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Seemingly undaunted by the
COVID-19 virus that has
spread even to rural areas

across the U.S., scores of specialty
floor covering retailers con-
tinue to report above-nor-
mal sales activity—and, in
some cases, record-setting
performances.

While flooring dealers
are by no means taking a vic-
tory lap, there is no doubt
they are thrilled with how
business has performed
after a desultory April that
shuttered scores of retail
showrooms across the U.S.

Some of the brightest
reports today are coming
from states now hardest hit—
such as Florida and Texas. Dealers
there and elsewhere attribute the
resurgence to pent-up demand,
availability of disposable income
and committed shoppers. “Our

traffic counts were up in May and
June this year, but, more impor-
tantly, the quality of the customer
coming in is incredibly strong,”
said Sam O’Krent, president and
owner of O’Krent’s Abbey

Flooring in San Antonio. He
reported June was his best month
ever for retail sales. “They are seri-
ous retail shoppers who want to
make their selection and move
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Sales at O’Krent’s in San Antonio
were trending up in May and June,
largely on the strength of robust

consumer confidence.

SPOTLIGHT

unemployment and weak GDP
numbers. 

The most promising signs,
the report shows, lie in the
trend of leading indicators
ITR Economics tracks reg-
ularly (see table on page
28). The firm typically
bases its forecasts on a list
of a dozen key leading eco-
nomic indicators that
reflect everything from
single-family housing
starts and total U.S.
exports to manufacturing
industry capacity utiliza-
tion and purchasing
indices, among others.
Just last month, many of
these indicators were in the
“red.” However, as of late July,
eight of the 12 telltale economic
indicators have flipped green. 

“The latest leading indica-

tors and core economic data-
points illustrate the relative
resilience of the U.S. economy

amid the considerable challenge
posed by COVID-19,” said Brian
Beaulieu, CEO and chief econo-
mist of ITR Economics, who
presented the findings in a

Anewly released report
from ITR Economics,
known for its uncannily

accurate predictions and timely
forecasts, shows encouraging
signs of recovery for the U.S.
economy despite the lingering
impacts of COVID-19, high

By Reginald Tucker 
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recent webinar with his twin
brother, Alan Beaulieu, the
firm’s president. “Two additional

indicators turned positive
recently—the OECD lead-
ing indicator for the U.S.
and the Conference
Board’s U.S. leading indi-
cator. There were no indi-
cators that turned nega-
tive. We surpassed the
minimum of five indica-
tors that we need to assert
that a shift in momentum
is occurring toward a
cyclical rise. The speed at
which we went from a
total red board to eight
green lights is reflective of

how the underlying economic
fundamentals that existed pre-
COVID-19 are coming back into
play.” 

Statistics show rising retail sales in the U.S.,
especially among discount retailers,

building supply dealers and grocery stores. 
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By Ken Ryan

Although the future remains uncertain, brand experts say
it is important to stay connected with your customers.
“When stressed, we tend to buy what we know and

trust,” Pami Bhullar, director of retail development for the
Stainmaster brand, said in a message to the flooring industry.
“So, promote your local brand.”

Flooring suppliers are heeding that advice as evidenced in
this special Power of Brands issue. Coverage starts on page 12.
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Report shows signs of U.S. economic recovery
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Diversifying its portfolio with strong names
Since its inception in 2009, Engineered Floors has set the pace for the flooring industry with innovative
products—first in carpet and then in hard surface. Engineered Floors is outpacing the industry in the
development and implementation of brands across an ever-growing portfolio of flooring solutions. It’s a
true exercise in the “Power of Brands” at a phe-
nomenal rate. 

Engineered Floors has added a variety of floor-
ing specialty divisions to its flagship Dream
Weaver carpet division. Included are Dwellings
(targeted toward builders), Engineered Floors Multi-family, Pentz Commercial and Engineered Floors
Hard Surface. Each division carries a unique identity and signature that are a powerful reminder of the
size, scope and breadth of what the company has to offer its dealers.

