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EARLIER THIS MONTH I did a quick, 4,000 km road trip in the 
U.S. Or should I say 2,500 mile? It seems we’re always staring 
across the border and making comparisons. And that will likely 

How is Canadian prosperity so unfair?

Money to burn 

COMMENTARY

variables in the way they affect individuals. And for another, 
their overall climate is more habitable. 

Poverty — just to look around, it appears people in Can-
ada live better than in the States. We don’t see the cars spewing 
blue smoke, the mismatched tire sizes or the tarpaper shacks in 
Canada that we do in the States. I heard a joke in the ‘80s that 
claimed in Minnesota people tow junk cars to the salvage yard, 
in Iowa they push them into the river, in Missouri they park them 
in the front yard and in Arkansas they live in them. I first heard 
that when Bill Clinton was in office, and thought it was funny 
then. And I still do. In fact, Clinton may have had two.

But to be serious, the U.S. has 15 percent of its population 
living below the poverty line and Canada only has 9 percent.

I understand there are many more variables. For example, 
the U.S. has to maintain many more kilometers (miles) of roads. 
However, when you calculate on a per-capita basis, the formula 
automatically defaults to population centres (centers). Further, 
although per-capita income based on GDP has nothing to do 
with average household income, cheap food, cheap gas, cheap 
housing and cheap cars certainly have an effect.

SO THE QUESTION THAT BUGS ME is this: when the Americans 
have so much more GDP and so many cost advantages, why 
does the average trip through middle America seem to show 
such a disparity in living standards?

Certainly, the Yanks pay more for military and foreign aid, 
and they seem to have a lot of corporations that pay execs in  
the million$. 

It seems to me the U.S. — the nation that has always held 
itself up as a paragon of efficiency, innovation and virtue — 
is succumbing to the effects of having just plain too damned 
much money and too little care about its use. 

Trump also cast down the gauntlet on manufacturing, 
Canada and NAFTA. I don’t know whether his actions will benefit 
or hurt Canada. It could be either. But in terms of pure rhetoric,  
it seems as if the pot is calling the kettle black. 

Comment at www.coveringscanada.ca

heat up, since, as of presstime, President Trump as cast 
down the gauntlet of price and production controls on 

milk. There are a few observations that 
bother me, so I thought I’d get them 
down on paper.

TO SET THE STAGE, and I’m not going 
to parse numbers to the nth decimal, 
there are about 10 times more  
Americans than Canadians. Their per- 
capita income in regularized dollars is 
$57,300, and ours is $46,200, so they 
make about 20 percent more per  
capita, times 10, which adds up to 

about $18 trillion for them, and $1 trillion for us.
So let’s start with infrastructure. We look south 

and see big highways, big bridges, big buildings, nou-
veau design, advanced materials and the like. So we 
want what they have, and we spend what we need to 
get big highways, big bridges, etc. By appearances, we 
do not lag in infrastructure, and that includes commu-
nications, government programs, etc. So we are, by  
appearances, keeping up with the Joneses.

I THINK EVERYBODY AGREES that we pay more for 
“stuff,” even taking the currency exchange into con-
sideration. Cars cost more here, gasoline costs more, 
fruit costs more, electronics cost more, restaurants cost 
more, electricity costs a hell of a lot more…. Granted, 
we have a few things that are cheaper, but overall we 
pay more with less as a function of per-capita GDP.

And there are other factors. For one, Americans 
pay less for their houses, based on comparative urban 
rates. Further, they can deduct their home mortgage 
interest from their income taxes. These are two huge 

Kerry Knudsen
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EVERY BUSINESS WORTH ITS SALT knows that the customer  
is always right. First, you listen to what she has to say but then 
you must also educate her, and open up the possibilities of  

Chevy to Caddy:
How to educate  
and listen to  
your customer

raising her budget — shifting what is really “right” for 
the customer. 

Budget-raising, or upselling, is both an art form 
and a science. Flooring and interior design consultant 
Jeanette Martin, owner of Mybc Consulting in Abbots-
ford, B.C., has distilled her sales technique into some-
thing she calls “Power of 10.” 

The number 10 comes from the 10 expectations 
that are gleaned from the customer about her proj-
ect, and that are committed to a document for future 
reference. “When you are talking about upselling, or 
right-selling, it’s all about getting the customer to tell 
you what their expectation is and you mutually agree 

to what their expectation is. Therein lies the opportunity to 
right-sell.”

Martin sees a subtle difference between upselling and 
right-selling. “Upselling is making sure that the customer is 
aware of all of the actual products that are available to their pur-
chase. Right-selling is making sure the customers get the initial 
product that’s going to meet their needs.”

Those actual products vary between flooring surfaces, 
of course. Upselling can mean providing the proper hardwood 
floor cleaning solution and mops, as well as floor protectors on 
furniture and even flush-mount vents. 

“It’s like picking out a beautiful dress and forgetting the 
earrings,” Martin says. “I show them a flush-mount vent and they 
say ‘of course we have to have it.’”

Even a maintenance package can be part of the upsell. 
“’Every two years I can come in and give your floor a recoat,’” 
Martin tells some customers. “If it is a carpet, ‘here’s our carpet 
cleaning guy so that once a year you give him a call and he’s go-
ing to come in to clean your floor.’”

According to Christopher Capobianco, part of the sales 
team at Spartan Surfaces in New York, N.Y., and the Coverings 
installation columnist, his retail carpet experience taught him 
that upselling was all about getting the customer into a better 
quality product that would have particular benefits. “A lot of 

UPsell
Artof the
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times people come in with a budget in mind,” he says, “but if you 
are able to demonstrate another product that maybe costs more 
that has particular benefits — longer lasting, more stain resis-
tant, easy to take care of — that kind of thing, then you have a 
lot of opportunities to upsell.”

Accessorize her experience
Adding things on to something the customer has already select-
ed is key to Capobianco, such as in-floor heating for example. He 
notes that not every residential installation is equal, since they 
can range from detached homes to condominium apartments. 
“If they were putting tile in a kitchen and it was occupied space 
below,” he says, “you might want to recommend a sound control 
underlayment underneath that tile so there is less noise impact 
passing into the space downstairs.”

Capobianco has found, however, that even in some high-
end residential spaces that some of his dealers will ask about 
acoustic dampening, “especially where someone is installing 
some kind of hard surface.”

When discussing a wood surface, tile or stone the client 
will sometimes ask the dealer if the flooring will be too noisy. 
“We’ll specify a rubber underlayment or a cork underlayment 
to go beneath that floor so that it minimizes that impact,” says 
Capobianco. “So it is one small example but it could be one up-

sell for the dealer.”
Every improvement in an installation has a higher price 

tag and should be communicated to the customer, according to 
Martin. This means that, for example, a $6 per square foot bud-
get might look good at first, but unravel later. “It could be that 
we have to glue the flooring down, an underlay might be need-
ed — especially in a condominium, and that adds to the cost. 
Meeting an acoustical rating could add $1.50 per square foot, 
not including other elements such as T caps and transitions.

“Right selling is bringing all these items into your presen-
tation that the customer didn’t realize even existed.”

Tact with the ambitious
Then there is challenge of the DIY crowd who watch This Old 
House, says Capobianco, that can take up an inordinate amount 
of time in the sales process by asking endless questions about 
the installation steps. The trick is talking them out of it.

“You have that opportunity if someone is coming in to 
make a DIY purchase maybe you’ll be able to discuss the advan-
tages of having their flooring professionally installed since the 
cost isn’t as much as they thought. It gives you the opportunity 
to make that sale. 

“That’s a strong case for anybody that does full service 
supply and install. For the customer it’s a one-stop, single-source 
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responsibility for the whole purchase. If anything goes wrong, 
you have no question about who to call to remedy things.”

Showrooms have an integral part in the art of the upsell, 
providing both a desirable environment for the first point of 
contact and for subsequent visits by the customer. “The true 
salesman is the one who does not give the customers what they 
ask for when they walk through your door,” says Martin. “Custom-
ers go to the big, bad Google before they go into your place of 
business and they are coming well informed.” 

Building repeat business
For Capobianco, offering small add-ons that help the client at 
the time of purchase can also lead to future business. “Some-
times when they were in the showroom they would see some-
thing else and get another idea. Maybe it’s a window covering 
or carpeting for a guest room. You get them back into the store 
with a little add-on at the time of purchase. You either just give it 
away, discount it or include it in the price.”

A good example has always been cleaners and mainte-
nance products, according to Capobianco, either for a vinyl floor 
or carpet, as well as products that go on wood. “We would sell 
Armstrong kitchen floor wax vinyl and give away a small bottle 
of the recommended cleaner. Nine times out of 10, that custom-
er would come back in to get that cleaner again and again.”

