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CUSTOM OFFERS 40 COLORS
IN ALL GROUTS.

/_ Refreshed Palette Complements Today’s Trends 8

CUSTOM continues to lead the grout industry by offering”rhe best color lineup that combines existing popular .I"
favorites with nine new nature-inspired colors. /

Designers have a new array of colors to choose fron) - all complementing foday’s file frends including wood

plank, sfone, reclaimed wood, and glass. The new colors are drawn from nature with inspiration from water,
sand, and fog with muted gray, brown, green and blue tones.

Choose the right grout!
CUSTOM empowers tile contractors and design professionals to choose the right grout type for the job.
All 40 colors are now available in all grout lines, including Fusion Pro®
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Social networks and small business marketing

Flooring industry enterprises are experimenting with digital channels;
when it comes to ROI, the jury is still out.
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COMMENTARY

New eyes reflect “traditional” products

Fog of change

AMERICAN POET CARL SANDBURG wrote: “The fog comes in
on little cat’s feet. It sits looking over harbor and city on silent
haunches and then moves on.” Change must be like that.

I noticed recently there is a new trend in the builder
market. In new surveys the builders
are putting up condos, but the first
floor is retail. Obviously, this is not un-
heard-of. Many Canadian families lived
“above the store” when starting out in
the last century, but that was usually
their store.

Also, this is only a new trend
in North America. It has been the
standard in other countries forever
or for years, typically as the result of
high-density, urban demands. Because
of this, we might speculate that the target markets for
both the stores and the residences may be immigrants.

Immigration is currently a dangerous topic if you
want calm. However, it may be a more dangerous
condition without discussion than with it. For starters,

I love immigrants, immigration, cultural variation,
different foods and so on. My grandparents were
immigrants. My son-in-law is an immigrant.

However, | would be remiss not to note that
there seem to be two types of immigrants: people that
are happy that they immigrated to Canada, and people
that are not.

Kerry Knudsen

I think this will become socially important in the
intermediate future, probably because our
government will force the issue. As you know, Canada
sees itself as a haven for cultural diversity, and we
criticize our southern neighbours for their own self-
image as being a “melting pot” And, while we see the
“melting pot” as dangerous because it arbitrarily forces
people together that normally would not associate, the
Americans may be right in their view that “diversity”is
just segregation in Sunday clothes.

I minored in anthropology at university, but |
rarely mention it since by now anything we learned
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before 1990 is wrong. However, we were told that cultures are
slower to assimilate than are individuals, and the last thing to
assimilate is food.

That is, the last thing to assimilate FROM the immigrant
culture into the host culture is food. As far as the host culture,
the majority of the host culture’s residents seem to welcome and
enjoy the new ideas and approaches. It is already normal in our
local stores to see halal products, lamb and “dal” (another word
for the lentil type of legumes).

However, for the host class, which is most of us, even if we
once were immigrants, ourselves, it is much easier for us to see,
evaluate, buy and enjoy new offerings from faraway places than
itis for the immigrants to jump into what we would see as
normal. | will never forget the look on my son-in-law’s face the
first time he bit into a microwaveable, sugar-crusted,
plastic-wrapped cinnamon roll. As somebody whose main
acquaintance with cereal grains was in tortillas, the riot of sugar,
leavened flour and a spice whose rightful place in the world was
on the savoury side, he could not even choke it down.

Come to think of it, | never eat the things, either.

So our challenge becomes interesting people from other
cultures in our products. Anthropology minor or not, | don't
know how people from India, Pakistan, China, U.A.E. or Brazil
feel about carpets, tiles, vinyl or engineered wood. | will make a
note to do some research and see if we can do a story in the
near future.

Assuming they are either not favourable toward those
products or are ambivalent, how can we approach those
markets with educational tools to help stimulate interest?
Another good story idea.

But between now and whenever we get the answers to-
gether, we need to look at today. Today, we have record building
permits being sold, a strong economy and good prospects. We
have increasing market size, based largely on immigration, and
we have expertise in our field.

Before we miss it, we should seize the opportunity. | don't think
change is coming. | think it has been here, looked over harbor

and city, and moved on. /*“

Comment at www.coveringscanada.ca



SET the
MOOD

MAPEI's NEW color collections
help to personalize your space

[nan industry first, MAPEI has used color technology bundled
with artistic knowledge to develop a new 40-color palette for
its grouts, caulks and colorant divided into 5 color collections,
each themed with a distinct personality.

Whether it complements or contrasts with the tile selection,
the proper grout color can give personality and feeling to the
final look of the flooring installation. MAPEI's color collections
simplify the search for the perfect hue, ensuring a better end
result for the customer.

Scan the QR Code
below to learn more
about the new color
palette for MAPE's
grouts, caulks and
colorant.
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www.mapei.com
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COST

When it comes to internet retail marketing, the one
tool that no one can do without is a website.

After that, though, the digital tools available are
seemingly endless. How deep or wide — sophisticated
— do you want your website design to be? Which
social media platform do choose: YouTube, Vimeo, Twit-
ter, Facebook, Houzz, Instagram, Pinterest, LinkedIn,
Google+? Do you take the plunge and invest in Google
AdWords?

Hey, guess what? All of these choices have escal-
ating costs attached. Even “free” social media needs to
have a warm body (or two) to feed the endless appetite
of each platform.

Darmaga Hardwood Flooring Ltd. in Richmond Hill,
Ont,, took the plunge into marketing on the web sev-
eral years ago, according to executive director Carrie
Darmaga. Her mandate at the broad-line flooring retail
store was to improve the website, try some digital mar-
keting tools and monitor the results.

“We've been around for 75 years and we needed
to catch up with the times,” Darmaga says. “The things
that I've implemented, the social media and beefing up
the website — that sort of thing — | think has helped
to some point but don’t know that it's had a huge im-
pact — at least not yet.

“I think generally people do a lot of research
online as to what kind of floor they can put into certain
rooms, or they might look up different looks and styles.
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They then come in here, but they aren’t coming in fully
educated.”

Knowledgeable, in-store sales staff are still key to “educat-
ing the consumers as to what and why and how. We're trying to
use our social media to help them find that information easily.”
Darmaga has accounts on Facebook, Twitter, Pinterest, LinkedIn,
Google+ and Houzz, with YouTube under consideration.

Toronto-based SearchKings, a digital marketing and tracking
specialist, is very familiar with social media outlets. SearchKings
services include AdWords management, Google Analytics, Goo-
gle remarketing, mobile marketing, YouTube video marketing
and website design.

President and co-founder Darryl Margaux says “general-
ly the way it works is that Pinterest or Facebook is a good place
to post imagery. You want to show off your product line. That’s
good for people who are browsing.”

Margaux describes online marketing using social media
as a funnel that captures consumers’'imaginations at the initial
stage of research.

“At the top of the funnel is someone who just said ‘I've got
to get rid of my carpet. It's been 10 years and we need new car-
pet/Now they say to themselves ‘what kind of carpet am | going
to get? Then they start browsing.

“They go to Pinterest, for example, and start looking at
thousands of different pictures of carpet. They look at what the
trends are, such as celebrity carpet”

Steve Consentino, vice president of Capitol Carpet & Tile
and Wood, in Boynton Beach, Fla., says “I don’t know how sold
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I am on the importance of social media for a dealer of
our size. We have a Facebook page and a Twitter page, a
Pinterest page, a Houzz page. To do it to the extent where |
believe it would truly make a difference | think | would have to
hire someone to man all of those pages properly. That is a lot
of time””

Some suppliers, such as Shaw and Mohawk, provide social
media and content tools for retail websites. “It's an automat-
ic feed into our Twitter and Facebook page,” says Consentino,
“where we give them the authorization to publish postings onto
our pages as if we're posting.”

The next stage for retailers is getting consumers into the near-
est store location to refine their choice of flooring and to sched-
ule an installation.

When a consumer is at this stage, they are more than likely
to employ a Google search to triangulate. Darmaga knew this
and sought out a website design company that was also an SEO
(search engine optimization) expert who could bring searches to
her store at the top of the returns.

“We started slow and just ramped up over the years,’ Dar-
maga says. “At first it was just SEO, putting keywords on our site
to capture Google searches. But Google keeps changing their
rules regularly — what works today doesn’t work tomorrow. It’s
a guessing game constantly and you are constantly asking your-
self, ‘is it worth it?”

She found that it was very expensive to have a specialist
help the company maintain its SEO process.“And we weren't
getting much from it. So you think ‘maybe it’s just this company,

so you switch and then you switch, and you keep on switching
because you're not getting results from anybody.”

