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communicating its technological
advantages, mainly embossed-
in-registration (EIR), directly to
specialty retailers via trade adver-
tising.

“When you don’t have too much
to tell you don’t have to advertise,”
Flores said. “We have so many sto-
ries to share with the retailer and
distributor. When you have so
much going on you are compelled
to share that with the retailers. The
best way to get that message across
is through the trade media.”

Last year Faus Floors opened
manufacturing facilities in Cal-

houn, Ga., and Shanghai, China;
was awarded several patents for
EIR, micro-bevel, JointGuard and
FastTrim technologies; and was
recognized as Manufacturer of the
Year by the North American Lami-
nate Floor Association (NALFA)
at Surfaces 2007.

Love your dealer

A manufacturer who is active
in the trades, supports the indus-
try with education and has quality
products is going to win out every
time, according to Kenny Han-
naford, owner of Kenny’s Carpet
Center in Blytheville, Ark.

“Hard surfaces are the thing
right now and there are so many
companies trying to get into it,” he

said.“There are a lot of choices out
there and you want to partner with
someone who shows strength, ad-
vertises and has durable products.
That’s what I look for. That’s what
any dealer is looking for.”

Torlys’ Kocemba said establish-
ing a strong relationship with the
specialty flooring dealer is the most
important brand-building tool.

“The store is becoming the
brand,” he said. “At the specialty
level, consumers will more often
choose laminate flooring based
on the recommendation of the
store and not the power of the
flooring brand. The greatest
strength of a niche brand is found
in the commitment a store has in
promoting it.” &

Quick-Step delivers its
message at Surfaces.
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