But what if you are a shop-at-home business and don’t 
necessarily rely on a showroom? That’s the case for Mark Aydin, 
owner of Victorious Flooring in Mississauga, Ont., who changed 
his business model in 2001.

“That model clears up many complications for the cus-
tomer,” says Aydin. “This includes time committed to come by 
the showroom, picking up the sample, taking it back to their 
property and us going back. Now we show the samples in their 
own décor and lighting.”

Aydin noticed that his customers were getting tighter and 

tighter with their time over the years. “In the flooring industry 
you have to be 24/7. As people are getting busier than ever,” he 
says, “they have a much more loaded work schedule. Our busi-
ness hours are shifting towards 4 pm to 9 pm and all day Satur-
day and Sunday as a result.”

Of particular concern to Aydin before the transition to a 
shop at home model was the 60 to 70 percent of sales estimates 
and quotes that were not being closed. “We were getting really 
tired and frustrated, but we couldn’t just make a sale for the sake 
of a sale because that wasn’t the right product.”

The shop at home model of selling still shares many of the 
same challenges that bricks and mortar storefronts face, howev-
er. At first, Victorious Flooring had trouble telling its clients that 
“‘this isn’t the right product for your budget, it won’t work be-
cause of these reasons,’” says Aydin. “But we stuck to the strategy 
where we were trying to establish what their problem was.”

The problem could be that the customer already had en-
gineered wood, laminate floor or carpet but wanted to replace it 
with the same material, even after having encountered prob-
lems resulting from the previous installation. Telling his client 
that “‘If you stick to your budget,’” says Aydin, “‘you’re buying 
another problem and you’ll go through this problem one more 
time. So how about increasing your budget, go with this other 
product.’” 

In other words, “‘We are going to upsell you, we not going 
to sell what you’re looking for, we are not going to sell to your 
budget that ignore the consequences that we will face. This is 
the right choice to go with this time.’”

Aydin concludes that the customer that decides to go 
with his company’s approach were happy and relieved not to be 
burned again by a less scrupulous business. “We gained our trust 
with the customers and that helped build our brand name, cre-
dentials and market share over the last 16 years.” 

UPsell
Artof the



Schluter® Thin-set Mortar
Made by Schluter, for Schluter products

www.schluter.ca

•  Three types of thin-set mortar available: 
SET

TM

 Premium unmodifi ed 
ALL-SET

TM

 Specialized modifi ed 
FAST-SET

TM

 Rapid-setting
 

•  Specifi cally formulated for Schluter membranes and boards
 

•  Suitable for use with ceramic, porcelain, and stone tile, 
including large and heavy tile

•  Sag-resistant, smooth and creamy, and easy to 
handle and spread 

NOW
YOU’RE 
ALL SET. Sag-resistant, smooth and creamy, and easy to 

See the Lifetime Thin-set System 
Extended Limited Warranty at schluter.ca



10                                May/June 2017

NEWS

TORONTO PROJECT FEATURES IN  
CERAMICS OF ITALY TILE COMPETITION
The Ceramics of Italy Tile Competition announced six outstand-
ing projects that represent the competition’s goal of honoring 

the use of Italian tile in North American architecture 
and design at Coverings 2017 in Orlando, Fla. Spon-
sored by Confindustria Ceramica (the Italian Asso-
ciation of Ceramics based in Sassuolo, Italy) and the 
Italian Trade Agency, the competition attracted 
high-quality submissions in each of the three cate-

gories: residential, commercial, and institutional. An 
international jury of design industry experts reviewed 
and evaluated the projects, ultimately selecting three 
winners and three honorable mentions, including one 
from Canada. The institutional honorable mention was 
awarded to Toronto, Ont.-based Gow Hastings Archi-
tects for its Ryerson University ServiceHub project in 
downtown Toronto. The tile manufacturer was Casa-
lgrande Padana of Casalgrande, Italy, the distributor 
Stone Tile International of Toronto and the Richmond 
Hill, Ont.-based contractor Twin Contracting. The proj-
ect involved transforming a 1970s Brutalist building 
into a contemporary centralized hub for student ser-
vices. Large format tiles were selected in two distinct 
tones and arranged in alternating diagonals across the 
space. 

FUSE ALLIANCE EXPANDS IN CANADA  
WITH TAPIS DIMENSION
Fuse Alliance, a member-owned organization of 
professional, commercial flooring contractors based 
in Laguna Niguel, Calif., has announced that Tapis Di-
mension of St-Leonard, Que., has joined its network 
of flooring professionals. Tapis Dimension specializes 

in professional consulting services on product selection based 
on installation application, technical aspects of installation, ad-
vice on industrial and commercial flooring installation, flooring 
preparation and carpet recycling program. The company also 
offers services such as budget evaluation, disaster assessment, 
office furniture lift system services, and resurfacing, leveling, 
grinding, floor repair with specialized equipment. It also offers a 
wide variety of product in flooring categories such as hardwood, 
laminate wood and engineered wood, vinyl sheet and tile, cork, 
ceramic, laminated products, commercial, industrial and residen-
tial broadloom, linoleum, area rugs and runners.

TWO ANSI “THIN TILE” STANDARDS RELEASED
After more than four years of cross-disciplinary industry col-
laboration and 4,000-plus hours of research from the Orlando, 
Fla.-based TCNA Laboratory Services team, two new “thin 
tile” standards have been announced. One is ANSI A137.3, the 
American National Standard Specifications for Gauged Porce-
lain Tiles and Gauged Porcelain Tile Panels/Slabs, and the other 
is ANSI A108.19, Interior Installation of Gauged Porcelain Tiles 
and Gauged Porcelain Tile Panels/Slabs by the Thin-Bed Meth-
od bonded with Modified Dry-Set Cement Mortar or Improved 
Modified Dry-Set Cement Mortar. The standards use the term 
“gauged” to cover a range of precise thicknesses that can carry 
different loads and be used in different ways, taking a similar 
approach to standardized wire gauges and gauged sheet metal. 
Two classes of gauged tile products are defined — those for wall 
applications from 3.5 to 4.9 mm, and for floor and wall applica-
tions from 5.0 to 6.5 mm.

FLOORING NETWORK PRESENTS AWARDS
At the organization’s 2017 annual conference in Austin, Tex., 
the Fuse Alliance announced the recipients of the network’s 
Member and Supplier Awards, as well as the winners of its inau-
gural Spark Awards, presented to network members only and 
centered on flooring. With a record attendance of nearly 275 
attendees from the U.S. and Canada, the conference focused 

on connecting the 
architecture and de-
sign community with 
the network’s flooring 
experts, and included 
exhibits that demon-
strated that exper-
tise (shown). Member 
Awards were present-
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ed to seven network businesses. Supplier Awards were present-
ed to four of the network’s preferred suppliers. Johnsonite re-
ceived Best Product, Armstrong Flooring received Best Service, 
and Schönox received Best Support. Ardex Americas captured 
Supplier of the Year. Fuse Alliance conducts an annual member 
survey for the Supplier Awards. 

TCNA WORKS TO COORDINATE GLOBAL LAB NETWORK
The Tile Council of North America (TCNA) based in Anderson, 
S.C. has completed several rounds of discussions regarding the 

assembly of a Global Lab Network, ac-
cording to TCNA director of Laboratory 
Services, Claudio Bizzaglia. The goals 
of the network include establishing 
standards for precision in test methods 
among its affiliates, as well as accepted 
norms for responsiveness and overall 
service, while also providing forums 
for best practices, problem-solving, 
and networking, Bizzaglia says. To 

date, the network has commitments from the TCNA Lab, which 
operates facilities in both the U.S. and Mexico, as well as a lab in 
Brazil. Plans are underway to engage European facilities in the 
network. Bizzaglia was also recently elected to serve as chairman 
of the International Standards Organization’s (ISO) TC189 Com-
mittee as of January 1, 2018, the ISO Central Secretariat recently 
announced.

STEVENS OMNI ANNOUNCES TECHNICAL SPECIALIST
Stevens Omni of Mississauga, Ont., has announced that Carl 
Sonego (shown) has become the company’s technical specialist. 
Sonego is a certified inspector in many 
product categories and has numerous 
installation and sales training certifi-
cates. He will work with the company’s 
sales team in training current and fu-
ture dealers as well as both their sales 
and installation teams. Sonego has 
most recently been an account execu-
tive serving the eastern Ontario region 
for the company. This position has 
now been taken over by Kyle Butcher. In the past, Sonego has 
independently provided professional inspection services, expert 
witness services, consulting as well as training and education 
courses.