Free keywords that are built into the back end of postings on

a website help to a degree, but may fall short when it comes to
geo-targeting your business. Consentino has come to rely on
paid Google AdWords to promote Capitol’s multiple locations in
south Florida.

He cautions that not all web marketing companies know
what they are doing when managing AdWords. “We were spend-
ing around a couple of thousand dollars a month at one point.

“We were getting some really lousy leads. So we had a
‘contact us page’on the net website. Nothing like our website
today. We had, of course, an 800 number.

“It was a dedicated 800 number so that we knew when
the calls came in through that number that it was off of the page
search that we were doing on Google AdWords."

Unfortunately, the calls coming in were “just bad leads”
that were attributed to using bad key words.

“We knew everything was about 'value’and ‘lowest price/
‘cheapest,” says Cosentino. “All those key words that give you
bad leads. We didn’t know better”

Revamping the company’s website after changing its AdWords
ad agency management and digital marketing provider to Floor-
Force of Boca Raton, Fla., did turn its fortunes around, however.
FloorForce has numerous flooring clients such as Tampa Con-
tract Floors, Heritage Carpet & Tile, The Longest Yard, and Per-
sonal Touch Flooring, and provides retailers with services such

Canada’s floorcovering magazine Coverings 7



as website design, reviews, directory sites, social media, pay per
click, email marketing, after-sale marketing and and blogs.

“We're spending considerably more now. | have incorpo-
rated different landing pages into our AdWords campaign. Not
just our website, but we have specific landing pages for our spe-
cific campaigns. We have different coupon offers and such so we
can generate more leads. We're getting more than 70 to 90 leads
a month. The vast majority of those are quality leads.”

When Capitol opened a new location in January this year
it created a new landing page separate from its main web site for
that store.“That was also geo-targeted, pay per click advertising,
that | worked out with search engines, that gave them a radius
of so many miles.”

The Google AdWords pay per click advertising model can work
for any flooring retailer with a web site, says Margaux, whose
SearchKings company provides its services to FloorForce.“Now
you want to drive some traffic to it. You say to Google 'l want to
spend thirty dollars a day and | want to buy thirty different key
words. Those key words are what people actually bid on.

“Hardwood,‘store’ and insert the city ‘Calgary’ or ‘Toronto,
‘carpet, tile,'laminate’— all the different keywords associated to
the types of product you sell. Every single one of those keywords
has a value tied to it.

“Value has a click price and the click price is made up of
any other advertiser who is bidding on the same keyword. So
what you get is an online auction where different companies are
willing to spend different amounts of money per click to try and
get that person to visit their site.”

Geo-targeting also involves the judicious use of “nega-
tive” AdWord keywords. After the ad goes up on Google and
someone types in‘hardwood flooring Bradford’ on the top of the
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page, several different ads will be returned, Margaux explains.
But instead of Bradford, Ont., in this example, “I actually see ads
for somebody in the U.K. Why would somebody in Bradford, En-
gland, be showing their ads in Canada? The answer is because
they don’t know what they are doing.

“They are targeting the city Bradford. They haven't negat-
ed any other Bradford in the world.”

This where Margaux’s “funnel”analysis and the use of tar-
geted AdWords makes its case.

“When you don’t have an unlimited budget — which is es-
sentially every small- and medium-sized company in the country
— you have to be very careful where you put your ad dollars.

“Do you want to go to the top of the funnel where people
are still learning about what they want or do you want to be at
the bottom of the funnel where they are ready to purchase?”

In the end, the flooring retailer just wants to educate the con-
sumer and make her happy.
“Flooring is complex,’ says Darmaga. “It's changing all the
time as well and on top of it, there are contradictory opinions.
“You can look online and find one way of looking after
your floor and then look somewhere else, and someone is telling
you to use a different product or it’s something you can't use
— like vinegar, for instance, different cleaners, buffers, or things
that make your floor shiny.
“If you're not entirely sure truly where that information is
coming from, you have to be careful — it can be misleading.”
That is when a consumer walking into a retail store, talking
to a professional and touching the product closes the deal. ~

Comment at www.coveringscanada.ca



Minerality’
Rubber Tile

and Plank.
You're Hired!

Looking for a sustainability
rock star? Minerality has
all the qualifications.
Cradle 2 Cradle Bronze.
Made in the USA.
FloorScore certified.
Recyclable. Phthalate free.

Minerality is understated, classy
sophistication with the
performance luxuries of rubber
flooring. Talk about

a well-rounded candidate.

Room to room, floor to floor, bring
the whole experience together.

Find out more at tarkettna.com.
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Darmaga Hardwood Flooring
wins Top Choice Award

Walter (left), president, and Rod Darma-
ga, vice president of Darmaga Hardwood
Flooring at the 2016 Top Choice Awards.

The 2016 Top Choice Award for Top
Hardwood Flooring Services company in
the GTA (Greater Toronto Area) has been
announced as Darmaga Hardwood
Flooring Ltd. of Richmond Hill, Ont.
Darmaga, a fourth generation-owned
family business that celebrated its 75th
anniversary in 2015, has won the award
two year running.

Top Choice Awards (TCA), an In-
ternational market research firm based
in Vaughn, Ont., has conducted a survey
annually since 2005. The survey accepts
nominations from the public and allows
them to vote in a variety of categories
for their favourite businesses and pro-
fessionals in their city. This year’s survey
was conducted in 26 cities across North
America and received responses from
over 880,000 participants. Nominating
and voting happens via phone, email,
mail and online outlets.

AWI shareholders

receive Armstrong Flooring stock
Though Armstrong Flooring soon will
go its separate way from Armstrong
World Industries, according to Lancast-
erOnline, Armstrong Flooring is taking
along Armstrong World shareholders.
These shareholders have received one
share of Armstrong Flooring stock for ev-
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ery two shares of Armstrong World stock
they own. In lieu of fractional Armstrong
Flooring shares, Armstrong World share-
holders will receive cash. No action is re-
quired of Armstrong World shareholders
to receive their Armstrong Flooring stock.
In addition, Matt Espe will step down as
ceo of Armstrong World Industries when
the company spins off its flooring busi-
ness. Espe has been president and CEO
of Armstrong since July 2010. Armstrong
World Industries will be led by current
ceilings division ceo Vic Grizzle, and
Armstrong Flooring will be led by current
flooring division ceo Don Maier.

New Canadian reps at Preverco

Sebastian Lukasik (left), Brownie Dove and
Ryan Smithdorf of Preverco.

Saint-Augustin-de-Desmaures, Que.,-
based Preverco has hired three new
representatives to support the flooring
manufacturer’s plans to boost production
capacity by 30 percent. William “Brown-
ie” Dove and Ryan Smithdorf will serve
the British Columbia and Alberta/
Saskatchewan markets respectively, and
Sebastian Lukasik will work with Greater
Toronto Area and Eastern Ontario
customers.

Lumber Liquidators

pays US$2.5M for clean air claims
Hardwood flooring retailer Lumber
Liquidators of Toano, Va., has paid the
Sacramento, Calif.-based California Air
Resources Board (ARB) US$2.5 million to
settle ARB claims that Lumber Liquidators
sold, supplied, or offered for sale in
California composite wood products that
ARB testing showed exceeded state
formaldehyde limits, and that Lumber

Liquidators failed to take reasonable
prudent precautions to ensure those
products met such limits designed to
protect public health.

During inspections at Lumber Lig-
uidators’ stores in California between Sep-
tember 2013 and May 2015, ARB staff ob-
tained boxes of laminate flooring samples
for testing that were labeled as compliant.

According to a signed settlement
agreement between ARB and Lumber
Liquidators, ARB notified the compa-
ny of its testing showing that some of
these samples showed excesses of state
formaldehyde limits and alleging that
the company failed to take reasonable
prudent precautions to ensure that lami-
nate flooring sold in California contained
composite wood products that complied
with the formaldehyde emissions stan-
dards set forth in California’s Airborne
Toxic Control Measure (ATCM) for com-
posite wood products.

Bethel to business development
post at J+J Flooring

J+J Flooring
Group of
Dalton, Ga., a
manufacturer
of commercial
specified
flooring, has
named Bob
Bethel as
director of
business
development
for education and health care. An 18-year
J+J veteran, Bethel brings a wide range of

Bob Bethel



experience across different functions to
the position. Bethel most recently served
as strategic account director where he
was responsible for servicing the
company'’s largest end-use customers and
securing new national accounts. Prior to
this, Bethel played a key role in the
company'’s ISO 14001 implementation in
2008. Bethel began his career as a sales
representative managing territories in
South Carolina and South Florida.

