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O P I N I O N

B y J o n a t h a n T r i v e r s

Home Depot & Lowes: Unfair Advantage

Jonathan Trivers, a regular contributor 
to Floor Covering Weekly, is also the au-
thor of the marketWise section of FCW’s 
Statistical Report. He can be reached by 
email at jonathantrivers@gmail.com.

We don’t
h a v e
the fi-

nal numbers in
for our industry’s performance for
2020. During the second quarter
of 2020, most flooring stores were
forced to be closed. If they could sell
at all it was all sorts of rules from
the state for what they could and
could not do. The industry probably
faced a 60 percent decline in sales
for those three months. The good
news is that, as stores began to
open, the demand was pretty great.
In particular, the residential replace-
ment component was very strong.
But the activity was mixed as states
forced stores to curtail activity or
even close into the third quarter
as COVID-19 came roaring back.
It's why we expect our industry will
show a very small dollar increase in
sales over 2020.

Against that backdrop, we have

Home Depot and Lowe’s who were
considered “essential” and their
stores were open even when almost
every other retailer was forced to
close. Total sales for entire Home
Depot were up by +20 percent; total
sales for Lowe’s were up +24.4 per-
cent. Flooring did not do as well as
the total store did, however. Home
Depot flooring sales were +10.3 per-
cent and Lowe’s flooring sales were
+14.3 percent.

Yes, Home Depot and Lowe’s
gained market share but not be-
cause they offered some cool,
groovy new product or found some
crazy, successful promotion. They
gained market share because they
were open and most flooring stores
were not. That is an unfair advan-
tage. And a temporary one, at that.

The other reason Home Depot and
Lowe’s did so well in flooring for the
full year is that residential replace-
ment flooring sales had their best

year in a very long time. And that
is what these two retailers do best.
They are insignificant in commercial
and the new home sector. But sales
of flooring to existing homes is their
sweet spot.

Although neither retailer will dis-
close their sales by product category
(carpet versus LVT, etc.) they did not
do anything special or different in
their promotional mix. No new media
and no new messages — pretty much
free installation on carpet and hard
surface discounted promotions.

During the year, Home Depot made
a major push for LVT and its cousins.
Much more space was given to them
and they displayed large amounts of
inventory on the floor ready to go
out the door. And it sure did.

But as far as the entire flooring in-
dustry is concerned, Home Depot and
Lowe’s have literally no share of the
commercial contract business for new
commercial buildings and probably

less than one percent of commercial
contract replacement business. New
home construction is also a business
segment that these two retailers do
not really impact. So going forward,
this sudden surge of excellent floor-
ing sales will not be a permanent
change in their market share.

The fact remains that Home Depot
and Lowe’s act as a flooring distrib-
utor for small hard surface contrac-
tors. Their sales of installation sup-
plies are quite robust, but the actual
sales to contractors — who then add
a markup on product and charge the
consumer a total package of product,
supplies and labor — is far below the
average for the store’s sales to their
“pro” (contractors) customers.

Sustainable from the ground up
By Lauren Moore

Sustainability in the flooring industry
is not limited to floor covering itself
but rather includes all of the compo-
nents that contribute to a sound in-
stallation, especially adhesives.

However, raw materials shortages
are having an impact on adhesive de-
velopment, explained Jim Whitfield,
director of technical services with
Mapei. As a result, “Urethane versus
non-urethane adhesive solutions are
at the forefront of the engineered
wood flooring industry.”

Because urethane adhesives, par-
ticularly for engineered wood floors,
have been around for decades, in-
stallers are comfortable using them
and are familiar with their many
long-standing properties. However,
alternatives to urethanes are becom-
ing more widespread, including dou-
ble-sided adhesive tape for flooring
that allows for rapidly and perma-
nently installing prefinished engi-
neered or solid wood planks, as well
as water-based glues specifically for-
mulated for engineered wood floors.
These glues are generally considered
much easier to install and easier to
clean up than urethane adhesives,
Whitfield shared. “Non-urethane ad-
hesives are very green, low in VOCs

and good for the installer as well as
building occupants.”

Gary Scheidker, director of tech-
nical services with Taylor Adhesives,
added that the benefits of modified
urethane adhesives also extend to pro-
tecting the integrity of an installation,
particularly when it comes to prefin-
ished hardwood. “Modified urethanes
give you the benefits of moisture-cured
urethanes, without the disadvantages.
Most prefinished hardwoods have a
urethane finish, and the isocyenate
content in urethanes can attack those
finishes, leaving etching or ghosting.
If that embeds into the finish, you’ll
see a slight difference in texture. If
the installer leaves a thumbprint or
smear, and doesn’t get it off the plank
quick enough, that’s going to be a
point of contention.”

In further contributing to green
building efforts without compromis-
ing on performance, today’s adhesives
have been engineered to contain zero
VOCs or solvents, said David Jackson,
vice president of field technical ser-
vices with DriTac. “With the versatility
and performance offered by some sus-
tainable adhesives on today’s market,
there is no reason to cut corners when
it comes to building ‘green.’”

Hubert Steinberg, executive man-
ager, SCHÖNOX NAM/ABDM IF
Europe South, pointed out that re-
cent advances in sustainability go be-
yond adhesive technology and extend
into production, such as water and
energy conservation.

But sustainability extends beyond
a product or manufacturer’s environ-
mental impact. “Demand for build-
ing solutions that are safe and clean
for the work environment and ac-
count for installer ergonomic effects

is higher than ever before. For man-
ufacturers, making installations eas-
ier on the installer is a core focus of
new product design and innovation,”
shared Art Mintie, senior technical
services director with Laticrete. “For
us, this means evaluating our solu-
tions not just for their performance
on the project outcome, but for how
they impact the health and safety of
the workers who install our products
every day.”

Mintie also highlighted a shift to-
ward lighter weight products as an
example of how manufacturers are
addressing the importance of pro-
viding safe, healthy solutions for in-
stallers. “Lighter weight products are
no longer considered simply ‘nice to
have’; they are in demand because
they are less of a hazard for workers
and decrease the weight of tile instal-
lation systems that are typically quite
heavy,” he said. “Increasingly, manu-
facturers are providing low-weight
solutions that don’t compromise the
performance of well-known instal-
lation materials. This can be benefi-
cial for the installer and also have an
impact on the overall effectiveness of
the worksite, speeding up installation
times and alleviating labor costs.”

Ultrabond ECO 399 adhesive by Mapei