MILLIKEN RECOGNIZED FOR ETHICS
Milliken of Spartanburg, S.C., has been recognized by the 
Scottsdale, Ariz.-based Ethisphere Institute, an organization 
that defines and advances the standards of ethical business 
practices. As a 2017 World’s Most Ethical Company, Milliken has 
been recognized in this category for 11 years, every year since 
the award was first given in 2007 — a consecutive distinction 
given to only 13 companies. This year, it is one of only 20 pri-
vately-owned companies receiving the honor. For example, 
the 150-year-old company has provided a combined associate 
and company foundation donation of more than $500,000 US 
to local nonprofits in 2016 alone. As environmental stewards, 
Milliken diverts waste from landfill, uses renewable energy and 
maintains a 600-acre corporate arboretum, where it hosts nu-
merous community events.

INTERFACE APPOINTS JAY GOULD AS CEO
Atlanta, Ga.-based Interface, a manufacturer of modular carpet, 

has announced that Jay Gould (left), 
president and chief operating officer, 
has been appointed ceo. Gould suc-
ceeds Daniel Hendrix, who served as 
ceo for nearly 16 years. Hendrix will 
continue his involvement with the 
company remaining as chairman of 
the board of directors. Gould was a key 
driver of the 
company’s 

recent expansion beyond carpet tile 
into modular resilient flooring, with its 
debut luxury vinyl tile offering coming 
to market in 2017, company says. The 
company has also announced the ap-
pointment of Bruce Hausmann (right) 
as its new vp and cfo, effective April 10, 
2017. Hausmann joins Interface from 
Aramark, where he served for the past eight years.

DRYWALL TARIFF REDUCTIONS  
SUPPORT FORT McMURRAY FAMILIES
The Government of Canada has lowered the tariff on drywall by 
30 percent for western Canada and will also direct $12 million 
in anti-dumping duties collected between September 2016 and 
January 2017 towards a grant for Fort McMurray residents who 
are rebuilding after the May 2016 wildfire. The Canadian Interna-
tional Trade Tribunal (CITT) ruled in January that while U.S. firms 
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had dumped drywall at cut-rate prices in Canada over the past 
few years. The government has decided that maintaining duties 
at current levels would not be in the country’s best interests.

SLIGHT DOWNTICK FOR LUMBER LIQUIDATORS
Net sales for Toano, Va.-based Lumber Liquidators decreased 
1.9 percent to $960.6 million US in 2016 from $978.8 million US 
in 2015. The company opened nine new stores in 2016, and as of 
December 31, 2016, operated 383 stores in the U.S. and Canada. 
Net sales in the fourth quarter of 2016 were $244.9 million US, an 
increase of 4.3 percent from the fourth quarter of 2015. This in-
cludes a comparable store net sales increase of  
2.8 percent, which reflected a 3.0 percent increase in average sale 
slightly offset by a 0.2 percent decrease in customers invoiced. 

INTEGRATED RESIDENCES, HOTEL  
AND RESTAURANT FOR NOBU TORONTO
Madison Group and Westdale Properties, both of Toronto, 
Ont., and Nobu Hospitality of New York, N.Y., have announced 
plans for Nobu Toronto, a project featuring 
the first Nobu branded high-rise residences, 
to be developed and sold by the Madison 
Group, and Canada’s first Nobu hotel and 
Nobu restaurant. The development will be 
located the Toronto’s entertainment district. 
The architecture and interior design for To-
ronto Nobu residences are Toronto-based 
Teeple Architects and interior design firm, 
Studio Munge. Incorporating historical facades from the Pilk-
ington Glass Factory, the residences will feature 700 condomini-
um suites in two 49-storey towers and a podium with indoor 
and outdoor amenities.

MOHAWK REPORTS RECORD FOURTH QUARTER
Calhoun, Ga.-based Mohawk Industries has announced 2016 
fourth quarter record net earnings of $234 million US, a 22 per-
cent increase versus 2015. Net sales for the fourth quarter of 2016 
were $2.2 billion US, up 9 percent versus the prior year’s fourth 
quarter. For the twelve months ending December 31, 2016, net 
earnings were $940 million US, an increase of 24 percent. In 
2016, capital investments were the most ever at approximately 
$670 million US. In 2016 alone, process improvements from new 
methods, product re-engineering and equipment upgrades have 
increased productivity by $140 million, the company says. During 
Q4, the company’s commercial business grew faster than residen-
tial as a result of investments in products and sales last year.

INTERFACE EXPANDS INTO LUXURY VINYL TILES
Interface of Atlanta, Ga., has announced it is entering the hard 
surface flooring category to complement its broad range of 
modular carpet tiles. The category expansion into luxury vinyl 

tiles for the commercial market was created help the company 
better serve architects and designers, end-user customers and 
flooring dealers. The company’s LVT product is designed to work 
seamlessly with its carpet tiles. 

U.S. LBM ACQUIRES RIDOUT COMPANIES 
U.S. LBM of Buffalo Grove, Ill., has acquired the Searcy, Ark.-based 
Ridout Companies from the Ridout 
family, with Ross Ridout remaining with 
the company and assuming the role of 
president. Ridout includes the Ridout 
Lumber Companies of Arkansas and 
Missouri, Ridout Door Manufacturing 
Company and Arkansas Wholesale Lum-
ber Company. Ridout supplies a wide 
range of products to both professional 
builders and do-it-yourselfers, including 
lumber, windows, doors, roofing, cabinets, decking and flooring 
and provides design and installation services.  

RATNER RETIRES FROM RPM BOARD OF DIRECTORS 
RPM International of Medina, Ohio, has announced that 
Charles Ratner has retired from its board of directors after almost 
12 years where he served on the board’s compensation commit-
tee. The company’s industrial products include roofing systems, 
sealants, corrosion control coatings, flooring coatings and other 
construction chemicals. Industrial companies include Stonhard, 
Tremco, illbruck, Carboline, Flowcrete, Euclid Chemical and 
RPM Belgium Vandex. Specialty segment companies include 
Day-Glo, Dryvit, RPM Wood Finishes, Mantrose-Haeuser, 
Legend Brands, Kop-Coat and TCI.
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LETTER

To Design columnist Paul Epp:
MANY THANKS FOR YOUR WRITING

Mr. Epp,

Thank you for the many years you have been writing articles for 
Wood Design, Covering Design (Coverings). I have been reading 
your articles about design, furniture, the nature and beauty of 
wood, craftsmanship, quality integrity and a host of other im-
portant issues since 2006. I have benefitted and enjoyed them 
very much. I trust that you will continue writing as long as you 
are able in order to pass along the vast knowledge that you have 
acquired over a lifetime. Your passion for designing and working 
with wood still comes through and it is a joy to hear you speak of 
it. Each new generation of designers needs to have a hands-on 
understanding of the complexities of, understanding and work-
ing with real wood, and about the beauty that can be achieved 
with its use.

I surmise that you have retired from OCAD and do hope 
that you will continue to write. Wishing you all the best in the 
years ahead! Hoping that your health will allow you to pursue 
your passion with your own projects and at your own pace.

 
Brad Goss (Architect)
Goss Architectural Design Group
Lethbridge, Alta. 

PLACE-CRETE ACQUIRES  
ASSOCIATED ASBESTOS ABATEMENT 
Calgary, Alta.-based Mosaic Capital has announced that Place-
Crete Systems, a 75 percent subsidiary of Mosaic, has complet-
ed the acquisition of the business being carried on by Associat-
ed Asbestos Abatement of Regina, Sask. Place-Crete supplies, 
applies and finishes a variety of cement based toppings in the 
residential and commercial construction markets and provides 
waterproofing for the civil infrastructure market. Products in-
clude gypsum floor underlayments used mainly in residential 
and commercial construction and waterproofing membranes 
which are applied to bridges, bridge approaches, plaza decks 
and parkades in both the new and restoration construction.

MOHAWK REALIGNS BRAND MARKETING EFFORTS
Mohawk of Calhoun, Ga., has announced that it is consolidat-
ing all of its marketing efforts and includes the realignment of 

Mohawk, Karastan, Mohawk Group, 
Quick-Step, Columbia, Century, Per-
go, IVC and Mohawk Home brands. 
Seth Arnold (left), vp of residential 
marketing, will be responsible for the 
development of all hard and soft sur-
face marketing. Tammy Perez, director 
of Mohawk hard surface brand, will 
lead residential marketing teams and 
assume responsibility for all resil-

ient products, sheet vinyl and LVT, in addition to laminate and 
wood marketing. Kim Taylor is joining 
Mohawk Flooring NA from Daltile as 
director of merchandising strategy and 
execution. Jason Sims (right) has been 
named director of brand marketing, 
distribution, where he will oversee mar-
ket strategies for the IVC, Quick-Step, 
Century, and Columbia brands. Doug 
Ensley has been appointed as senior di-
rector of marketing development, and 
Jeremy Nyboer has joined Mohawk from Newell Rubbermaid 
as the brand director for soft surfaces. Angie Carter has been ap-
pointed director of product marketing for the commercial mar-
keting teams, and Angelina Cebrian will transition from her role 
at IVC to director of commercial marketing. Sarah Tuck has been 
named director of inbound marketing to support Mohawk’s 
commercial and residential marketing teams.