Len Ferro appointed

president of Tandus Centiva

Paris, France-
based Tarkett,
a global maker
of flooring and
sports surfaces
products, has
announced
that Len Ferro
has been
named
president of the
Tandus
Centiva business division of Tarkett
North America in Florence, Ala., reporting
to Glen Morrison, president and ceo of
Tarkett NA. He succeeds Glen Hussmann,
who announced his retirement in January.
Ferro served most recently as the chief
operating officer since 2013 and previous-
ly as the chief financial officer from 2004,
when he joined Tandus Centiva.

Len Ferro

Promising outlook
for Domotex Turkey 2016

T

1.1 L

From 23 to 26 May 2016, Domotex
Turkey is being staged in Gaziantep,
Turkey, for the third consecutive season.
All signs are pointing to a successful
event ahead, with nearly all available
space having been booked months in
advance.

The exhibition will again consoli-

date its position as the leading trade plat-
form for carpet manufacturers in Turkey
and the Middle East, Domotex Turkey or-
ganizers say. The trade fair is organized by
a Deutsche Messe subsidiary, Hannover
Fairs Turkey, in cooperation with the Ga-
ziantep Chamber of Commerce (GTO),
the Association of South Anatolian
Carpet Exporters (GAIB) and the Gazian-
tep Chamber of Carpet Manufacturers
(GHO). The keynote displays of the trade
fair will be machine-made and handmade
carpets, textile and resilient floor cover-
ings, parquet and laminate flooring, as
well as machines and accessories.

Approximately 200 companies will
be showcasing their products and lat-
est developments in an area of close to
22,000 square meters. Turkish manufac-
turers will be joined by companies from
Bangladesh, Belgium, China, France, Ger-
many, India, Iran, Jordan, Saudi Arabia, Sri
Lanka and Uzbekistan.

Thanks to collaboration between
the tradeshow organizers and Turk-
ish Airlines as the event’s official airline,
exhibitors and visitors can book flights
to Istanbul or Gaziantep with special dis-
counts of up to 20 percent. More infor-
mation on the trade fair can be found at
www.domotexturkey.com.

CCA teams up with WFCA and CFI
Manchester, N.H.-based CCA Global
Partners has partnered with the World
Floor Covering Association (WFCA) of
Anaheim, Calif,, after its recent purchase
of the International Certified Flooring
Installers Association (CFl), to help ad-
dress the shortage of qualified flooring
installers. Through this new partnership,
members of CCA’s floor covering divisions
will be provided with incentives to bring
new hires to the industry, and the CFI

will provide training. Through this new
partnership, members of Carpet One
Floor & Home, Flooring America/Floor-
ing Canada and International Design
Guild will benefit from tuition credits and
discounts from both CCA and WFCA. CCA
will provide its members a discount to-
ward the cost of tuition when the installer
completes one of CFl's installation train-
ing classes for carpet and hard surface
classes. In February 2016, the CFl training
facility based in Forney, Tex., just outside

of Dallas, training commenced for a new
group of students in its new proprietary
residential carpet installation course.

The class, which is only offered at the CFI
school, turns out certified installation
graduates ready to begin work in a five-
week timeframe. To learn more about CFl,
visit www.cfiinstallers.com.

Mapei wins brand awards

Mapei executives accept awards: David
Mowery (left), business manager, Brian
Pistulka, TSIS product manager, and Jeffrey
Johnson FCIS product manager.

Deerfield Beach, Fla.-based Mapei
Corporation received six awards from
Clear Seas Research of Troy, Mich., at the
2016 TISE West (Surfaces) Expo, which
was held in Las Vegas, Nev. Every two
years, Clear Seas — a market research
company covering the flooring industry
— surveys the members of the National
Tile Contractors Association (NTCA) of
Jackson, Miss., asking for their Preferred
Manufacturer in 16 different categories.
As a result of the 2015 survey, Clear Seas
presented Mapei with most preferred
brand awards for: cementitious grout;
cement-based medium-bed mortars;
single-component grouts; cement-based
mortars (thin-set); organic-based
adhesives; and, self-leveling and patching
underlayment.

Shaw encourages

the development of STEM skills
Dalton, Ga.-based Shaw Industries
Group, Inc. has extended its educational
partnership program to include men-
toring and sponsorship of First Robot-
ics Competition and First Tech Challenge
events teams in Georgia. (First Canada
hosts competitions across Canada.) First
events encourage the development of
science, technology, engineering and
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mathematics (STEM) skills in students
before they reach post-secondary school
levels. With more than US$1 billion in-
vested in new equipment, technology
and processes over the past few years, the
company says, its manufacturing opera-
tions have become increasingly complex.

As Shaw focuses on innovation for its
products, services and processes, it needs
designers and data scientists, engineers
and electricians, machinists and market-
ers with a higher skill level than in the
past. Shaw is a vertically integrated manu-
facturer that supplies carpet, hardwood,

FLOORS

IMPORTERS &

DISTRIBUTORS

L‘ &

INTRODUCING OUR LATEST
WIREBRUSHED PAGODA (TEAK)
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laminate, resilient, tile and stone flooring
products, and synthetic turf to residential
and commercial markets worldwide.

Pioneer Millworks salvages wood
Reclaimed wood specialist Pioneer
Millworks of Farmington, N.Y,, is salvaging
400,000 board feet of timbers and planks
during the selective deconstruction of

e T —

Centennial Mills in Portland, Ore., undergo-
ing selective deconstruction.

Centennial Mills in Portland, Ore. Decon-
struction of five warehouses and several
old grain elevators, deemed beyond repair
and unsafe, began in September 2015 and
is expected to be complete by June 2016.
To date, seven tractor-trailer loads of
Douglas fir timbers and cribbing planks
have been transported to Pioneer
Millworks’ McMinnville, Ore,, yard. Some of
the wood can be re-used as heavy timber
and beams, while some will be re-milled
for use as paneling or flooring. The
Centennial Mills site is owned by the
Portland Development Commission (PDC)
and lies within Portland’s River District
urban renewal area.

CCA Global promotes Gundlach

CCA Global Partners of Manchester, N.H.,
has announced the promotion of Cathey
Gundlach to vice president of merchan-
dising for the Flooring America/Floor-
ing Canada, International Design Guild
and The Floor Trader groups. In her new
role, Gundlach will guide proprietary,
private label programs and complete the
necessary trade up strategies for three of
CCA's flooring businesses. Gundlach first
joined the CCA team in 2006 working for
the ProSource division. Most recently, she
held the position of vice president of hard
surface flooring. Gundlach will continue
working out of CCA Global Partners’St.
Louis, Mo, office.



Warm Floors Up TQ__----
__10%" Faster
Over Concrete

Wsowe: OChluter°-DITRA-HEAT-TB

w Electric floor warming system with integrated thermal break

Schluter®*-DITRA-HEAT-TB is the only electric floor warming system with an integrated thermal break,
and is ideal for tiled floors over concrete.
* Heating, uncoupling, and a thermal break in a single layer
* Warms tiled floors up to 70% faster over concrete substrates
* Saves energy by directing heat to the tile, not to the subfloor
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Chasing glory and marketplace success

Design and creativity

I have just walked through the large ‘pop-up’ craft market in
San Cristobal De Las Casas in the state of Oaxaca, Mexico. There
were hundreds of booths displaying many things, but there was

a definite emphasis on textiles. The colours are spec-

tacular and the workmanship is both highly skilled

and conspicuously laborious. It was very impressive.
Beyond the dazzle of the goods be-
ing displayed, what seemed the most
noteworthy was that there was so little
design variation. There were lots of dif-
ferent designs, but each booth had, ba-
sically, the same ones. I'm sure that this
is principally a result of noticing what
has proven to sell and nothing suc-
ceeds like success: the winning designs
get reproduced over and over again.

What came to mind was a par-
allel with the biological world: the
survival of the fittest. If we, for the sake of this argu-
ment, think of designs as inorganic genes, then we can
recognize that certain design genes have prevailed.
They have replicated themselves the most successfully
because they are what the market wanted. If we sus-
tain this analogy, we can recognize that certain genes
represent the best qualities. We might even recognize
that the word “best” should be considered carefully.
Certain characteristics in other design genes may have
been superior, but the combination of the right look,
the right price, the right function, the right time and
maybe even a bit of luck will have allowed the winner
to win and proliferate.

