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Page 3:  Overview

Combined Forces:  Mohawk Aligned Dealer Convention Brings Minds Together To Tackle Tough Problems

Dealers/Manufacturer Share Strategies, Ideas, and Experiences To Build Business in Unprecedented Times.

When Mohawk Industries expanded its aligned dealer program more than a decade ago, executives felt that one idea was fundamental to success:  Continuous Concept Renewal. 

Mohawk constantly works with its aligned dealers to find better ways of doing business.  

Never has that been more important.

“The fact that a floorcovering dealer is still in existence is a statement to strength.  This means he or she has successfully navigated a business through the worst economic period our industry has ever faced,” said Manny Llerena, Mohawk’s Vice President of Retail Marketing.  “The question we should ask ourselves is ‘What should we do now?’”

Mohawk set out to answer this question with research, identifying ways it could become a better partner with its Mohawk Floorscapes and Mohawk ColorCenter dealers.  

The detailed study provided some significant insights.  

“We needed to know what were the strengths and weaknesses of our membership, so that we could develop tools to turn weakness into strengths.  We could have guessed / gut checked, but the best way was to find out directly from our dealers,” Llerena said.  “What we learned shaped how we structured this year’s convention.”  

The research showed that dealers felt strongly about their personal expertise in many core areas of the flooring business, such as sales, customer service, and general management.

However, the rankings of their abilities dropped off significantly in other areas, such as marketing; business planning and development; information technology; accounting; and training and personnel management.  

Llerena said that for this year’s convention, Mohawk created programs and tools to provide dealers with support in the areas where they indicated they needed it most.  The company even drew upon outside resources and organizations to provide expertise when necessary, working with internationally-known groups such as Franklin Covey, Ken Blanchard, and Vision Point Consulting.

“Our focus for 2010 is turning needs into strengths to create positive change in our dealers’ businesses.  For the first time, we’ve brought both Floorscapes and ColorCenter Elite dealers together for convention.  By doing this, we could invest more in world-class training and other resources.  We could also bring more Mohawk representatives, so they can learn side-by-side with their dealers for maximum value and effectiveness.

“The 2010 Solutions Convention provides what retailers told us they need for immediate impact, and allows them to ‘Turn the Page’ from what has been a very rough two or three years to a new period of growth,” he said.

And Llerena emphasized that Mohawk’s support will continue long after the convention is over.

“We are making sure that our aligned dealers come away from this event not just with a list of good ideas to implement, but the ongoing support and encouragement they need to put them into practice,” he said.
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A New Era of Education

Convention Training Emphasizes Ongoing Implementation.

The classic problem with attending a convention, class, or seminar is idea paralysis:  You get too many good ideas to implement immediately, and over time, you lose the momentum to make them happen.

For the 2010 Mohawk Aligned Dealer Convention, Tim Gray and Mohawk University have taken on a formidable challenge:  Create a system that allows Mohawk Floorscapes and ColorCenter dealers to capture the best ideas they get from the show, and then give them ongoing support and tools to help ensure that stores can put them into practice.

This has required a new approach from Mohawk U., already recognized as one of the top corporate training organizations in the nation by Training Magazine.  

“This year, we’ve gone a step further in putting into practice what we’ve preached to our dealers—that you can’t do it all by yourself,” said Gray.  “We’ve asked our retailers to draw upon outside resources with fresh viewpoints and thinking to improve their business, and the same approach is working with Mohawk University.  

“At this year’s convention, we’re adding the power of some of the nation’s top training organizations—U.S. Learning, Franklin Covey, Vision Point, and Ken Blanchard—to give our stores entirely new tools to use.  And we’re putting everything into a new system that lets dealers capitalize on the information in a more effective way.”

Maximizing the Value of Convention Time

 At an event like the Mohawk Aligned Dealer Convention, it’s easy for retailers to discover new ideas that can be the starting point of dramatic change.  But the ideas are still that—a starting point.  Gray said that this year’s convention approach is to help stores take the ideas they get from the show, then prioritize them in a way that they can be most effectively used.

“You can’t teach everything about a subject in an hour and a half class,” he said.  “But if you structure the class right, you can help the participants identify what a particular idea can mean to them, and set them on a path toward making it useful,” he said.  “That’s what we want to do with our courses at this show.”  