Within each of these branded divisions, Engineered Floors has strategically crafted branded collec-
tions and features that clearly communicate to the trade and consumers the advantages of each. For
example, in early 2020, through its hard surface division, Engineered Floors launched Ensignium. This
ultra-realistic, waterproof rigid core is sure to set the standard with commercial-grade performance in
a residential space. Also new for 2020 is the DW Select line, which brings a new collection of beautifully
styled patterns, textures and colors to the Dream Weaver product family. Inspired by the natural land-
scape, these styles bring textural nuances reminiscent of natural materials into the home. The tailored
fabrication of the products offers timeless design elements coupled with functionality for the style-con-
scious, yet active, household.

Engineered Floors continues to expand on its augmented reality technology with the EF-EYE visual-
izer. This tool allows consumers to visualize and explore its Dream Weaver, Pentz and EF Hard Surface
products online. This cutting-edge tool allows consumers to upload an image of their home and see
what their favorite product would look like after installation. Dealers have raved about EF-EYE visualiz-
er as a closing tool; as a result, Engineered Floors is now covering the cost for their direct dealers to add
the EF-EYE visualizer to their website.

These examples are only the latest in product power branding by Engineered Floors that also
includes brands such as Apex SDP Advanced Polyester Extrusion fiber for commercial carpet or the
PureBac carpet backing system for residential carpet.

Learn more about this powerful brand lineup by visiting engineeredfloors.com.

‘Love Where You Live’ 
Inhaus is a flooring specialist that focuses only on products
that it designs and manufactures from start to finish. These
are products where Inhaus has expertise, where it holds
patented technologies and where it has a long history. The
company believes that all of the established categories of
flooring exist
because they have
unique attributes
that make them
the best choice for particular applications and consumer pref-
erences. In this regard, Inhaus creates differentiated products
through leading-edge technologies with the goal of being cat-
egory leaders.

“We are inspired to be experts in the categories we partici-
pate in by creating the most value possible,” said Derek
Welbourn, CEO. “We hope that consumers see this commit-
ment in our Inhaus laminates and Sono Eclipse product offer-
ings. We care a lot about our products and what goes into
them.” Welbourn said the company’s approach comes from its
belief that the floor is the foundation of the personality of your
interior space. “This is the basis of our slogan: ‘Love Where You
Live,’” he said.

Innovation in accessories 
Since 1963, Leggett & Platt Flooring Products has been devel-
oping new and innovative carpet cushion and hard surface
flooring support materials. We began with a focus on rebond
carpet cushion through the invention and patent of the ure-
thane foam extrusion process.

Through the years, we’ve developed a multitude of
improvements to
our manufactur-
ing processes and
have continued
our innovative journey to the hard surface underlayment side.
We continuously develop products designed for comfort and
durability, such as Whisper Step acoustical underlayment that
will not crush or lose its acoustical properties and is guaran-
teed for the life of the floor.

The Leggett & Platt brand focuses specifically on improv-
ing consumer comfort. Our key products are engineered
around the idea of bringing innovative comfort to all aspects of
bedding, furniture and flooring. At Leggett & Platt Flooring
Products, we take it a step further by offering more than just
superior comfort with each step. Our products work to reduce
in-home noise and control moisture—crucial features desired
by consumers that add to the overall comfort in the home.

Uncompromising value
Pennwood continuously pursues high
standards in manufacturing and market-
ing of flooring transitions, stair products
and vents. The Pennwood staff studies
and researches trends in design, color
and finish.

The company currently matches
6,000 different hardwood floors ranging in color, style and tex-
tures with standard boards—all held in the Pennwood Color
Library. Pennwood employees take pride in their craftsmanship,
and as long as the company has the color standard it can custom-
produce a retailer’s stair treads or flooring transition with a nor-
mal turnaround time of two to three weeks.

Pennwood can customize a program for a retailer’s specific
needs. Today, the Pennwood brand means uncompromising
value, known for innovation and a driving force within the indus-
try. Pennwood is synonymous with a “we-can-do” attitude.

Continued from page 12
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Passion and consistency = 
quality products for 35 years 
Offering superior quality products has been Mirage’s No. 1 priority for more than 35
years. That’s not just a fancy slogan—it’s a promise. 