The insider world of design tends to place a pre-
mium on creativity. This is reflected in that novel de-
signs are often those that obtain the greatest amount
of publicity. In design schools, students are also re-
warded, by better marks, for their demonstrations of
creativity. | recall a discussion (an argument?) that | had
with one of my own design instructors, many years
ago. He maintained that only the most highly original
designs were worth pursuing. It was like a manifesto
for the virtues of revolution over evolution. Incremen-
tal improvements in design was the work for losers.
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But, these many years later, | still wonder if that is accurate.
The message of the market here in San Cristobal is that certain
designs are worth doing, to the exclusion of others. I'm sure that,
from time to time, some eccentric craft producer will try some-
thing new. And maybe, one try out of many, a new saleable de-
sign is discovered and it will add to the vocabulary of what gets
copied. But, mostly, the river of known and proven designs rolls
along without too many surprises.

This is not only true of this craft market. One has only to
consider almost any category of goods: cars, smartphones and
footwear as only a few of many examples. What is on the market
is fairly largely indistinguishable to the cursory glance. What sold
got copied. And thus the market achieved the homogeneity that
we are so familiar with.

In a design school such as mine, with roots in an art
school, there is an emphasis on something that is called ‘find-
ing your voice! This usually means finding a way to be originally
creative. And | have been happy to support that, feeling that the
capacity to be original is not only what distinguishes our gradu-
ates but is what makes them valuable.

However, much of what passes for design work has more
to do with finding the voice of the market rather than one’s own
particular and precious voice. Designers often get jobs to repli-
cate what is already on the market and adapt it to some particu-
lar and unique requirements, such as the technical capacity of
a particular manufacturer, or a different market size, or another
of many other variables. This might look, at a quick glance, like
a lesser version of design. But I'm not convinced. If there isn't a
market for what gets designed (and made), then why do it? Mar-
kets are an aggregate of the demonstrated needs and desires of
a specific set of consumers. Human needs exist and markets are
created to meet them. We should be happy to comply.

My instructor of long ago was eventually revealed to be,
at times, a covert plagiarist who thought he was too clever to be
found out. But this discovery kind of makes my point. Even he
realized that a proven winner was worth backing.

We can follow the market or we can try to lead it. The for-
mer is a lot safer and probably more remunerative. The latter ma
turn out to be more glorious, or it may not turn out atall. -

Paul Epp is a professor at OCAD University, and former
chair of its industrial design department.
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INSTALL MOSAICTILE GROUT JOINTS EASY TO USE WITH BEAUTIFUL
SHEETSUPT012"X12" FROM1/16"TO01/2" AND CLEAN RESULTS!

Grout provides the accent to every tile installation; ‘a touch of color’that can create subtle or dramatic contrasts that
help shape the mood of a room. When trying to achieve a desired look, choosing the right grout color to accompany a
tile can be just asimportant as the tile itself. This is why PROMA has formulated a wide selection of the most fashionable

grout colors available to help make your choice an easy one. Contact PROMA toll-free at 1-866-51-PROMA (77662) or
visit www.proma.ca to order a Grout Color Card or Kit.



ONE Mortar
ONE Grout

ONE Product for
all of your needs.

PRO GROUT O/

PRO GROUT™ ONE is an advanced professional-grade, ready-to-use premixed grout that delivers bright
and superior color consistency combined with excellent stain resistance. PRO GROUT™ ONE can also be
used to install mosaic tile sheets up to 300 x 300 mm (12" x 12") on floors and walls (refer to technical data
sheet for more information).

Premixed, ready to use! Durable and crack resistant
Ultra-smooth consistency Freeze/thaw stable

Easy to use and clean For interior and exterior use
Bright and superior color Good performance in wet areas
consistency Will not promote mold,

Better coverage / zero waste mildew or bacteria growth
Exceptional sag-free properties Low VOC

Flexible and elastic Contributes to LEED® objectives

Efflorescence-free! and requirementsts

No sealing required!

Professional Materials for tile and stone installation.
www.proma.ca
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An action plan benefits all parties

Termination done right

By Damien M. E. Buntsma

Terminating an employee is one of the most difficult decisions

employers face. Once the decision to terminate has been made,

employers must consider the potential negative effects upon
the employee, other staff, the organization’s reputa-
tion, and the threat of litigation. To avoid negative con-
sequences, the conduct of the termination is as impor-
tant as the decision itself.

In short, the most basic advice for any employer,
to avoid increased liability to a terminated employee,
is to act honestly, assert cause only if cause truly exists,
remain fair in the manner of dismissal and conduct the
termination meeting in a humane and professional
manner.

Reason for terminating

Termination can be undertaken with or without cause.
Termination with cause, viewed by the courts as being
the “capital punishment of employment law;"is usually
reserved for serious, proven misconduct, such as theft,
fraud, assault, sexual harassment, excessive absences
for unsubstantiated reasons, serious insubordination,
or conflict of interest. Of note, poor performance will
rarely be considered cause for dismissal, unless there is
clear evidence that the employee has not responded
to progressive disciplinary measures.

Where an employee is terminated with cause,
they are not entitled to any compensation related to
the termination of employment. By contrast, in termi-
nating without cause, in its simplest form, the employ-
ee will be entitled to compensation by way of one of
the following regimes: minimum standards under the
relevant employment standards legislation, an amount
specified in a contract, or an amount provided under
the common law.

Further, the applicable regime will invariably de-
pend on whether there is a written employment agree-
ment in place, and whether the termination provisions
under said agreement are legally enforceable. Given
the potential for a substantially increased amount be-
ing due to an employee under the common law, as op-
posed to either of the other two regimes, where they
do not have a carefully drafted employment agree-
ment, employers are duly advised to have employment
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counsel assist in crafting comprehensive, enforceable agree-
ments.

Additionally, the employer should seek legal advice prior
to terminating any employee to determine a particular employ-
ee’s entitlements upon termination without cause.

The termination letter

Before having the employee attend the termination meeting,
the employer should have a carefully crafted termination let-
ter prepared. Its content and specificity will depend upon the
circumstances and whether the termination is with or without
cause. Nonetheless, in order to avoid the potential for a claim
to additional damages by a terminated employee (i.e. punitive
damages), an employer should ensure to remain truthful within
the contents of the termination letter.

In order to avoid some of the common pitfalls in drafting
any termination documents, legal advice should be sought in
completing the same, including an employee’s Record of Em-
ployment.

The termination meeting

To mitigate potential legal liability, employers should follow
specified, scripted procedures in carrying out any termination
meeting, whether with or without cause. We offer the following
ten tips on how to carry out a proper termination meeting:

Prepare what you will say; make a checklist of items to
be covered.

One person should be the “official voice” during the
meeting, with a witness taking notes. Do not “gang up”on the
employee.

Be brief. Let the employee know unmistakably that he or
she is being terminated, but in general terms. If the employee
pushes for specifics, simply state that the decision was made by
management; it is final and you cannot discuss further details.

If alleging cause, make sure that this is clear, including
whether or not you are offering any gratuitous payment in
lieu of notice.

In many cases, the meeting will become emotional. The
person conducting the meeting should be firm, yet sensitive,
without losing control of the meeting.

Have the termination letter plus any written offer and as-
sociated documents ready for the employee. Do not require the
employee to read the letter or sign a release immediately.



Describe the notice, or payment in
lieu of notice, being provided, plus any of-
fers in exchange for a signed release.

Allow employees to take their
personal effects with them, or make ar-
rangements to retrieve these items at a
later date, supervised by management.
Employees should not be allowed access
to any company computers or other elec-
tronic devices after termination, unless
supervised by management.

Carry out a dismissal early in the
week and late in the day, so that the em-
ployee can seek advice and leave without
encountering co-workers.

Pay for a taxi to drive the employee
home, or contact someone to come and
pick up the employee.

The last word

The best advice to avoid potential liabil-
ity in the event of a breakdown in the
employment relationship is to seek legal
assistance prior to the time of hiring, by
having carefully drafted employment
agreements and ensuring that you have
comprehensive policies and procedures
in place.

When the termination of the em-
ployment relationship is necessary, seek
legal advice from a specialized employ-
ment counsel before making the decision,
not after.

Damien Buntsmal is a partner at Lawrences
and Heads up the Employment and Labour
Law Group. He represents and advises
public and private sector employers,
unionized and non-unionized, in all areas of
labour and employment law.

Damien can be reached at 905-452-6876

or dbuntsma@lawrences.com

10TH ANNIVERSARY!