TRUMP DELAYS EPA FORMALDEHYDE REGULATIONS
In accordance with a U.S. presidential directive, the Environmen-
tal Protection Agency is further delaying the effective dates for 
the five regulations, including Formaldehyde Emission Stan-
dards for Composite Wood Products such as flooring. The further 
temporary delay in effective date until May 22 from March 21, 
is necessary to give agency officials the opportunity to decide 
whether they would like to conduct a substantive review of the 
five regulations. 

TARKETT SIMPLIFIES DISCLOSURES
Paris, France-based Tarkett has implemented online technol-
ogy from Sustainable Minds of Cambridge, Mass., to provide 
architecture, engineering and construction professionals a way 
to find material and environmental product transparency in-
formation on more than 850 Tarkett products across its North 
American brands. The SM Transparency Catalog (www.trans-
parencycatalog.com) is designed to help easily find products 
with transparency information that qualify for green building 
rating systems, such as: The Collaborative for High Performance 
Schools (CHPS), LEED v4, Green Globes, the Well Building Stan-
dard and the Living Building Challenge. Other floor covering-re-
lated producers hosted by the catalog include Armstrong, Man-
nington, Mapei, Metroflor, Mohawk, Shaw and Valspar.

MOHAWK CLOSES WOOD FLOORING PLANT
U.S. flooring maker Mohawk will permanently close its  
manufacturing plant in Holden, W. Va., in May, laying off the 
plant’s 111 employees. The company cited a reduced solid wood 
flooring market and a desire to consolidate operations as  
reasons for the closing. 
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LAW

ARE YOU THINKING OF SELLING or financing your business? 
Are you involved in shareholders’ dispute? Or, perhaps worse 
yet, is your business being audited by the taxing authorities or 

It pays to maintain proper corporate records

Documents matter
ership interest in land. This register must not only identify each 
property owned by the corporation, the date the corporation 
acquired or disposed of the property, but also include a copy of 
any deeds, transfers or similar documents with respect to each 
property containing certain other prescribed information.  

Additionally, no matter how large or small a corporation, 
any transactions out the corporation’s ordinary course of busi-
ness must also be documented either by minutes of a meeting 
or, in lieu of a meeting, by written resolution signed by all the 
corporation’s directors or shareholders. In addition, the corpo-
ration’s directors and shareholders are required to hold annual 
meetings. “Annual minutes” will include items such as: 

•  election of directors for the ensuing year
•  approval of a material contract or transaction  

(e.g. a loan or security agreements) 
•  declaration of any dividends or bonuses  

by the corporation’s directors 
•  appointment of officers of the corporation
•  director and shareholder approval of  

annual financial statements, and  
•  the appointment of an auditor of a corporation/ 

or dispensing with same 
Sure, some paper work is involved in properly maintaining 

your corporation’s records, but what if you fail to complete this 
paper work? Let’s examine some practical and legal implications 
with references to the examples provided in the opening para-
graph of this column. 

PRACTICAL AND LEGAL IMPLICATIONS 
If you are thinking of selling the shares or assets of your business 
or financing your business by borrowing money from a bank, 
neglect of your corporate records may cause major problems, 
delays and even result in you losing an opportunity. Such trans-
actions often require corporate buyers or lenders to provide 
legal opinions on the corporation or the authority of the indi-
viduals that purport to speak on its behalf. If the corporation’s re-
cords are incomplete or out-of-date, considerable time, expense 
and delay may ensue while the corporation attempts to bring its 
corporate records current. This may lead to a loss of a business 
opportunity. Other times, updating records may not be possible, 
and a deal fails for want of a proper legal opinion. Other times, 
required signatures from individuals formerly involved in the 
corporation are not readily available because they have moved 
or, worse yet, died. Other times, individuals whose signatures are 

involved in a litigation? If you answered yes to any of 
these questions, you will likely find that maintaining 

proper corporate records matters —  
a great deal! 

Unfortunately, maintaining 
proper corporate records is often 
overlooked or otherwise given a low 
priority by business owners. Too often, 
this leads to unnecessary problems, 
delays, costs and sometimes unantic-
ipated results. In this issue’s column, 
we canvass the corporate records that 
must be prepared and maintained by 
a corporation, and some practical and 

legal implications for failing to maintain proper corpo-
rate records. 

LEGAL REQUIREMENTS
Regardless of your corporation’s jurisdiction of incor-
poration, whether your corporation is incorporated 
federally or provincially, the law requires corporations 
to prepare and maintain certain records. Generally 
speaking these records include:

•  the articles and by-laws of the corporation  
and any amendments thereto

•  a copy of any shareholder agreement
•  minutes the meetings of the board of  

directors or shareholders
•  a register of all directors of the corporation,  

past and present 
•  a security register containing, among  

other things, the names of all the  
shareholders of the corporation 

•  a register of transfers recording all  
share transfers that have taken place, and 

•  adequate accounting records 

PROVINCIAL LAWS may also include additional re-
cord keeping requirements. For example, it has come 
as a surprise to many Ontario businesses that Ontario 
corporations must now also maintain a register of own-

Louis Vouloukos
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required may become opportunistic and make excessive  
demands, financial or otherwise, in exchange for their cooper-
ation. For example, speaking from personal experience, in one 
case a shareholder who recognized the importance of his coop-
eration demanded an all-expenses paid trip and a large sum of 
money in exchange for his signature. 

Without proper documentation, a corporation may also 
find itself being scrutinized by the courts, a disgruntled share-
holder of the corporation, or by the taxing authorities. 

If your corporation is being audited by the CRA, for exam-
ple, such an audit will typically include a review of the corpo-
ration’s minute book to verify how monies have been removed 
from the corporation by dividends, bonuses, or otherwise as 
may be reflected in the tax returns of the corporation or its 
shareholders. A transaction that has not been documented ap-
propriately in the corporate records (regardless of what’s reflect-
ed in the tax returns), may not have occurred as far as the CRA is 
concerned. This could, and often does, lead to a corporation or 
its shareholders having to pay more tax and/or penalties.  

A disgruntled shareholder may, and often does, scrutinize 
deficient corporate records. If a certain decision of the corpo-
ration is not properly documented, a disgruntled shareholder 
may claim that he or she never agreed to the course of action 
undertaken by the corporation and, therefore, such action was 
not properly authorized. The same type of scrutiny of deficient 
corporate records is also seen in numerous litigious matters in-
volving corporations, such as with internal corporate disputes in-
volving shareholders or directors and officers of the corporation. 

LEGALLY SPEAKING, corporate laws generally impose pen-
alties upon the corporation and/or its directors and officers for 
failure to comply with a corporation’s record keeping require-
ments. For example, in Ontario, a corporation that, without rea-
sonable cause, fails to comply with the record keeping require-
ments is guilty of an offence and on conviction is liable to pay a 
fine of up to $25,000. Also, every director or officer who, without 
reasonable cause, authorized, permitted or acquiesced in such 
an offence may also be guilty of offence and, upon conviction, 
may be liable to a fine of up to $2,000, or to imprisonment for a 
term of not more than one year, or to both. 

Maintaining proper corporate records is essential to avoid 
or minimize the possibility of the forgoing problems arising.  All 
business owners, or directors officers or managers would be well 
served by ensuring that their corporation is in compliance with 
its record keeping requirements .  

Louis Vouloukos of Brampton, Ont.- based Lawrences,  
specializes in corporate, commercial and franchise law.
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DESIGN

I’VE BEEN LOOKING AT THE WOODWORK on this little island in 
the Andaman Sea, tucked in between coastal Thailand and  
Burma. It’s rudimentary, to be sure, but not without interest. 

The line between rules and freedom

Building steps 
and you are qualified to do it if you think you are.

Although most buildings are similar, there is also an anar-
chic impulse that results in some very eccentric constructions. 
These are usually an assemblage of cast off and repurposed  
materials. No piece of wood is too small to be used. Rusted cor-
rugated steel sheet is cut up and made into mosaics of wall pan-
els. Whole buildings are built around a tree, with that bit of natu-
ral engineering providing the essential stability and geometry.

Steps are small and placed more for the convenience of 
the builder than the visitor. Handrails? Let the user beware.

