customers and providing them with a
product mix they’re eager to sell. By offering bold yet timeless patterns and founda-
tional colors in both hard and soft surface flooring products, Anderson Tuftex empow-
ers its customers to create a seamless shopping experience for consumers. The brand
designs and produces coveted hardwood, carpet and custom rugs that enable retailers
to take consumers from refined to rustic via handcrafted products that offer a cultivat-
ed charm. 

Anderson Tuftex
believes brand power
lies with the customers
and consumers who
purchase its products.
Though design is inher-
ently seen in all its prod-
ucts, the durability of
those products is what
sets the company apart.

A leader, trailblazer in 
adhesive solutions 

Steeped in tradition, DriTac Flooring Products has
manufactured premium-grade adhesives, underlay-
ments, rubber sports flooring and installation solutions
for the wood and resilient floor covering markets for
more than 60 years.

DriTac was established in 1956, offering one prod-
uct—DriTac 6200—that continues to stand the test of
time several 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, underlayments and other products
tailored to perform across a broad spectrum of  floor-
ing products. The company is currently one of  a few
adhesive manufacturers to offer all the major technolo-
gies: urethane, MS polymer, pressure-sensitive, acrylic
and more. 

DriTac has become a leader in developing wood
flooring adhesives that offer sound and moisture con-
trol with a single-component, one-step application. In
2007, it was the very first to go to market with a ure-
thane-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
comprehensive 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 adhe-
sives that contribute to green building efforts.

Many of  its products feature zero VOCs and sol-
vents, signified by its Certified Green logo. DriTac’s
environmentally friendly focus includes LEED certifi-
cation and sustainable initiatives. Many of  its solutions
have been stringently tested and certified by the Carpet
and Rug Institute’s Green Label Plus Program for
indoor air quality. In the early 2000s, DriTac went to
market with a completely solvent-free and VOC-free,
moisture-cured urethane wood flooring adhesive,
DriTac 7500 Eco-Urethane.

feel. Instead of simply purchas-
ing from you, they’re identify-
ing with everything you stand
for. 

As Jeff Bezos, founder of
Amazon, famously said: “Your
brand is what other people say
about you when you’re not in
the room.”

Legacy flooring dealers
understand the importance of
establishing and maintaining a
good brand, of serving their
customers and being invested
in the community. Otherwise,
they wouldn’t have survived the
inevitable ups and downs of a
business cycle.

Tulsa, Okla.-based Grigsby’s
Carpet Tile & Hardwood, for
example, is celebrating its 60th
year in business this year.
Locally owned and operated,
this flooring dealer has a dedi-
cated and loyal staff with a com-
bined 700 years of experience. 

For Grigsby’s, burnishing a
successful brand means being
connected to the community.
To that end, it supports Tulsa
University, promotes dog and
cat adoption, supports various
church-driven missions, has

donated all the flooring for
housing for sex-trafficking vic-
tims as well as flooring for the
child abuse network. “We also
attend fundraisers and support
many other local charities in
our community,” said Penny
Carnino, director of operations.
“We hope the community sees
not only a thriving business but
one who cares about the com-
munity it serves.”

In the same vein, A.J. Rose
Carpets & Flooring, with three
Massachusetts locations, has
been in business for more than
four decades and has serviced
generations of customers.
“We’d like to think our cus-
tomers and community first
and foremost trust us,” said A.J.
Boyajian, co-owner. “People
like to buy from people they
like and trust and know will do
a professional job and stand
behind their work. Having
been in business for over 40
years reminds our customers
that we are greatly invested in
providing a quality product at a
fair price. If we weren’t, we
wouldn’t have been in business
this long.”

Continued from page 1
Strong names