As we celebrate our 10th year in
business, we sincerely thank our
customers for their support and
their business. We plan to fill the
next 10 years with the kind of
innovative, quality, and economical
products that our customers expect
from us. A frictionless customer
experience is what got us

here, and we will continue to go
‘Beyond Expectations” to provide
this every day!

- The Fuzion Team
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Problems are still with us, so be aware

Concrete moisture

By Christopher Capobianco

One of the most common problems in the floor covering in-
dustry continues to be floor failures related to excess moisture
and high alkalinity at the surface of the concrete. All floor cov-
erings are affected, including carpet, resilient, wood,
laminates, coatings, stone, and tile. The
symptoms include gaps between tiles,
adhesive oozing, carpet buckling, tile
cracking, bumps, dents, cupping, bub-
bles, wheel marks and more. If these
problems are not corrected, issues of
mold and bacterial growth, trip haz-
ards from floor coverings which are not
flat or slip and fall accidents because of
: unstable floors can create liabilities and
Christopher cost owners, installers and /or manu-
Capobianco facturers countless dollars. Failures can
occur because new concrete has not dried fully, on or
below grade slabs are placed without a vapor retard-
er, or by outside factors such as broken pipes or poor
grading or drainage outside building.

Many failures occur because of false assumptions
about the nature of concrete floor slabs. For example, it
cannot be assumed that older slabs are immune from
these types of problems. Those old slabs may not have
a proper vapor retarder beneath them. Another com-

mon assumption is that slabs above the ground will not be a risk
for moisture. However, with the use of lightweight concrete and/
or metal deck construction, these slabs often take longer to dry
than a standard mix concrete on ground level.

In the case of new construction, drying time is often misun-
derstood; “28 day cure”is a term often misused to assume the slab
is dry enough for a new floor. However, curing and drying are two
different things. Curing is the chemical reaction between the in-
gredients that bonds them together and drying is the evaporation
of the excess water after curing. Slabs can take months to be dry
enough to cover with flooring, not just 28 days.

There is an industry standard that covers many of these issues,
ASTM F710 Standard Practice for Preparing Concrete Floors to Re-
ceive Resilient Flooring. On the topic of moisture, F710 goes into
detail about above-grade slabs and those on metal deck and why
they take longer to dry. It also calls out the difference between
curing and drying. Most importantly, F710 states “All concrete
slabs shall be tested for moisture regardless of age or grade level,”
and this language is also included in virtually every type of floor
covering manufacturer’s guidelines.

Since you can't see, smell, or feel moisture emitting from
concrete, there is no easy way to test for it. Moisture meters are
sometimes used, but this is just a spot test for surface moisture
at that spot in the slab at that point in time, so the industry does
not recognize moisture meter testing on concrete as a way to
determine if a slab is ready
for a new floor.

The Calcium Chlo-
ride test is well recognized in
the floor covering industry.
Known as ASTM F 1869, Stan-
dard Test Method for Measuring
Moisture Vapor Emission Rate
of Concrete Subfloor Using An-
hydrous Calcium Chloride, this
method measures moisture

Moisture from the outside of a building from poor
drainage can affect the slab inside and lead to
floor failures.
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This sheet vinyl was installed in a 50-year-old
hospital, and no moisture testing was done prior
to installation. For reasons unknown, the previous
tile floor did not exhibit any problems, but the new
floor did. Moisture testing could have warned of
this potential problem.

emitting from the top surface
of the concrete to provide a
moisture vapor emission rate
(MVER) in pounds of water va-
por per one thousand square
feet per 24 hours (Ibs/1000
ft?/24h), or just“pounds.’

A newer method,



ASTM F 2170, Standard Test Method for Determining Relative Hu-
midity in Concrete Floor Slabs Using In Situ Probes (known as the
RH Method) became an ASTM standard in 2002. By drilling into
the slab, the RH method measures the percentage of humidity
inside the slab, as opposed to the Calcium Chloride test, which
only sees a short way into the surface. The RH Method is a high-
tech way to accurately predict the future moisture movement
from the inside of the slab to the surface.

The importance of testing concrete before installing
a floor cannot be overstated, but who should do the testing is
often misunderstood. In October 2001, a group of 10 trade as-
sociations worked together to release The Floor Covering Industry
White Paper Position Statement on Moisture Emission Testing. In
2013, an updated version was published by Floor Covering In-
stallation Contractors Association (FCICA). There are three key
parts of this document that I'd like to see circulated through the
floor covering and construction industries:

1. Itis unreasonable to expect flooring installers to be respon-
sible to correct concrete problems that they have had no role in cre-
ating. While they are continually encouraged to develop sufficient
expertise to anticipate and ask the proper questions for evaluation
of potential concrete/flooring problems, it is not their responsibility
to correct problematic substrate conditions created by others.

2. General contractors and flooring contractors must be
made aware of all of the test results. Most flooring manufacturers
have specific test criteria and limits required for the moisture condi-
tions of concrete. The flooring contractor should only commence
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installation once these requirements are met and should not begin
flooring installation if any requirement is outside of the manufac-
turer recommended limits.

3. One of the best ways to ensure fair and responsible test-
ing is to specify that it be done by a third party independent and/or
certified testing company. Their results are clear and unbiased. The
project can then proceed in accordance with the findings.

Independent testing assures that trained technicians follow
the proper test protocol so that the results cannot be questioned,
and they do so without any bias or vested interest in the results.

For new slabs, accelerating drying can be done by enclos-
ing the building as soon as possible, maintaining close to “in ser-
vice'temperature, removing curing compounds or sealers from
the slab and keeping the air moving. In some cases the same
type of dehumidification equipment that is used to remediate
flood damage can be used to dry out the concrete.

If there is no time to wait or if there is no vapor retarder
beneath the slab, surface applied systems may need to be ap-
plied and selecting these systems is best done in consultation
with someone who has experience in this area. /*

Christopher Capobianco has been in the floor covering industry
since the 1970s in various 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. You can reach him via
christopher@SpartanSurfaces.com.

MANUFACTURER OF
HIGH PERFORMANCE
INSTALLATION MATERIALS

FABRICANT DE PRODUITS
HAUTES PERFORMANCES POUR
LA POSE DE CARRELAGE

Kiesel North America
Technical Department
1.888.KIESEL1 (5437351)
info.canada@kiesel.com
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...Key to Quality Installation
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Commercial interior space ideas at NeoCon 2016

Design that works

NeoCon, the trade show about commercial interiors, presents
its 48th year this June 13-15 at the Merchandise Mart in Chicago.
The three-day trade show and conference highlights hun-
dreds of exhibitors across vertical markets, including
workplace, healthcare, hospitality, retail, education,
public spaces and government. The 2016 edition will
feature: the latest prototypes and product launches
for commercial interiors; educational programming —
from keynote presentations that
give attendees insider ac-
. cesstotoday’s most
\\\ influential thought
L . leaders — to over
100 accred-
ited seminars

it motivates, inspires, nurtures and connects. Headliners include:
Paul Scialla, founder/ceo of Delos, and of the International Well
Building Institute (IWBI), a public benefit corporation whose mis-
sion is to improve human health and well-being through the

/-\\ built environment; David
— 2

AS X \\ Rockwell, founder and
# . president of the
- . award-winning
3 ¥ "\ architecture
~ and design
\ firm Rockwell
—-‘ Group; and
Oana Stanescu,
partner of Fam-
ily, the architec-
ture studio be-

led by industry experts;
and, industry networking
events.

This year's overarch-
ing theme, “Design That
Works,"is said to speak to
the power and vitality of
good design. This message
will be carried throughout
the many aspects of the
show, from products to
educational programming,
says the show organiza-
tion. This year’s keynote
speakers are said to be
emblematic of the influ-
ence of good design; how

~ hind projects such
~ as+POOL.

Seminar ses-
sions will cover topics such
as leveraging neuroscience, drones
in professional design practice and

acoustical privacy.

NeoCon will showcase mul-
tiple floors of new product solutions
and concepts from many brands. In
addition to the three full floors of
year-round showrooms, The Mart
has a redesigned exhibit hall on the
7th floor that will host nearly 300
brands. Feature areas include inte-
rior building products/materials and
finishes, furniture and fabrics, floor-
ing, and technology.

