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There are many different 
flooring adhesives, each 
offering benefits to weigh 

and pricing to compare. 
Regardless of the brand, the per-
formance of the material ulti-
mately depends upon its ability 
to durably and successfully 
bond floor coverings in a man-
ner that is acceptable to 
installers. From high-strength 
construction epoxy adhesives to 
thinset or thick-bed mortar, the 
latest glues deliver speed and 
efficiency while adhering to 
environmental regulations. 

“The latest generation of 
adhesives are very installer 
friendly, significantly lower in 
VOCs and provide assurance of 
long-term performance,” noted 
Wayne Williams, Stauf’s direc-
tor of training. 

In the residential market, 
adhesives are used in a wide 
range of remodeling and new 
home construction applica-
tions. Materials that are easy to 
trowel, offer strong bonding 
and green grab properties are 
preferred by installers. “For 
example, in residential, when 
working with resilient products, 
it is important to be able to 
reposition the product if need-

ed,” said David Moore, 
Mohawk’s senior director of 
accessories. “But in commer-
cial, you want the product to 
stick and not move.”  

Today’s adhesives are dialed 
into the critical elements of 
flooring installations, experts 
say. For instance, the latest firm-
set adhesives for LVT and LVP 
have tremendous bond and 
shear strength and are formulat-
ed to stand up to the demands of 
heavy traffic and heavy rolling 
loads. “Pressure-sensitive adhe-
sives for removable applica-
tions, such as carpet tile, have 
extremely high and long-lasting 
tack,” noted Jake Stadler, mar-
ket manager, Bostik. “So that 
flooring can be repaired and 
replaced without the need for 
additional adhesive.” 

 
Modern adhesives  
Many of the technical advances 
center around increases in per-
formance, especially with 
respect to subfloor moisture. 
The latest adhesives are formu-
lated to handle tougher subfloor 
conditions, as installers and 
contractors look for reduced 
installation times and less up-
front preparation. “From the 
installation perspective, match-

ing the proper adhesive with the 
selected floor covering can be 
quite confusing,” said Gabe 
Moore, technical director, 
Taylor Adhesives. “We devel-
oped Dynamic [formulated with 
a recycled polymer and a bio-
based material] as a multi-func-
tion adhesive that makes it easi-
er for installers because it 
installs almost all flooring types 
except for wood.”  

While performance and 
versatility of adhesives have 
improved, so, too, has the 
industry’s focus on eco-friendly 
attributes. “Many adhesives 
from past generations con-
tained solvents and other 
petrochemicals that generated 
much higher levels of VOCs,” 
Stauf’s Williams noted. “Across 
the board, today’s adhesive for-
mulas have much lower VOC 
content.” 

Major advances in technolo-
gy have managed to keep pace 
with the marketplace’s desire 
for products that not only assure 
long-term performance but are 
more environmentally friendly. 
For example, the Henry 647 
PlumPro Fast-Track vinyl floor-
ing adhesive is a water-based 
acrylic polymer adhesive with 
zero VOC content. “Yet, it is 
moisture rated for up to 99% 
RH/ASTM F2170, is dry to the 
touch just mere minutes after 
applying and the new floor can 
take traffic immediately,” said 
David Fabyonic, marketing 
manager-adhesives, Ardex. 
“Such characteristics in a water-
based adhesive were unheard of 
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marketing mastery  

(First in a series) 

In my last column (FCNews, 
April 12/19), I said the holy 
grail of local search is for your 

business to be in the top search 
results when a prospect Googles 
“flooring store near me.” The 
more competition in your area 
for those spots, the higher the 
cost. But what if you can’t afford 
to compete and win those spots?  

My “tribe building” install-
ments are about answering that 
question. They’re also about help-
ing you use digital marketing as 
part of a larger strategy for set-
ting your business apart from 
other dealers, winning against 
large competitors and ensuring 
your long-term success no matter 
what happens in the economy. 

Stew Leonard’s dairy store 
began in 1969 with only seven 
employees, 17,000 feet of retail 
space and carried only eight 
items. Since that time, it has 
grown to become the largest 
dairy store in the world with 
more than 30 locations. It earned 
a Guinness world record for “the 
greatest sales per unit area of any 
single food store in the U.S.” How 
did they achieve this selling a 
commodity like milk? They did it 

by building a fiercely loyal tribe 
of customers by doing things that 
made them so exceptional that 
the New York Times dubbed them 
the “Disneyland of Dairy Stores.”   