CHEAP AND CHEERFUL. It’s quite a contrast to the highly  
regulated and controlled building that we have in our fat coun-
tries. Universal design is not a concept that has gotten any trac-
tion here. Developed as we are, we have become so prescribed 
and rule-bound that it now requires an exceptional effort of will 
to take on a building project. Of course, we have gained from 
this. Our society has as an objective that all of its citizens have 
as equal and as safe an opportunity as is possible. That doesn’t 
sound like a bad thing. 

But the reality is that we pay a very high price for this. This 
cost is not only that borne by the builder directly in accommoda-
tion costs. There is also the massive bureaucracy behind it, with its 
inefficiencies, its entitlements and its pensions. Altogether, this is 
a crippling assault on industry, motivation and creativity.

It’s not so hard to imagine that our readiness to add rule to 
rule will bring us to a grinding standstill, out of options and out 
of money. How have we gotten to this state, where our impulses 
to do the right thing are so closely hounded as to almost keep 
us from doing anything? It’s a popular route to public office to 
rail against red tape. But where is the knife that actually cuts it? 
It doesn’t seem to exist, and the loud rhetoric is proven empty. It 
seems to be that our impulse to be correct has gotten in the way 
of our need to be smart.

Here in the hot sun, all that seems far away and even 
imaginary. This thin country is eager to be not quite as thin as 
it currently is and is following in many of the footsteps of more 
developed countries. But there may be a few of those footsteps 
that it will be wiser to sidestep. 

Paul Epp is an adjunct professor and former Industrial Design 
deapartment chair at OCAD University.

Most of the use of wood is architectural and the build-
ings are small. They are fairly minimal, and that seems 

to be adequate. There is no snow-load 
to be concerned with, or freezing and 
thawing cycles. There usually are not 
even many glass windows. 

The construction is usually 
stick framed and gable roofed. There 
isn’t necessarily a carefully measured 
increment to all the studs or rafters, 
and if the wood wasn’t long enough, 
another piece will be over-lapped and 
spliced on beside. Although there is a 
variety of conifer here on the beach, 

the wood that is used is hard and dark. There must be 
a bandsaw mill somewhere in the vicinity, but some-
times the wood is harvested very locally with the 

chainsaw be-
ing the only tool 
needed, both for 
felling and sawing 
out the boards. 
An electric hand-
plane is used for 
dressing a face, if 
that is desired.

The build-
ings readily  
provide shelter 
from both the sun 

and the rain. They would need to be built much more 
sturdily to withstand the infrequent major storms, but 
it must make more sense to build for the most com-
mon scenario, which is not too threatening. Bad news 
will be dealt with if and when necessary.

IT’S OBVIOUS that there isn’t an enforced building 
code, with building inspectors and books of rules.  
Precedent supplies sufficient wisdom to do the job  

Paul Epp
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CFCRA

THE PARAMOUNT AREA OF CONCERN for the CFCRA  
continues to be the education of flooring professionals. We  
want to offer something for all the various departments of  

Take advantage of product knowledge classes

Education for retailers 
ucts and I am very excited to see what they are going to show 
us. The team at Beaulieu Canada’s Acton Vale facility are not 
only excellent at manufacturing, but are also leaders in the 
sales and marketing division of this huge multi-national cor-
poration. Hopefully we get to see why.

May 16 in Toronto, hardwood expert Drew Kern will be 
sharing his knowledge on hardwood sales, products and charac-
teristics. Drew is familiar with all aspects of the hardwood indus-
try from manufacturing to sales to inspections.

LOW MOISTURE RESOURCES
The CFCRA has recently held some classes for the floor and 
carpet cleaning industries on the subject of low moisture and 
dry cleaning. Ray from Brolan Sales held a class on dry powder 
cleaning floors and carpets with their green cleaning products. 
Yes, the terms of green cleaning and dry cleaning mentioned in 
the same sentence. Some of the class attendees were from the 
who’s who of the industry and everyone said they had some 
great take-aways from the presentations. 

Low moisture cleaning was also addressed in a separate 
seminar by yours truly. We had a great turn out from people all 
over Ontario and we looked at textiles under 120x microscopes 
to see the intricacies of the yarns we are cleaning. We looked 
at the new generation of low moisture cleaning tools and dis-
cussed the importance of choosing the right chemistries for the 
right situations. We will be holding these same seminars in Ot-
tawa and Montreal very soon.

The CFCRA will continue to move forward with free education 
for our members by offering free concrete moisture and wood 
moisture testing technique seminars. During this training, we 
also review the latest sealers and patches for mitigating mois-
ture. If this is of interest, please contact sfenton@cfcra.ca to see 
how you can receive this valuable training at no charge. 

The Canadian Flooring Cleaning and Restoration Association 
(CFCRA) was preceded by the Flooring Institute of Ontario (FIO), a 
not-for-profit organization which proudly served the needs of floor-
ing industry professionals in Ontario since 1962. www.cfcra.ca

flooring companies — salespeople, installers and 
maintenance personnel.

The association also wants to be 
a resource to our industry in providing 
information. So, in April we will start 
our “Ask the Expert” section of the  
CFCRA website where it will be avail-
able to all our members and the pub-
lic. If we do not immediately have the 
answer to your question, then we will 
use our extensive resources to get one 
for you.

Our “experts” are leading mem-
bers of our industry — manufacturer 
representatives, installation experts, 

sales people, cleaning professionals, industry instruct-
ors and flooring inspectors. If you are interested in be-
coming one of our go-to experts, please contact Shar-
on Fenton at our office (sfenton@cfcra.ca).

MILL TOURS PLANNED
The association, in partnership with some of our mem-
bers, will offer carpet mill tours in May and June. Both 
of these mill tours are being sponsored by the manu-
facturers and are not being held for a profit.

On May 12 Kraus and the CFCRA are having a 
mill tour of their facility in Waterloo, Ont. This is an ex-
cellent opportunity to see how fibre, carpets and sam-
ples are made. If you have not seen carpet being made 
before, this is a great opportunity to be able to under-
stand what the process is and what the various factors 
are in determining performance. 

On June 6 Beaulieu Canada is teaming up with 
the French side of the association, ACCP-NR, and are 
having a tour of their carpet manufacturing facility 
in Acton Vale, Que. Beaulieu is leading edge on many 
different aspects of the flooring industry’s new prod-

Lee Senter, CFCRA  
Acting President
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SHOWS

COVERINGS IS THE LARGEST TILE AND STONE show in North 
America with nine miles of the latest trends and exhibitors from 
over 40 countries. The 2017 edition of the show in Orlando, Fla., 

Miles of tiles and stone on display

Coverings 2017 Orlando  
Gallery; downloadable Project Guide, schematics, and mainte-
nance tips; and a Test Your Tile IQ feature where users can take a 
simple 10-question quiz for a chance to win a prize.

At Coverings 2017, 18 members of TCNA donated cus-
tom-tiled doghouses to the Pet Alliance of Greater Orlando. 
The participating companies include: AlysEdwards Tile & Stone, 
Appomattox Tile Art, BonTon, Casa Ceramica, Cider Press Tile, 
Crossville, Del Conca USA, Florim USA, Iconic Design Concepts, 
Lunada Bay Tile, Marazzi, Shenfeld Studio, StonePeak Ceram-
ics, Stonexchange, Syzygy Tile, Vitromex, Wizard Enterprise and 
Wonder Porcelain. The forms used to make these doghouses 
were manufactured by Wedi and contributed by Wedi and TCNA.

COVERINGS ALSO HONOURED its industry “Rock Stars” for the 
show’s third class of the emerging leaders program. Honorees 
were recognized for their individual contributions to the tile and 
stone industry during a Rock Stars luncheon. A panel comprised 
of seasoned and established industry professionals reviewed the 
nominations submitted by active and experienced tile and stone 
colleagues, and selected the following 11 outstanding inductees 
for the third class of Coverings Rock Stars. Representing a di-
verse array of industry professions, the 2017 honorees included 
Joseph Roberts, import manager and senior purchaser, Interna-
tional Stone & Tile of Toronto, Ont.

Sponsors of the show are CTDA, Tile of Spain/Spanish 
Ceramic Tile Manufacturer’s Association, Ceramics of Italy/Con-
findustria Ceramica, NTCA and the TCNA. The show is managed 
by Taffy Event Strategies. Coverings 2018 will be held in Atlanta, 
Ga., from May 8-11, 2018. 

featured the introduction of a tile industry marketing 
and education initiative designed to inspire consumers 
and provide information on all of tile’s benefits. 