Then, Gray said, Mohawk U. is following up with additional training programs throughout the rest of the year that build upon the basic concepts introduced at the convention.  “It’s a new way of thinking for us,” he said.  “We want to have every store who’s here thinking, ‘that’s a great idea—what’s my next step to making it work,’ then show them the next steps,” he said.  “As we do this, we know we’re going to make a lasting, positive change in our aligned dealers’ businesses.”

Mohawk encourages this further by giving each aligned dealer free certificates good for ongoing education at Mohawk University.

A Spectrum of New Ideas

Gray said that the classes for this year’s convention are based on topics dealers identified in research as their biggest challenges.  

Classes cover everything from sales training to understanding the differences in employee personalities and how to communicate with them.  

“We don’t have the emphasis on mandatory classes that we’ve had in years past,” Gray said.  “We do ask that each retailer select three classes to attend, but they can choose the ones that are most  important to their business.”
Courses include:

1.  Closing More Sales

Don Hutson, CEO of US Learning and co-author of The One Minute Entrepreneur, delivers this course.  Hutson has over 30 years experience in the teaching and speaking industry. He is leading authority on selling value instead of price.  

One of Hutson’s key messages:  The customer needs analysis for you to identify the right selling approach.

2.  Planning the Future of Your Business

Sam Allman, president of Allman Consulting and one of the founders of Mohawk University, will help stores understand the need for business planning and help them create a basic 12-month plan.  Allman has been an in-demand speaker to many ﬂooring programs.  He is a regular contributor to numerous magazines, newspapers and websites, and is a published author. 

3.  Highly Successful People

This class will be delivered by J.D. Frailey of Franklin Covey. Franklin Covey is industry leader in consulting and training leadership and individual effectiveness.  Frailey brings over 20 years of work experience from Southwestern Bell, as Director of their Accelerated Leadership Development Program.

Frailey’s message includes beginning projects with the end in mind, and understanding employees to get the most from their efforts.

4.  Understanding The Difference
This class will be presented by Andrew Oxley,  a principal with Vision Point Consulting, a leading provider of programs and services that assist organizations in closing the “Execution Gap” that exists between what organizations know they are capable of achieving and where they are.   

Oxley will focus on how to get more from employees by understanding their differences and how to close more sales by better understanding consumers. 

5.  Peer to Peer

One of the most valuable benefits of attending convention is to draw upon ideas from other retailers.  The solution to a business problem might be as close as the person sitting next to you.  Mohawk Dealer Advisory Council members will lead sessions of “Floorscapes Your Way” and “ColorCenter Your Way” meetings for the third consecutive year.  These meetings focus on sharing solutions to business issues common to all dealers. 

6. Monday Morning Implementations

This series of sessions cover ideas that stores can put into practice quickly, with almost immediate results.  

Topics include Mohawk Protect & Care, a care and maintenance program for consumers that can become an instant profit center, Ways the Internet Can Improve Your Business, with ideas that instantly improve dealer websites, and Mohawk Town Hall with Mohawk CFO Michel Verment answering dealers’ financial questions.

“We are doing our best to live up to the theme of our convention and provide true solutions for our aligned dealers to the biggest problems they face,” Gray said.  “The convention is a starting point.  What we do from there, however, is what’s ultimately going to make the biggest difference.”

Gray said that throughout 2010, Mohawk U. will be introducing new programs that build upon the concepts launched during convention courses, and give dealers the detailed information they need to make lasting changes.

“This is going to be a very exciting year,” he said.  “And when we come back next year for the aligned dealer convention, I think we’re going to have some powerful new stories about the difference Mohawk U. has made in our dealers’ ongoing success.”

Page 7:  Merchandising
A Better Way Of Reaching Hardwood Customers

Wood Collection Selling System Simplifies A Previously Difficult Decision.

Last year, Mohawk reintroduced its CustomWeave brand with dramatic success.  In the most heavily researched program ever offered to Mohawk Floorscapes dealers, Mohawk presented a new boutique and selling system that allowed stores to trade up customers with a significant increase in profitability.