The store featured things 
such as:  

 •A petting zoo outside the 
entrance 

•Animatronic farm animals 
throughout their store 

•Costumed characters 
•Scheduled entertainment 
•A carefully curated list of 
2,200 products (traditional 
grocery stores average 
30,000 items)  

•A 6,000-pound block of 
granite outside the front 
entrance etched with its pol-
icy: Rule #1: The customer 
is always right. Rule #2: If 
the customer is ever wrong, 
re-read rule #1. 

Companies like Stew 
Leonard’s, Apple and Starbucks 
didn’t grow their loyal customer 
base by ranking high in Google 
searches or through any form of 
traditional advertising; they did it 
through tribe building.  

When your focus is on tribe 
building, your mission is to gath-
er a group of customers and then 
nurture those customers and 
“wow” them so thoroughly that 
they refuse to do business with 
anyone else. They become evan-
gelists for your store, telling 
everyone in their sphere about 
you. Yes, you may get new cus-
tomers through advertising, but 
it’s so that you can add more rav-
ing fan members to your tribe 
who will join the ranks of evan-
gelists telling others about you.   

When you successfully build 
a tribe, it changes the marketing 
game. Now, instead of trying to 
reach masses of people who 
don’t know you, like you or trust 
you through expensive, tradi-
tional advertising, you can sim-
ply send a message directly to 

your tribe via email, direct mail 
or social media. Ranking No. 1 
on Google is not nearly as crucial 
for you. However, a happy side 
benefit of building a loyal tribe is 
it will automatically help your 
search rankings because mem-
bers of your tribe will continu-
ously interact with you online 
even when they’re not in the 
market for flooring right that 
minute.   

Building a tribe immunizes 
you from the ups and downs of 
the market. It protects you 
against large, billion-dollar com-
petitors. Building a tribe takes 
work. It requires that you shift 
your mindset about how and why 
you acquire new customers. But 
the rewards are well worth it. 

In the next installment, I will 
cover specific strategies for build-
ing your tribe.

WHEN YOU SUCCESSFULLY 
BUILD A TRIBE, IT CHANGES 
THE MARKETING GAME.

JIM AUGUSTUS 

ARMSTRONG

Jim is the founder and president of Flooring Success Systems, a company that 
provides floor dealers with marketing services and coaching to help them 
attract quality customers, close more sales, get higher margins and work the 
hours they choose. For more information, visit FlooringSuccessSystems.com.

‘Tribe building’ forges 
customer loyalty

adhesives

Greener formulations retain   

Stauf’s LVP-777 adhesive boasts low-VOC content and yet offers 
installers desirable performance attributes.

Mohawk V-One is a  
clear-set, solvent-free, 

multi-functional adhesive.

DriTac offers high-standard 
solutions to the wood and 
resilient flooring sectors.

http:// flooringsuccesssystems.com.
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not very many years ago.” 
The newest adhesives were 

developed to comply with 
stringent and evolving green 
building standards. “This 
includes bio-based raw materi-
als within adhesives, solvent 
and phthalate-free products 
and a large, concentrated focus 
on indoor air quality and lower 
VOCs during and after installa-
tion,” Bostik’s Stadler said. 
“Even down to the packaging 
the adhesives come in, there 
has been a huge focus on sus-
tainability.”  

The additional emphasis on 
environmental friendliness is 
also fueling critical technologi-
cal achievements. Modified-
silane polymers, for instance, 
are an increasingly utilized form 
of adhesive that matches the 
performance of well-established 
urethanes with the added bene-
fit of cleanability. “The capacity 
for modified-silane polymer 
adhesives to be easily cleaned 
when either wet or cured is a 
substantial improvement for 
installers,” said Dave Cima, 
Eastern sales director, DriTac. 
“Modified-silane technology is 
also now compatible with more 
flooring types than ever before, 
including both wood and 
resilient floor coverings.”  

Building a better mousetrap, 
however, is easier said than 
done. “Our biggest challenge is 
staying ahead of regulations and 
making sure we are providing 
the same features and benefits 
while avoiding certain chemi-
cals,” Mohawk’s Moore said. 