The campaign, called Why Tile (http://whytile.
com), sought in-
put from various 
industry organi-
zations including 
the Ceramic Tile 
Distributors As-
sociation (CTDA), 
the National Tile 
Contractors As-
sociation (NTCA), 
the Ceramic 
Tile Education 
Foundation, the 
Tile Contractors 
Association of 
America, and the 

Tile Heritage Foundation, in addition to manufacturers 
worldwide. Why Tile is coordinated by the Tile Council 
of North America (TCNA).

WhyTile.com provides information created to 
sway consumer opinions on the benefits of tile, cen-
tering on four main tenets: design, easy care, healthy 
spaces, and heritage. The site features an Inspiration 
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INSTALLATION

FEW SEGMENTS OF THE CONSTRUCTION INDUSTRY are as 
hot as health care right now. I’ve been involved in a lot of resil-
ient floor projects in health care from the specification, installa-

Plenty of opportunity if you mind the details

Health care challenges 
entire purpose of welding for a sterile flooring surface is lost and 
it’s VERY difficult to repair. 

ADHESIVES
I’ve seen more bad resilient floors because of adhesive issues 
than any other reason. The wrong adhesive and too much adhe-
sive are the top examples. You don’t need much of a good qual-
ity acrylic adhesive to adhere SVT, rubber or sheet goods, but 
assuming “more is better” or making a simple mistake like using 
the same trowel that you did for the VCT or carpet can ruin the 
job. Indentations from adhesive displacement, tile shifting or ad-
hesive oozing at tile joints are prime examples of what happens. 

While we are talking about adhesive displacement, let’s 
look at adhesive selection. With the stresses put on floors in 
medical facilities, how the floor gets adhered can make a big 
difference in performance. Beds are heavier and have smaller 
wheels than ever, which is very tough on floors. There is also a 
lot of equipment getting rolled across the floors, and in both 
cases the flooring can usually take the load, but the adhesive 
may not be able to. If the floor dents or buckles under this type 
of stress, it is rarely the fault of the material, and may be prevent-
able with the right adhesive, such as a hard setting epoxy or a 
thin application of spray adhesive. Many manufacturers recom-
mend this, but it may or not make it into the specification. I urge 
architects to consider this, but if they don’t specify adhesive spe-
cifically, the nature of competitive bidding is that the less expen-
sive option gets used. Find out how the space will be used, and 
double check the flooring manufacturer’s specs. If you are not 
sure, have a conversation with the flooring manufacturer. I’ve 
inspected more than a few indentation complaints where this 
recommendation was not followed, and the flooring contractor 
was held responsible.  

SUBSTRATES
Right up there with adhesive issues are substrate problems un-
der resilient floors. In new construction, problems with concrete 
that is not yet dry continue to be a problem industry-wide. Sub-
strates contaminated with paint, pipe cutting oil or other surface 
contamination can stain the floor or break the adhesive bond. 
Renovation projects also have their issues also when it comes to 
substrate preparation. If an old floor is being removed and a new 
one installed, the old adhesive needs to be removed as well. It’s 
not enough to just skim coat over the old adhesive! Contaminat-
ed concrete can prevent the bond of a patching compound to 

tion and inspection side, and have seen failure and suc-
cess. Depending on the use and the budget, resilient 

flooring in health care varies from vinyl 
composition tile (VCT) to heat-weld-
ed, flash-coved sheet goods and a lot 
of products in between. Even within 
these categories there are sub catego-
ries some times. For example, under 
VCT there is the standard tile, and 
other such “premium” products as VET, 
HVT, quartz tile, homogeneous vinyl 
and others that have higher vinyl con-
tent for better performance, larger tile 
sizes and better visuals than standard 

VCT. The same holds true for the solid vinyl tile (SVT) 
category. Homogeneous SVT often looks like VCT but 
performs better, and the printed film, clear wearlayer 
SVT (sometimes called LVT) have realistic visuals such 
as wood looks. Finally, many designers are looking 
outside of the vinyl category to PVC-free products such 
as rubber, bio-based, polyolefin and linoleum tile and 
sheet products. 

There has never been more variety in resilient 
floor tile than there is today, and each has unique 
methodology for installation and maintenance. This 
is important — adhesive selection and initial mainte-
nance are NOT all the same! 

In many trips to hospitals and health care facili-
ties, I have seen many resilient floors that really made 
me unhappy, often because of substandard installa-
tion. Here are a few examples. 

SEAMS 
In health care, sheet products have to be heat weld-
ed and often are flash-coved for sterile environments. 
These are very specialized skill sets for installers; be 
sure your installation team is up to the task. Welding at 
too high a speed or too low a temperature causes gaps 
from welds that don’t hold. Trimming the weld before 
it has cooled causes dirt catching seams that are lower 
than the flooring surface. In both of these cases, the 

Christopher Capobianco
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the substrate. Follow manufacturer’s instructions and the indus-
try standard ASTM F 710, “All concrete floors shall be tested for 
moisture regardless of age or grade level...” and also “…be free of 
dust, solvent, paint, wax, oil, grease, residual adhesive, adhesive 
removers, film-forming curing compounds, silicate penetrating 
curing compounds… and other foreign materials that might 
prevent adhesive bond.”* Make sure your substrate is clean, 
smooth and dry! 

SITE CONDITIONS
I’d be remiss if I didn’t mention the challenges of installing floor-
ing in active construction sites. For hospital construction it seems 
to be worse than any other type of building, probably because 
there is a tremendous amount of plumbing, wiring, furniture and 
equipment all getting installed in these spaces, often at the same 
time as finishes like ceilings, floor and wall coverings. I have often 
marveled how many trades work seemingly on top of each other. 
I’ve seen cases where that was unmanageable and others where 
everyone made it work. The important thing is to be very firm 
about the floor coverings being left alone for the first day or two 
so the adhesive can cure or dry. Then, they should be covered 
with paper and wood panels so they do not get damaged. It’s 
important to discuss this when planning the job. If the flooring 
is installed into wet adhesive, it needs some time to set before 
you do anything — often two days. If you cover it right away, 
somebody is bound to roll something across the floor while the 
adhesive is sill wet, and even if it is covered with wood panel, 
resulting in denting or shifting. Once you are ready to cover the 
floor, sweep first so any soil or grit doesn’t get ground in. Also, 
use brown paper before placing wood panels on the floor be-
cause the panels can be abrasive and may scratch the floor. 

MAINTENANCE
Finally, we have the issue of initial maintenance. Many resilient 
floors require some type of finish to be applied before they can 
be put into use. I’ve gotten pulled into a number of disputes 
over WHO was supposed to be doing the initial maintenance. It’s 
often assumed that that is part of the installer’s scope of work, 
which is not always the case because some installers do it and 
some don’t. If you don’t do maintenance, make sure to exclude 
it from your bid and be clear with the general contractor about 
this point. Also, many products do not require a finish these 
days. If that is the case, be sure everyone is clear about that be-
cause it may be assumed that you are required to “wax the floor, 
because that’s what we always do.” Finally — be aware that the 
finish coating may not be a standard acrylic floor finish. Polyure-
thane coatings are being used more and more frequently and 
this is a more detailed process. 

Health care is still a strong market for our industry but 
there is a lot to know. Pay attention to all of the details, know 
your products, keep the lines of communication open and you 
can do well. 

Christopher Capobianco has been in the floor covering indus-
try since the 1970s in roles including retail and commercial sales, 
technical support, consulting, journalism, education and volunteer 
work. He currently is part of the sales team for Spartan Surfaces in 
New York City. Contact him via christopher@SpartanSurfaces.com.

*  ASTM F 710 Standard Practice for Preparing Concrete Floors to  
Receive Resilient Flooring. www.astm.org, 610-832-9585 

Above, this rubber tile  
buckled because the  
patching compound was 
applied right over adhesive 
residue and did not hold. 

Improper heat welding 
technique causes gaps in 
seams that ruin a sterile  
environment (left).

Proper planning, substrate preparation  
and installation can result in beautiful resilient floors 
for health care environments. 
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SHOWS

THE NATIONAL WOOD FLOORING ASSOCIATION (NWFA) 
presentation of its annual Wood Flooring Expo in Phoenix, 
Ariz., attracts many Canadian businesses as exhibitors, with close 

NWFA show featured active Canadian contingent

Wood Flooring Expo 2017  
Vendors were able to showcase new formats at the expo. 

For example, Mirage of Saint-Georges, Que., featured new 
boards in lengths up to 82 inches, following an industry trend 
towards longer formats to make rooms look bigger, require few-
er boards and have fewer visible joints. This length represents 
an average increase of 25 percent for the company’s engineered 
5- and 6-1⁄2-inch widths. In addition, Papineauville, Que.-based 
Lauzon used the show to highlight new engineered offerings 
that mimic solid floors.