The system simplified the purchase decision, and Mohawk further supported the brand by teaming up with HGTV personality Taniya Nayak, star of “Designed to Sell,” as the exclusive spokesperson for the CustomWeave line.  She supported Mohawk Floorscapes retailers in a series of advertising campaigns, merchandising, and web-based communications.

This year, Mohawk has taken the same approach—careful consumer research, new merchandising, and a proven spokesperson—and applied it to hardwood.  

Mohawk’s new Wood Collection selling system makes the previously complicated process of selecting hardwood simpler, and much more comfortable for the consumer.    

Research indicated that most hardwood shoppers (overwhelmingly female) shopped for hardwood flooring in the same manner, using four key characteristics:

Color (Light, medium or dark)

Texture (Smooth to heavy scrape)

Grain (How “woodsy” is the style—a lot of knots or practically none)
Width (How wide is the plank)

Mohawk incorporated this into the selling system with graphics and carefully selected consumer information.

“The result is something the hardwood business hasn’t had,” said Manny Llerena, Vice President of Retail Marketing.  “We have provided a way to take the daunting process of selecting the right hardwood and simplify it so that the consumer is comfortable in making a timely purchase decision.”  

Llerena said that the selling system is very visual.  

“The consumer doesn’t want to read a book when she’s shopping.  She wants information she can use, and she wants images that show how the flooring could look in her home,” he said.  “The new Wood Collection selling system provides this.  Our research shows that this significantly changes the consumer’s confidence in her ability to choose the ideal hardwood for her home.”

Mohawk is reinforcing the selling system introduction by again drawing on Taniya Nayak, whose appeal to women as a design expert is strong and reassuring.  

Nayak’s image is featured in the new display system, and she will be included in advertising, online promotions, and special dealer events.

“Taniya showed us last year with CustomWeave that her practical advice and fresh ideas made a dramatic impact on how shoppers felt about our products,”  Llerena said.  “It was a natural to look to her to continue her role as spokesperson for this new wood project.”

The Wood Collection display system will be rolled out during the first part of 2010
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ColorCenter Elite Selling System Gets Refreshed

Research Identifies Consumer “Touch Points” For Better Interaction.

The Mohawk ColorCenter Elite Selling System is growing in popularity, with many ColorCenter Select stores upgrading and other stores electing to use ColorCenter Elite as the way to join Mohawk’s aligned dealer network.  

During 2009, Mohawk began a research process with both consumers and dealers to identify ways to make the ColorCenter Elite system stronger and more effective.  

The result is a fresh new look that makes the displays more consumer friendly, and provides a more effective complement for retail sales associates.  

“The new ColorCenter Elite system convincingly differentiates our dealers’ stores from their competition,” said Manny Llerena.  “It’s designed by retail experts and utilizes research to make sure it meets the needs of the female shopper.”

Llerena said that for the last two years, Mohawk has been working with retail research experts to better 

understand how the female consumer shops, and what she wants from a retail store.  The research covered every aspect of store displays, communications, and customer interaction.  

“This was not phone calls or email surveys; we have actually lived with the female shopper in the shopping environment,” he said.  

Research elements included focus groups and “shop-a-longs” in multiple stores in multiple cities around the nation.  

Llerena said the new system takes full advantage of built-in “Touch Points” that let the female consumer know that the store truly understands her needs.  

The system subtly incorporates the Mohawk brand to provide confidence in purchasing from a nationally recognized brand.    It helps guide consumers to the right flooring choices, and it speaks in plain language that is easy for someone not familiar with flooring to understand.  

“This not only builds consumer confidence, but it also encourages broader selling,”  Llerena said.  “As we make the consumer more comfortable, the more likely she is to find the ideal product to meet her needs, typically spending more as she does so.”

The system provides readily accessible information from a variety of sources, and incorporates room scenes to allow shoppers to more easily understand how the products will look in their homes—a key consumer concern.

“You will see this in our ColorCenter Elite sales floor,” Llerena said.   “Notice how you feel when you walk into the department.  You have the ability to clearly know what’s in the card displays and the ability to easily compare one category to another.   

“This is a selling system that is comfortable for both the female consumer and the retail sales associate.”
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Mohawk Soft Surface Intros Are Tough.  And Soft.