The challenge is to ensure 
that in complying with ever-
changing environmental regula-
tions, application characteris-
tics that installers appreciate 
(i.e., ease of troweling and fast 
drying times) and long-term 
performance are not compro-
mised. “With all the demands to 
make adhesives greener, it is a 
battle to make them perform 
the job they were developed to 
do,” Stauf’s Williams said. “The 
flooring industry is constantly 
changing its products with new 
type backings that are harder for 
adhesives to bond to, making 
that challenge even more 
demanding.” 

Shaw Industries said it is 
committed to providing adhe-
sives that exceed customers’ 
performance expectations while 
also adhering to its strict sus-
tainability guidelines and prin-
ciples. “We conduct our own 
performance testing to verify 
the research of our vendor part-
ners, addressing any discrepan-
cies before a product goes to 
market,” said Roger Young, 
director of sundries category 
management, Shaw. “Our 
industry strives to create even 
more eco-friendly offerings by 
using bio-based materials as well 
as low- or no-VOC ingredients.” 

The endeavor of producing 
an environmentally friendly 
adhesive line comes with other 
challenges. The cost of manu-
facturing “greener” solutions is 
inherently higher than standard 
adhesives that offer less restric-
tions on which raw materials 

could be utilized, industry 
members say. The addition-
al R&D and product engi-
neering required to meet 
evolving green standards 
brings an added layer of 
both effort and cost.  

“Moreover, manufactur-
ers should make the envi-
ronmentally friendly attrib-
utes of their product offer-
ings clear to consumers by 
conducting independent, 
third-party testing,” 
DriTac’s Cima said. “These 

tests can certify whether or not 
an adhesive meets specific regu-
lations, but they take time, plan-
ning and added funding in order 
to execute.”  

 
Staying current  
As the flooring installation 
industry benefits from the 
explosion of new categories and 
technologies, it becomes more 
challenging for installers to stay 
up to date with trends and 
ensure they’re using the best 
solution for the job. 
Communicating any changes to 
formulations that impact per-
formance and installation are 
critical for suppliers. “We are 
dedicated to educating 
installers and our customers on 
the safety and efficacy of any 
new products to help them feel 
confident in transitioning to 
more responsibly made adhe-
sives without sacrificing quali-
ty,” Shaw’s Young explained.  

Ditto for Bostik, which 
employs numerous methods to 
bring contractors up to speed on 
the latest products. “We offer a 
range of online trainings and 
product knowledge sessions, in 
person, at jobsites, at our dis-

Shaw MS Resilient’s one-part 
chemistry touts both safety 
and performance features.

tributors as well as being at our 
training centers,” Stadler said. 

Adhesives makers said they 
are also making it easier for 
installers to access product 
information. At Stauf, for 
instance, there is a QR code on 
the label of every bucket, so the 
installer can easily scan and see 
all the latest directions. “There 
is also easily obtainable techni-
cal help by calling 1-866-GLUE 
USA anytime during normal 
business hours,” Williams said.  

Taylor supports customers 
through a direct line to a techni-
cal service representative to give 
real-time advice and guidance. 
“Taylor also has a mobile app, 
enabling installers to have 
installation instructions only a 
click away at the jobsite,” Moore 
explained. 

Installers are advised to take 
advantage of the many trade 
organizations that offer profes-
sional training and diverse certi-
fications. Several offer training 
seminars and courses to keep 
installers updated on the indus-

try’s latest advances. “With far 
more floor coverings and instal-
lation methods practiced today 
than in the past, installers 
should seek out every opportu-
nity to raise their awareness and 
expand their expertise,” DriTac’s 
Cima said. 

Installers can also receive 
support from local adhesive 
supplier representatives on 
learning the proper use of their 
adhesives and how they per-
form on different surfaces. This 
can not only boost their knowl-
edge of specific products but 
help reduce failure rates. “With 
our technically oriented field 
sales team, Ardex Americas is 
on project jobsites every day 
providing localized support and 
making product and system rec-
ommendations,” Fabyonic said.

   favored functionality 

Bostik’s Ultra-Set SingleStep2  
contributes to LEED credits due to 

its recycled content. 

Henry 647 PlumPro Fast-Track vinyl flooring adhesive is a  
water-based acrylic polymer glue with zero VOC content.