THERE WAS ALSO CANADIAN CONTENT amidst the winners 
of the NWFA 2017 Wood Floor of the Year contest announced 
during the Expo. This year in the Best Parquetry/Inlay Appli-
cation category, Toronto, Ont.-based Traditional Hardwood 
Flooring was the winner (shown at left). Other award categories 
are Best Restoration/Makeover, Best Color and Finish Applica-
tion, Best Circular/Curved Application, Best Textured Wood Ap-
plication and Members’ Choice award.

The Wood Floor of the Year Awards were developed to 
encourage and recognize innovative craftsmanship and design 
in wood flooring installations. Since the program began in 1990, 
more than 200 awards have been presented to NWFA member 
companies throughout the U.S. and Canada, as well as in Russia 
and Finland. 

The NWFA (www.nwfa.org) is a not-for-profit trade orga-
nization, with more than 3,400 member companies world-wide, 
dedicated to educating consumers, architects, designers, specifi-
ers and builders in the uses and benefits of wood flooring.

The next Wood Flooring Expo will be held in Tampa,  
Fla., April 10-13, 2018. 

to 20 making the trip out of the 250-plus exhibiting 
this year. The show’s total exhibitor roster includes 
wood flooring manufacturers and wood machinery 
suppliers, as well as providers of adhesives, abrasives 
and finishing products. Organizers stated the expo en-
joyed its highest attendance since the Great Recession.

One of the strengths of the expo is its education 
component, according to Bill Duke, the Toronto-based 
representative for Artistic Finishes in Canada. “We did 
a training session on moldings with Bill Treiber, our 
technical rep from Minnesota,” says Duke. The show is 
important to Artistic Finishes, having exhibited for 15 
consecutive years. “We used the expo to launch a new 
product line.”

The expo is structured so that flooring business 
owners can attend educational sessions and roundta-
ble discussions to learn about best practices. Seminars 
ranged from jobsite preparation, nail- and glue-down 
techniques and the effect of sanding on finish to the 
science of engineered wood, cork and bamboo.

Canadian companies exhibiting featured a large 
representation from Quebec, including Appalachian 
Flooring, Lauzon, Mercier, Mirage, Mont Royal,  

Parquets Alexandra,  
PG Hardwood Flooring, 
Preverco and  
Primatech.
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Oak hardwood combines  
rustic character and texture 

Bruce Signature Scrape collection from 
Armstrong emphasizes the distinctive 
grain of oak. Available in seven comple-
mentary colors and a medium gloss fin-
ish, the collection combines rustic char-
acter and texture that is said to capture 

the spirit of distressed hardwood. A light 
color wash or a rich stain also provide two 
unique visuals, in addition to the choice 
of a low gloss finish. 
www.armstrongflooring.com

Rapid setting sloping mortar
SpeedSlope from Custom Building Prod-
ucts is said to be a rapid setting, rapid 
hardening, polymer-modified, pre-blend-
ed, cement based mortar bed and sloping 
mortar for leveling and ramping up to 3 
in. on horizontal substrates, and up to 5 in. 
thick in confined areas such as trenches. 
The product may also be used for walls and 
countertops, and sets to a walkable hard-
ness within one to two hours for installa-
tion of ceramic tile and natural stone tile 

flooring. Formulated for dimensional sta-
bility and bond strength, the mortar is suit-
able for pre-sloping under waterproofing 

membranes and mortar beds in shower ap-
plications, for countertops and patching.
www.custombuildingproducts.com

Luxury vinyl flooring collection  
has diverse design inspirations
Parterre has introduced the Storri luxu-
ry vinyl flooring collection. The two new 
introductory designs of Kennett and 
Madal, combined, offer 11 color options. 
The aged, reclaimed wood-look design of 
Kennett is said to come from farm hous-
es, while Madal gets its stone-like design 
from the intricate detail of a Nepali drum. 
Madal’s neutral stone look is suitable for 

FUZION  FLOORING
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any industry, the company says, whereas 
Kennett works especially well in hospitali-
ty and retail settings, for both floor instal-
lations as well as feature wall installations. 
Kennett is available in a wide plank size of 
7.25 in. x 48 in. x 3 mm, and Madal is of-
fered in a multi-sized format consisting of 
12 in. x 12 in. x 3 mm and 12 in. x 24 in. x 
3 mm tiles, which are meant to be mixed 
together during installation.
www.parterreflooring.com

Sustainable, centre cut hardwood
HomerWood, a hardwood brand from 
Armstrong, is said to offer classic to con-
temporary designs for floors in a range 
of species, colors, styles, textures and 
surface treatments. Hardwood craftsmen 

hand-select each plank from sustain-
able, well-managed centre-cut lumber 
to reveal the finest character and beauty 
created by nature, the company says. The 
Aesthetics collection offers new colors 
that including White Oak Simply White, 
White Oak Slate and White Oak Indigo 
(pictured). White Oak hardwood is sup-
plied from the Appalachian region.
www.homerwood.com

Rigid core flooring  
with dimensional stability

Korlok rigid core floor from Karndean is 
said to be a product that covers any type 
of subfloor scenario across gluedown, 
loose lay and rigid core formats. The floor 
is secured by a 5G vertical click locking 
mechanism that is quick and easy to in-
stall, the company says. Its PVC K-Core is 
also said to ensure a stronger, more stable 
core that is as easy to install as glue down 
LVT, with a simple score and snap. The 
product provides dimensional stability and 
may be installed over imperfect subfloors 
and most existing hard floor coverings. At-
tached foam underlayment and IIC rating 
of 62 make the product suitable for reduc-
ing noise transfer. The collection includes 
12 new colorways in a 56 x 9 in. format.
www.karndean.com

HYDRO BAN
®

 Shower System

Pre-Sloped  
Shower Pans

Preformed Shower  
Accessories Available in brushed and polished

Linear and Square Drains Board NEW!

A complete line of waterproof shower components including barrier free solutions. 

www.laticrete.com  l  1.800.243.4788

n  Single source supply – all your shower products from one supplier
n Designed for safety, comfort and easy access
n Waterproof and ready to tile
n  Constructed with lightweight high density polystyrene

Globally Proven 
Construction Solutions

Globally Proven 
Construction Solutions*See Data Sheet 230.99 for complete warranty information.

A-8204-0417  ©2017 LATICRETE International, Inc. All trademarks shown are the intellectual properties of their respective owners.

Live
Chat

NOW AVAILABLE ONLINEWarranty

LIFETIME*
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 www.primatech.ca

USA / CAN 1(800) 363-1962
sales@primatech.ca

3/4’’ (19mm) factory set  
Adjustable for 5/8’’ to 7/8’’ (16 to 22mm)

3/4’’ (19mm) factory set 
Adjustable for 3/8’’ to 3/4’’ (10 to 19mm)

550

Nailer / Stapler 2 in 1

250 series

120 L  nails or  
124 Staples

COMBO 
Magazine

capacity

Staple dimensions 
18ga 1/4’’ (6mm) crown
Length: 1/2’’ – 1-9/16’’  

(13 – 40mm)

360o adjustable  
front exhaust

Sequential  
fire trigger

Driver blade  
heat treated  
for longer life

Rubber grip for reduced 
vibration and fatigue

Adjustable base  
from 1/4’’ to 5/8’’  

(6 to 16mm)

Bottom  
loading 

magazine

The Q180 pneumatic flooring stapler is a professional  
precision tool developed for the installation of most  

1/4’’ to 5/8’’ (6 to 16mm)  
solid and engineered flooring.