Association partners for Neo-
Con include the International Interior
Design Association, Interior Design
Society, American Society of Interior
Designers, Business & Institutional
Furniture Manufactures Association,
and American Academy of Health-
care Interior Designers.
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TTMAC

2016 Tech Expo in Niagara-on-the-Lake
For all wanting to learn

The Terrazzo, Tile and Marble Association of Canada

(TTMAC) 73 Annual Convention will be held in Niagara-

on-the-Lake, Ont., June 9 - 12, 2016, at the award-winning
Queen’s Landing Hotel.

This is a unique opportunity to increase your
knowledge of the hard-sur-
face industry, whether you
are an association mem-
ber or not, and to associ-
ate with TTMAC members
from across Canada, includ-
ing contractors, architects,
designers and specification
writers from the industry. For association members,
this is also your opportunity to have your company’s
voice heard at the AGM as well as at the suppliers’and
contractors’annual meetings.

Thursday, June 9, the first day of the convention,
we are hosting a Tech Expo. The Tech Expo is a unique
opportunity to learn about and discuss some of the
most important and current technical topics in the
industry. This event has previously been successfully
hosted in Vancouver, Victoria and Halifax. During this
day there will be six seminars available for architects,
designers, specifiers and all convention attendees. We
are running two, one-hour-long seminars at a time, for
a total of six in three time slots. In addition to the semi-
nars there will be a round-table discussion where panel
members will discuss a preselected subject and the

TTMAC * ACTTM

audience will be
able to ask ques-
tions or discuss
points of interest
on the subject.
If there is a par-
ticular topic you
would like to see
covered or there
is a topic you would like to present, please contact the associa-
tion as indicated at the bottom of this story.

Because this year’s convention will be just an hour away
from Toronto, we are planning to bring architects and design-
ers from Toronto (by chartered coach) to attend the event. These
specifiers play a crucial role in the hard-surface industry. In rec-
ognition of their importance, the TTMAC is getting the accredita-
tion necessary from the OAA so the attendees at the Tech Expo
can get valuable ConEd points. Also we are working with IDCEC
to provide the same for interior designers.

Industry suppliers are encouraged to take advantage of
this gathering of hard surface industry professionals of all types
by participating in the Expo with a tabletop display. We are con-
fident that the event will be a huge success and we encourage
all suppliers that would like to attend this expo to contact our of-
fice as spaces will be limited.

The Terrazzo, Tile and Marble
Association of Canada (TTMACQC)
73 Annual Convention
June9-12
Niagara-on-the-Lake, Ont.
Queen’s Landing
www.ttmac.com/en/

All'in all, it will be a great day for our professional partners in
the industry, within a rewarding trip to Niagara-on-the-Lake,
ConEd points, tabletop displays by our supplier members and,
last but not least, great food and networking.

We hope to see many architects, designers and specifiers
at this important industry event. If you would like to receive an
invitation, please call the TTMAC office at 905-660-9640 or email
association@ttmac.com, ask any of our supplier members who
will be visiting your office, or the easiest way — register on our
website directly: www.ttmac.com. /ﬁ*

The Terrazzo, Tile and Marble Association of Canada was

founded in 1944 to promote standardized installation techniques
and to provide technical resources.
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PRODUCTS

Silicone sealant for use on
multiple substrates

Mapesil T from Mapei is a professional-
grade, 100 percent-silicone sealant for use
on multiple substrates. The product is
formulated for heavy traffic and expan-
sion/movement joints exceeding both
ASTM and ANSI standards. Its excellent
elongation and flexibility make it ideal for
use in both change-of-plane and joint
applications in tile or stonework, the
company says. It has been formulated to a
low sheen to match the gloss of grout
joints and is color-matched to the
company’s grout color palette.
www.mapei.com

Carpet tiles survive high-travel areas

En Route style carpet tiles introduced by
Beaulieu Canada are in the Hollytex
Modular collection. Made of loop
construction with nylon fibre and an
OmniLoc backing, the tiles are available in
eight colours. Dimensions are 61 x 61 cm
(24 x 24 in.). The carpet employs Magic
Fresh, an environmentally friendly carpet
treatment specially formulated to
neutralize common household odors
such as pet urine, food and cigarette. It is
a self-renewing, odor reducing formula
that is effective for the life of the carpet
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and it is completely safe and natural. The
product has Green Label approval,
whereby the carpet is better at trapping
allergens than hard surface, such as tile or
hardwood, because carpet fibres catch
particles and allergens that fall to the floor.
www.beaulieuflooring.com

Premium resilient
sheet flooring rolled out

CBC Flooring has announced the rollout
of Mature Select premium resilient sheet
flooring from Toli International. This
flooring combines an expanded collec-
tion of wood grain and natural fleck
patterns with a two-tier, no-wax wear
layer that is said to deliver long-lasting,
maintenance-free performance designed
for high-traffic commercial flooring
applications. Currently available in 18
wood grain patterns in various shades, in
addition to 12 new, natural fleck color
ways in earthy taupes, browns, grays,
greens, blues, and reds — all of which are
protected by Toli’s patent-pending
ClearGuard transparent, two-tier,
antibacterial wear layer. Comprised of
heat-fused compressed backing imbued
with fibreglass reinforcements, the
flooring is compatible with heat-welded
or chemically-welded seams. The flooring
is made with 10 percent post-consumer
and 16 percent pre-consumer recycled
content and is also FloorScore certified.
http://cbcflooring.com/matureselect

Collection inspired
by fabric surface texture

AW LAV E e |

The Knit porcelain collection by Walker
Zanger is said to mirror the flexibility and
texture of luxury textiles to create
noteworthy and beautiful designs. Each of
the design fields — Quilt, Twill and
Corduroy —mimic their namesake fabric,
recreating the look of quilted, woven and
knitted material. The matte finish of the tile
accentuates the detailed texture, but with
the durability of porcelain for floor and
wall applications. The tile can be closely
stacked like shingles, set in a herringbone
weave, or even laid out in random
geometric patterns like a crocheted
afghan. This premiere porcelain collection
is available in a variety of neutral colors
including cotton, felt and linen.
www.walkerzanger.com

WiFi thermostat adds integration

Pentair has announced that its Nuheat
brand of electric floor heating systems
now works with the Nest Learning
Thermostat. Through the integration,
Nest’s combination of sensors, algorithms
and machine learning can prompt the
Nuheat Signature program to react to
home occupancy. The floor heat will
remain on when the residents stay home,



or turn off when they leaving early or
arrive later than expected. Nuheat
Signature product features include: easily
connects to WiFi network; control via
smartphone apps or web browser; and,
view hourly, weekly and monthly usage.
www.nuheat.com/nest

Profile colours match tile trends

fl

The Schluter-Systems series of Trendline
profiles features a new line of colours to
go with the latest trends in tile. The series
offers 7 new colours, each available in the
most popular profile shapes: flat (Jolly),
rounded (Rondec), and square (Quadec).
The profiles are made of colour-coated
aluminum, and feature a textured finish,
achieved with Schluter’s powder coating
procedure. These finishes have been
developed to complement tiles made
from natural materials, or porcelain that is
finished to look natural.

www.schluter.ca

Engineered hardwood collection

Fuzion Flooring has introduced its
Coastline Collection of engineered
hardwood. The lightly wire brushed
French Oak comesin a 5-7/8 or 7-2 in.
plank, 2 in. ply engineered core format.
Specifications include: multi-layer
plywood core construction; 2 mm sliced
wood wear layer; micro beveled edges; 10
layers UltraMax A.O. finish; low degree
luster level; and, T&G, stapled, nailed,
glued down or floated installation.
Certification is E1 CARB Il
www.fuzionflooring.com

Single SKU acoustic underlayment

When installing more than one type of
hard surface flooring in a home or at
multiple locations, MP Global Products
says its “universal” Sound Buffer acoustic
underlayment is transferrable from room
to room and jobsite to jobsite, saves on
waste and is consolidated into a single
SKU. Made from 100 percent virgin latex
rubber and designed for use under
hardwood, engineered wood, laminate,
and luxury vinyl flooring, it can be nailed,
floated, stapled, single-glued or double
glued. The product is engineered to
suppress impact sound and floor to
ceiling noise. The IIC Test for 6-inch
concrete subfloor with no ceiling
assembly with luxury vinyl planks floor
covering result is 52, a rating that exceeds
the standard for high-rise installations.
The system has a 1.2 mm thickness, a
density of 25 Ib/ft?>, and a compression set
of 16 percent.
www.mpglobalproducts.com

Dispersible pigment

grout in thousands of colours
Laticrete has introduced Permacolor
Select Anycolor, a dispersible pigment
grout product that is in addition to the

frar. | PERMACOLOR €7:05¢)

original 80 Permacolor Select colours.
Anycolor comes in two parts: Color Kit and
the Permacolor Select Base powder. The
process of preparing the grout begins with
the Color Kit's dispersible pigment packets.
When added to water, these packets
dissolve like laundry or dishwasher packets.
When the neutrally-colored Permacolor
Select Base is added to the pigment-water
mix, a color-consistent grout is formed that
does not require sealing. To order a desired
color, contractors can choose a Sherwin-
Williams or Benjamin Moore color from
their color palettes. Permacolor Select is
reinforced with Kevlar to resist cracks and
shrinkage. The grout is ready for foot traffic
in three hours.

www.laticrete.com

Mobile

Mobile Order Entry

Combines REMS Onder Entry
and Measure Mobile?