To follow through on that quality promise, Boa-Franc, parent company of the
Mirage brand, adopted a manage-
ment philosophy many years ago
founded on the five core values that
have motivated the company from
the beginning: passion, respect,
integrity, commitment and techno-
logical innovation.

This passion, or what Mirage
calls “spirit,” drives its day-to-day
efforts and has grown over the years thanks to its employees—Boa Franc's most
valuable and distinctive asset. By treating employees, business partners and com-
munity with the utmost respect, the company knows it can count on their loyalty.

Innovation is at the heart of the Mirage brand and is what enables it to make
superior quality products and maintain its leading position in North America.
Mirage’s manufacturing processes have been honed to perfection, allowing the
company to optimize the use of raw materials. This helps with flooring design and
ensures the sustainability of the wood it uses.

Mirage is committed to the prompt delivery of the industry’s finest hardwood
floors—floors that are made to last and provide peace of mind and the certainty of
working with a responsible, reliable company.

High-quality products, best-in-class marketing tools, second-to-none cus-
tomer service and knowledgeable sales representatives are what Mirage’s reputa-
tion is built on, and what the brand will continue to work on each day.

Quality has been—and always will be—at the forefront of the Mirage brand.

Family of brands inspires generations
Ever since Mohawk rolled out its first carpets in 1878, it has built quality into every
flooring product it makes. Mohawk continues that tradition today with product
innovation in 30-plus categories, award-winning design and a talented team dedi-
cated to outstanding service. 

Mohawk is also proud to serve the
industry with some of the most trust-
ed brands in flooring. Mohawk’s family
of brands include American Olean,
Daltile, Durkan, IVC, Karastan,
Marazzi, Mohawk, Mohawk Group, Mohawk Home, Pergo and Quick-Step.

Mohawk understands the power of brands and how important they are for infre-
quent purchase categories such as flooring. Strong branding gives consumers peace
of mind, allowing them to feel confident about their investment. 

In order to help its retail partners stay ahead of the competition and increase profit
margins, Mohawk invests in its brands by way of lead generation, advertising, digital
marketing, public relations, merchandising, point-of-sale, innovative products and
national promotions, just to name a few. These efforts result in high consumer recog-
nition and more qualified consumer leads to Mohawk’s retail partners.

That’s why retailers—both large and small—leverage the power of these brands
each and every day.

Proudly serving the accessory market
Floating floors are a massive segment of the flooring
industry but are lacking some of the finishing touches
of traditional nail-down floors. Consumers are no
longer choosing floating floors strictly for budgetary
reasons; they are choosing them for their durability,
practicality and beauty. Perfect Vents was started

with the purpose of filling a void in the
accessory market for floating floors.

With a background in flooring
stretching back four generations, Perfect Vents has experience in
every area of the industry, with the most important sector being
installation. The company’s flush mount vents were designed with
the installation at the forefront. The Perfect Vent Templates prod-
uct allows even a novice installer to install a vent within minutes
and have repeatable, perfect results every time. Perfect Vents can
also be installed after the initial installation, so even if a vent was
missed or was not ordered it will not hold up the installation. Perfect
Vents is partnering with retail stores across the country, selling
through its authorized dealers. Perfect Vents is focused on being an
integral and valued partner to flooring retailers.

A leader and trailblazer
Steeped in tradition, DriTac Flooring Products manufactures
trusted, premium-grade adhesives, underlayment, rubber
sports flooring and installation solutions for the wood and
resilient flooring markets with a product portfolio that has
expanded and evolved for more than 60 years.

Fully owned and operat-
ed in the USA, DriTac was
established in 1956, offering
one adhesive—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
diversified its product line to produce a wide array of adhesives,
underlayment and other products tailored to perform across a
broad spectrum of flooring installations. The company is cur-
rently one of a few adhesive manufacturers to offer all the
major adhesive technologies: urethane, MS polymer, pressure-
sensitive, acrylic and more. DriTac has been a leader in devel-
oping wood flooring adhesives that offer sound and moisture
control with a single-component, one-step application.

Continued on page 20