Stay on top with our  EXPERT tools … and more
•  PrimSurfer roller base :  
 Two-Way sideshift

• Short nose gets you  
 closer to the end walls

•  Can be actuated  
 from any angle

•  Quick on-site  
 maintenance

•  Light impact will  
 set nail perfectly

Laminate plank collection
The Euro Contempo collection of lami-
nate planks from Fuzion Flooring fea-
tures soft and subtle hues of grey, taupe, 
and driftwood in 6 x 50 in. planks. The col-
lection has a AC4 rating and FloorScore 

certification for indoor air quality. Speci-
fications include a 30-year guarantee, mi-
cro scratch protected surface, anti-bacte-
rial coating and drop lock locking system.
www.fuzionflooring.com

Mediterranean-inspired sheet vinyl
Beaulieu has announced a modern Medi-
terranean trend for its new sheet vinyl col-
lections, Kreation, Philosophik, Theatrika 

and Pietro. The dominant colors are blue, 
gray and beige to echo those of the sea, 

sky and beach, the company says, with 
splashes of yellow and lavender. Through-
out the collection, designs of tiles, wood 
and concrete are featured.
www.beaulieuflooring.com

Underlayment for single  
and multifamily homes
Tarkett has introduced ProSheet Plus 3 
underlayment, a foundational layer upon 
which a floating floor for luxury vinyl tile 
and plank (LVT/LVP) and FiberFloor can 
be built. The product, appropriate for sin-
gle and multifamily dwellings, is different 
because it covers a range of substrates 
– from new construction (concrete, flake 

and particleboard) to residual adhesive, 
painted floors, existing resilient and tile 
sub-floor conditions. It installs directly 
over OSB to meet the requirements for 
single floor construction. The product is 
said to minimize the potential negative 
impacts of subfloor conditions such as 
deflection, staining and telegraphing of 
subfloor texturing. 
www.tarkettna.com 
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   Canadian municipalities issued $7.5 billion worth of building 
permits in February, up 8.7 percent over the $6.9 billion is-
sued in February of 2016.  —Statistics Canada

   Total spending on new housing construction increased 8.7 
percent year over year to $4.0 billion in January. Six provinces 
posted increases, led by Ontario and British Columbia. Nation-
ally, investment increased for every dwelling type.  
 —Statistics Canada

   Real U.S. gross domestic product (GDP) increased 1.9 percent 
in the fourth quarter (Q4) of 2016, primarily reflecting positive 
contributions from consumer spending, inventory invest-
ment, residential and non-residential fixed investment, and 
state and local government spending. In Q4 of 2015, GDP had 
increased 0.9 percent.  —U.S. Bureau of Economic Analysis

   Housing starts are now on pace to hit 204,669 units in  
Canada, whereas January saw them hitting 200,255 units, 
according to Canada Mortgage and Housing Corporation 
(CMHC). This trend measure is a six-month moving average  
of the monthly seasonally adjusted annual rates (SAAR) of 
housing starts.  —CMHC

    According to a new Pew Research Center survey, nearly  
six-in-10 Americans (58 percent) say the country’s economic  
situation is very or somewhat good, the highest level  
recorded since the financial crisis of 2008. Last year, the  
survey found that 44 percent of the public were upbeat about 
the economy.  —Statista

   U.S. new home sales reached 564,000 (SAAR) in February.  
This is the second best level after last July’s 622,000 since  
January 2008.  —Scotiabank Global Economics

   Canadian imports of tropical sawnwood were worth $1.65 
million US in January, up 70 percent from December but 
slightly lower than in January 2016.  —ITTO

   In January 2017, Russian sawn timber exports grew by 38  
percent over the previous month.  —Fordaq

   In Canada, the dollar volume of total educational construc-
tion starts averaged $3.8 billion per year between 2010 and 
2015. The per annum percentage growth during that stretch 
of time for the country as a whole was 9.1 percent. This  
advance in the dollar volume of Canada’s total educational 
starts was offset in 2016 by a 33.3 percent decrease compared 
with 2015.  —ConstructConnect

   U.S. imports of all sawn hardwood increased by 21 percent 
from December 2016 to January 2017. Some 70,569 cu. m.  
of sawn hardwood worth $41 million US were imported in 
January.  —ITTO

   The U.S. residential remodeling market reached an all-time 
high of $340 billion US in 2015, surpassing the prior peak in 
2007, according to a report, Demographic Change and the 
Remodeling Outlook, February 2017.  —Harvard University

   The specialized design services industry group, which  
includes interior, industrial, graphic and other specialized  
design services in Canada, reported operating revenue of $3.0 
billion in 2015, up 1.9 percent from 2014. Sales of interior  
design services represented 37.9 percent of the industry 
group’s total sales.  —Statistics Canada

   Vietnam’s wood and wood products exports are forecast to 
reach $8 billion US in 2017, up from $7.3 billion US last year. 
 —Fordaq

   U.S. ceramic tile consumption in 2016 was 2.90 billion sq. ft., 
up 5.8 percent vs. 2015 (2.74 billion sq. ft.). For perspective, 
2016 is the fourth highest level ever reached by the U.S.  
ceramic tile market, topped only by the pre-recession boom 
of 2004-2006, when consumption was more than 3 billion  
sq. ft. annually.  —Tile Council of North America

   Annual sales of food services and drinking places in Canada 
totalled $64.9 billion in 2016, up 6.3 percent from 2015. This 
was the fastest rate of annual growth since 2000.  
 —Statistics Canada

   Currently, just 3.6 percent of Canadian businesses export,  
according the report, Ten Ways to Build a Canada that Wins.  
Research indicates that exporting companies experience 
much faster growth and are more productive than their do-
mestic counterparts. Exporters have been found to generate 
121 percent more revenue than non-exporters and their  
productivity per employee is 30 percent greater.  
 —The Canadian Chamber of Commerce

   The U.S. January ABI (Architecture Billings Index) score  
was 49.5 but recorded modest growth for February, as the  
ABI score rebounded to 50.7 (any score over 50 indicates  
billings growth).  —American Institute of Architects

   Sonoco has implemented price increases for all paperboard 
tubes and cores in the U.S. and Canada by a minimum of 10 
percent.  —Lesprom 
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Stonex Canada
Toronto, Ont. 
www.stonexcanada.com

May 22 – 25 
Domotex Turkey
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www.domotexturkey.com/en

May 27 – 29 
Canadian Furniture Show
 Toronto, Ont. 
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TTMAC Convention
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NeoCon
Chicago, Ill. 
www.neocon.com

Sept. 11 
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Nov. 29 – 30 
IIDEX Canada
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Nov. 30 – Dec. 2 
The Buildings Show
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Jan. 29 – Feb. 1, 2018 
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THERE HAVE BEEN OVER FIVE YEARS since Le Manoir, a Mon-
treal, Que., boutique offering beauty services, nail expertise and 
exclusive fashion, first opened its doors to customers. In an effort 

Social media drives interior design choices

Fashion boutique makeover

THEN-AND-NOW

pedicures, as well as for clothes and jewelry.”
Working with the customer was a challenge for Tuxedo. 

“When people aren’t used to working with an agency and don’t 
understand the different phases — sketches, concepts — she’d 
ask ‘how is going to work?’ We had to educate her about all of 
the processes,” says Guez.

In order to support Le Manoir’s multipurpose business, 
the concept behind the floor plan was an open space layout 
with the welcome desk being in the centre of the space. The use 
of natural stone as a key texture helps elevate the brand image, 
something the owner wanted to achieve. 

Ultimately, the material palette and the construction de-
tails generate an overall look that is classically timeless, yet is 
used in a very modern way. “The place had old fixtures so we 
had to renovate part of the store, including where there was en-
gineered wood on the floor on top of concrete slabs,” says Guez.

In order to stay within budget, an artistic concrete floor  
finish was created by Marcher sur L’art, a Montreal-based com-
mercial and residential concrete counter and floor contractor  
discovered by Tuxedo. With epoxy, the company can simulate dif-
ferent stone, marble and custom-look finishes using a technique 
of combining paint colours and coatings that allow volume traffic. 

Since its official reopening last November, according to Tu, 
Le Manoir has been successful in attracting a youthful clientele 
to its photogenic environment and become a natural backdrop 
for social media users.  

The finished Then-and-Now project is featured on each issue’s  
cover. Please submit project suggestions to news@wimediainc.ca.

to maintain a youthful brand image and expand the 
retail aspect of the business, Le Manoir owner Émilie 
Sanscartier mandated Tuxedo to create a new store  
layout and update the interior design of the salon,  
located at the intersection of rue Ste-Catherine and St. 
Laurent Boulevard.

Tuxedo is a creative agency that offers advertis-
ing, branding, digital creation, photo and video pro-
duction, architecture and environmental design. Based 
in Montreal, Tuxedo does business in Canada, the U.S. 
and Europe.

The main challenge of this project was to create 
an environment that would be flexible in function-
ality. “Clothing and jewelry display was one of the first 
request she gave us for the design,” says Sarah Tu, lead 
designer at Tuxedo. “She wanted to increase the area 
of her retail space for local designers who want to sell 
product in her store.”

According to Laurent Guez, vp environmental 
design at Tuxedo, “The owner explained why the  
customers were coming to her store and that they 
were young and active in social media. 

“She wanted something cool, simple, clean and a 
place where people can post pictures when they try on 
clothes or they try different nail art. There are different 
areas in store for massage treatment, hair styling and 
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Le Manoir before its update



Ask for Fusion Pro where you buy grout.  
CustomBuildingProducts.com 
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STAIN PROOF... YOUR LIFE
When you see the STAINPROOF FOR LIFE logo on a Beaulieu carpet, you 

know you’re buying a product that offers lasting stain resistance. We are 

so confident in our stainproof floor coverings that we’re offering you a 

lifetime stainproof warranty… no exceptions!