Generate quotes and orders
from anmwhere

Check inventory levels
Post payments and emiail receipl
Collect customer signatures ongite

Here

Builder « Commercial « Retail
Multi-Family « Distributor

dale

Installer Pro Mobile
View joblists by crew

Take job photos and attach
1o arders

Communicate with office in
real time

Maobile time clock infout
Syncs 1o RFMSE Schedule Pro
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PRODUCTS

Finish nailers seat nails sub-flush
r T -Ii L r__'_ [——————

Milwaukee has announced cordless M18
Fuel finish nailers with the power to
consistently seat nails sub-flush to
hardwood surfaces with no ramp-up time
and no gas cartridges. With no gas
cartridges, a Powerstate brushless motor,
and no cleaning required, the tools are
designed to deliver durability and
reliability with very little maintenance, the
company says. The tools fire up to 1200
nails on a single 2.0 Ah battery pack
charge. Units are available in four models,
with nail size ranges from 1-1/4 to 2-1/2,
5/8to 2-1/8 and 3/4to 2-1/2in. and
magazines holding 110 nails.
www.milwaukeetool.com

Hardwood floors range extended

Hardwood flooring maker Mirage has
announced the addition of two new
colors to its range of products: Rio and
Havana. Reminiscent of a warm, sunny
beach, the company says, Rio is a sandy
beige color with subtle grey tones.
Havana is a pure brown shade with
golden highlights. Rio and Havana are
offered with Mirage Admiration Collec-
tion and are available on Yellow Birch, Red
Oak, and Maple in Classic technology in
3-1/4 and 4-1/4 in. widths, on Red Oak
and Maple in Engineered technology in 5
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and 6-1/2 in. widths, and in Lock technol-
ogy in a4-5/16 in. width.
www.miragefloors.com

Self-leveling flooring underlayment

i@ custom

Levelquik RS, a rapid setting, self-leveling
underlayment from Custom Building
Products, helps level floors prior to the
installation of ceramic tile, natural stone,
resilient flooring, carpet, wood and other
floor coverings. The underlayment can be
applied to 1.5 in. (3.8 cm) thick in one
pour and seeks its own level in minutes.
With proper installation, the use of the
product can achieve an extra heavy rating
for high impact use in food plants, dairies,
breweries and kitchens. The underlay-
ment may be applied to in residential
structures with floor joists up to 24 in. o.c.
Formulated using Controlled Cure
Technology, the product helps eliminate
installation problems such as bond
failure, crumbling and staining of resilient
flooring caused by the free moisture
found in traditional underlayments, the
company says.
www.custombuildingproducts.com

Photoluminescent
strips for commercial spaces

Tarkett has updated its Safe-T-First
System (STF). In compliance with

International Building Code requirements,
the revamped STF utilizes photolumines-
cent technology to provide an escape
path marking system through emergency
egress stairwells and hallways that may
go dark in the event of a fire or other
unexpected power outage. STF integrates
photoluminescent technology into

color- and design-coordinated resilient
flooring products, allowing the space to
look well-designed when lit, in addition
to providing safe passage when dark. The
updated collection features a 36-colour
palette that coordinates through
Johnsonite flooring systems, as well as a
custom colour option.

www.tarkett.com

LVS flooring has natural stone look

Parthenon resilient luxury vinyl flooring
from Mannington features a natural
stone look and worn edges for added
realism. Its upscale rectangular layout and
large-scale travertine visual brings a high
level of style to any room, the company
says. Featured in a rectangular layout, it is
available in three colors: Alabaster,
Pumice and Stone. Repeat length is 36 in.
and repeat width is 72 in. The LVS
ColorSelect System features patterns in
three performance levels that consumers
select based on their lifestyle and budget
considerations. Once consumers select
their specific pattern and color, they then
choose the performance level that best
suits their needs.

www.mannington.com

Wet polisher matches

speed to application

Wet polisher from Makita introduced by
Lackmond Stone features a variable
speed control dial that enables the user to
match the speed to the application. The
polisher includes a soft start feature for
smooth start-ups, electronic speed
control that maintains constant speed
under load, and a common fitting that



accepts popular water hose connections.
Units have a 7.9 A motor and weigh 5.1 Ib.
A high power-to-weight ratio offers
reduced operator fatigue, the company
says, and the housing cover protects the
industrial die cast aluminum gear
housing. An overload switch to protect ar-
mature failure Includes a ground fault
circuit interrupter (GFCI) plug.
www.lackmondstone.com

Luxury loose-lay flooring introduced

Aurora loose lay luxury vinyl plank
flooring from Earthwerks is said to offer
many advantages to traditional types of
flooring. Installation time is usually about
half that of other flooring types, often
requiring less prep work and less cleanup
of the installation site, the company says.
The flooring has been engineered with a
backing and a glass fibre reinforcement
layer, creating additional dimensional
stability for a beautiful floor that is easy to
install and simple to maintain, the
company adds. There are no locking
mechanisms or full-field adhesive
required, so the product can easily be
removed and reused elsewhere. Eight
colours are available. Dimensions are 8 x
39.5in.,0r 203.2 x 1003.3 mm.
www.earthwerks.com

Carpet fibre technology

offers stain resistance

Mohawk Industries has announced a
new line of residential carpet to the
flooring industry. SmartStrand carpet,
made with DuPont Sorona polymer, is
said to promise consumers durability,

superior performance, stain resistance
and comfort. At the molecular level,
SmartStrand carpets made with Sorona
will not allow stains to stay permanently

resistance reaches new levels of protec-
tion, allowing tough stains such as
mustard, red wine and cherry Kool-Aid to
be removed simply with warm water and
a mild detergent, or with Mohawk
FloorCare Essentials. There are 10 new
Mohawk SmartStrand products, ranging
from tight and loose cut piles, standard
textures to friezes and Berber flecks.
www.mohawkflooring.com

Rubber tile for healthcare

and educational spaces Roppe has
introduced Health and Learning rubber
tile in a palette of calm, warm and inviting

colors that also allows for pops of color to
add interest and character to many
different types of healthcare and educa-
tional spaces. Available in .080 in., 24 x 24
in.or 1/8 in. 50 cm Hammered and 1/8 in.
50 cm Smooth tile, benefits include PVC
free, 10 percent post-industrial waste, and
FloorScore, NSF332 and CHPS criteria.
Colours coordinate with other Roppe
products, so users can mix and match
with tile, tread, wall base and accessories.
www.roppe.com

High performance luxury vinyl plank-
Bolyu Contract has introduced Elevate,
the first collection in its new EvoWood
resilient product line. Available in 9 colors
(ash, cherry, driftwood, ebony, maple,
pecan, redwood, sandalwood, and walnut)

to match high traffic commercial spaces,
the collection uses a real wood veneer
with no pattern repeat, giving the look and
feel of hardwood floors with the durability
and ease of maintenance of LVT. The high
performance luxury vinyl plank comes in 6
X 36in.(152.4 x 914.4 mm) tiles. The
flooring includes: Class Il wood veneer
layer; vinyl plank, Type B (embossed);
commercial grade backing class; B Tech
UV-cured polyurethane backing finish;
micro bevel edge profile; and, nano silver
incorporated antimicrobial installation. It is
recommended to be used with glue down
Beaulieu LVT adhesive.

www.bolyu.com

LVT applicable for uneven subfloors

luxury flooring from Armstrong, is
available in two installation options: Self
Adhesive - FasTak Installation and new
Rigid Core Technology, suitable for
uneven subfloors. It is a luxury vinyl
product that is impervious to water, with
the rigidity of laminate. Nineteen wood
and stone designs in thick, sturdy planks
are integrated with a rigid composite core
and backed with an acoustic cork
underlayment. The products can be
installed with no acclimation time. Fast
and simple locking technology secures
the planks together and beautifully hides
minor subfloor irregularities, the compa-

ny says.
e

www.armstrong.com
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Current business highlights

28

After fighting to keep its head above water in 2015, Can-
ada’s economy is poised to return to a more solid growth
path this year. Real GDP — gross domestic product — is

expected to advance by 1.9 percent in 2016 and 2.0 per-

centin 2017. —TD Economics

The global non-resilient flooring market is expected to
reach US$253.41 billion by 2020. Advanced digital printing
technologies for ceramic tiles have led to the development
of innovative and versatile products along with improving
installation techniques. This has significantly broadened the
scope of their application across residential, commercial
and industrial flooring market. Rising urbanization and the
subsequent increased demand in new construction sector
is expected to be the key driving force for the market over
the forecast period. —Research And Markets

The U.S. goods and services deficit was US$45.7 billion in
January, up US$1.0 billion from US$44.7 billion in Decem-
ber. —U.S. Department of Commerce

The New Housing Price Index rose 0.1 percent in January,
following an identical increase in December. The advance
was led by higher new home prices in Vancouver and the
combined region of Toronto and Oshawa. The increase was
largely moderated by lower or unchanged prices in two-
thirds of the metropolitan areas. —Statistics Canada

Prior to 2000, Canadian merchandise exports to China
made up less than 1 percent of total exports. That share
increased steadily over the past 15 years, growing almost
five-fold at the peak in early 2013. However, since then, the
share of exports to China slid below 4 percent, not so much
because of China, but thanks to the US economic recovery.
In fact, the recent increase adds to a steady upward move-
ment that began in the spring of 2015. China’s share of Ca-
nadian exports is back on the rise, over 4 percent again, and
rising. —Export Development Corporation

Residential construction investment in Canada totaled $29.7
billion in the fourth quarter, up 2.4 percent compared with
the same quarter in 2014. Investment in apartment and
apartment-condominium building construction, up 25.1
percent to $4.8 billion, accounted for most of the increase at
the national level. Acquisition costs related to new dwelling
units built (up 3.3 percent to $3.4 billion) and spending on
row house construction (up 1.9 percent to $1.2 billion) also
contributed to the quarterly gain. —Statistics Canada

Coverings May/June 2016

The trend measure of housing starts in Canada was 198,880
units in February compared to 199,107 in January. The trend
is a six-month moving average of the monthly seasonally
adjusted annual rates (SAAR) of housing starts. —Canada
Mortgage and Housing CorporationU.S. furniture imports
grew faster in 2015 than in the two previous years. Wooden
furniture imports were worth US$16.23 billion in 2015. Im-
ports from all major suppliers increased. —Fordaq

From 2006 to 2011, the incidence of Canadian households
in severe housing need increased, going back to its 2001
level and reaching 5.3 percent (655,380 households). Also
from 2006 to 2011, shelter costs for all Canadian households
increased more rapidly, on average, than household income
before tax. —Canadian Mortgage and Housing Corporation

U.S. imports of wood flooring increased again in 2015, follow-
ing a year of significant growth in 2014, the International Tropi-
cal Timber Organization (ITTO) reports. Hardwood flooring im-
ports were worth US$47.4 million in 2015, up 30 percent from
2014. Imports from all countries increased, but the strongest
growth was in Canadian shipments where manufacturers ben-
efited from the weak Canadian dollar. —Lesprom

Municipalities issued building permits worth $6.4 billion in
January, a decline of 9.8 percent from the previous month.
This decline, which followed a 7.7 percent increase in De-
cember, was largely due to lower construction intentions
for multi-family dwellings in British Columbia and Ontario
and, to a lesser extent, institutional buildings in Quebec and
Alberta. —Statistics Canada

The U.S. current-account deficit — a net measure of transac-
tions between the United States and the rest of the world

in goods, services, primary income (investment income and
compensation), and secondary income (current transfers)
— decreased to US$125.3 billion in the fourth quarter of
2015 from US$129.9 billion in the third quarter. The deficit
decreased to 2.8 percent of current-dollar gross domestic
product (GDP) from 2.9 percent in the third quarter.

—U.S. Bureau of Economic Analysis

Privately-owned U.S. housing starts in February were at a
seasonally adjusted annual rate of 1,178,000, 5.2 percent
above the revised January estimate of 1,120,000 and 30.9
percent above the February 2015 rate of 900,000. Single-
family housing starts in February were at a rate of 822,000;
this is 7.2 percent above the revised January figure of
767,000. —U.S. Census Bureau
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June9-12

TTMAC Convention
Niagara-on-the-Lake, Ont.
www.ttmac.ca

June 13-15
NeoCon
Chicago, lll.
www.neocon.com

Sept. 26 - 30
Cersaie
Bologna, Italy
www.cersaie.it

Nov.2 -5

The International Surface Event East
Orlando, Fla.

www.tiseeast.com

Nov. 30 - Dec. 2

The Buildings Show
Toronto, Ont.
www.thebuildingsshow.com

Jan.10-12
K/BIS
Orlando, Fla.
www.kbis.com

Jan.14-17,2017
Domotex
Hanover, Germany
www.domotex.de

Jan.17-20

TISE (Surfaces)
Las Vegas, Nev.
www.tisewest.com

Jan. 19-22

Interior Design Show
Toronto, Ont.
www.interiordesignshow.com
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THEN-AND-NOW

Bleachers that embrace nature and expand floor space

Cabin or cottage?

DESIGNING A COTTAGE OR CABIN IN THE WOODS by a lake

that does the landscape justice is a task that has been ap-

proached from many different angles. And when the property
is on a hill with a significant slope and great view, why
not take advantage of the changing elevation?

That is what the Montreal, Que.-based archi-
tectural firm Architecturama has done with its “Lake
Jasper House” in Cherstsey, Que. According to architect
partner Sylvain Bilodeau, he and his partner and co-
owner of the project house, Nicolas Mathieu-
Tremblay, the design inspiration of incorporating
modular bleachers as surfaces throughout the front
of the building came from the theatre.

“The slope of the hill and direction of the lake
lends the design towards having stairs going up. To
keep expenses down we went with standard soft wood
(for the bleacher construction)”

With its cube shape and advantageous ratio of
envelope to usable volume, the structure promotes
energy efficiency and economical use of materials.
“It's an efficient volume,” says Bilodeau. “The footprint
is around 850 square feet, but the gross floor area is
1,900 square feet, with all the area of the rooms and
the individual bleachers” Kitchen, bathroom, small
bedroom and a bunk room is located at the back. The
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property is 16 by 250 meters.

“We've had 12 people sleep over, but more could stay if
they were comfortable on the bleachers.” A fireplace, movie
projector and feather cushions help people enjoy the space.

The only metal framing is the curtain wall with all of
the glass, everything else is all wood. The bleacher structure is
black-painted wood 2 by 4s, the posts are 2 by 4s, and they are
glued and screwed together with ¥2-in. wooden plates.

“The outside bleachers are made with treated wood —
but are also protected by the overhanging roof so it's going to
last some time,” says Bilodeau. The structure can be easily re-
paired, stained or replaced, or reconfigured into something else.

“They can be turned into a table, or side table, or what-
ever. The bleachers are open to interpretation — the deck is one
big piece of furniture.

“Occasionally when someone wants a wider, flat surface,
we can just accumulate elements so we can just add modular
blocks to level up two surfaces. The usage is blurred — it can be
a floor, seat or a table”

Bilodeau says that visitors don’t mind that the bleacher
surfaces are a soft, construction wood. “Of course we have to
keep bare foot or socks, but that's OK because that’s part of the
idea of the cottage experience.”

Please submit project suggestions to news@wimediainc.ca
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INVINCIBLE!

FLEXBONE?® - The Most Advanced Single Source Uncoupling Solution

ARDEX Ul 720" FLEXBONE®
Floating Uncoupling Membrane

The one and only unbonded uncoupling membrane

ARDEX Ul 740" FLEXBONE®
Uncoupling Membrane

Unique bone-shape design with GripLock Technology
——— for a better bond!

@:ﬂm t | | e & S t O N e www.ardexamericas.ca

Installation Systems 888-512-7339



SETTING THE STANDARDS

E S
IN FLOORING FASHION

Carpet * Engineered Luxury Vinyl « Luxury Vinyl - Sheet Vinyl - Engineered & Solid Hardwood « Laminate

LUXURY VINYL
NEVER LOOKED
THIS GOOD!

#flooringisfashion | @ O ® @ @

beaulieu

CANADA beaulieuflooring.com