SmartStrand With DuPont Sorona Proves Its Durability.  Wear-Dated Introduces The Softest Nylon Ever.

For 2010, Mohawk is rolling out a series of new products and marketing support designed to boost profitability in an ultra-competitive marketplace.  Emphasis is being placed on value, reflecting new consumer attitudes and helping dealers demonstrate that they provide the most for their customers’ carefully-controlled money.

The Rhino Challenge Keeps Charging Ahead
This summer, Mohawk’s SmartStrand® carpet with DuPont™ Sorona® renewably sourced polymer squared off against 2,800 lb. Ricko the Rhino at the Birmingham Zoo.  After two weeks in Ricko’s enclosure, SmartStrand with DuPont Sorona proved it could take whatever Ricko could dish out and still come clean.  

The grudge match is over, but The SmartStrand Rhino Challenge will continue to be a focal point of promotion this fall and into 2010.

Study after study of consumers indicates the most important considerations in carpet selection are stain resistance and durability. With The SmartStrand Rhino Challenge, Mohawk subjected its carpet to extreme use many times worse than what it would see in a consumer’s home. 

During the convention, The SmartStrand Rhino Challenge will be featured with elements including:  
· Rhino crate giveaways including story books, miniature Rickos and carpet swatches

· Rhino wall featuring an actual piece of the before and after carpet from the challenge

· Video footage documenting the challenge from start to finish. 

Mohawk retailers have access to additional enhanced marketing and brand support.  DVDs containing segments  explaining the challenge, carpet install, and Ricko living on it for two weeks and then detailing how the carpet was removed and cleaned to its original new condition are available. There’s even a recap loop that can be played in showrooms and home shows.   

Mohawk is also expanding the SmartStrand with DuPont Sorona collection with a new 75 oz. texture product exclusively for Mohawk Aligned Dealers.

New Soft Technology for Wear-Dated

In early 2009, Mohawk purchased the Wear-Dated® brand, one of the top five most consumer-recognized brands in flooring.  Now Mohawk is taking full advantage of its investment by introducing a spectrum of new Wear-Dated products, including two new soft yarn technologies.

While all Wear-Dated products are inherently soft, Wear-Dated DuraSoft™ offers extra softness and even more durability.

The ultraplush thickness in this resilient, 100% premium nylon fiber provides additional comfort without sacrificing any performance attributes, ensuring added luxury and value for less cost.

For the ultimate in softness, Wear-Dated’s new SoftTouch™ with SoftFusion™ technology combines twist, heat and a proprietary process that delivers a supremely soft, plush fiber. The process makes Wear-Dated SoftTouch the softest,

soft nylon fiber in carpet.  In independent testing, consumers rated Wear-Dated SoftTouch carpet with SoftFusion technology as “softer" and “feels better” than the competition.

Wear-Dated SoftTouch doesn’t just feel amazing; it performs amazingly well. Wear-Dated SoftTouch has a non pro-rated warranty, which means consumers are protected with full replacement value through the entire warranty period.

All Wear-Dated carpets feature Scotchgard® Advanced Repel Technology for increased stain and soil protection, and come with

enhanced warranties; including a lifetime anti-static warranty, abrasive wear and texture retention, stain resistance, soiling warranty and manufacturing defects. 

Mohawk is also supporting the Wear-Dated introductions with new marketing materials, a new co-op program, and retail sales associate incentives.  

A New Environmental Story for EverStrand BCF

Mohawk, long known as the industry’s recycling leader due to its 100% post-consumer recycled EverStrand™ staple polyester fiber, has developed technology which allows the use of post-consumer recycled content in its EverStrand BCF fiber styles.

Effective immediately, all of Mohawk EverStrand BCF and Mohawk EverStrand BCF XtraSoft fibers will include post-consumer recycled content from plastic bottles. Additionally, Mohawk will provide On Demand Certification Letters to document recycled content for all EverStrand carpet styles.

This provides retailers with the advantage of having a “green” benefit associated with all Mohawk EverStrand products.  And new EverStrand filament styles are being introduced that will contain the new fiber, particularly those with EverStrand BCF XtraSoft fiber. This gives retailers a wider breadth of product to satisfy consumer tastes and preferences
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New Hard Surface Products Offer Innovation, Style.

New Technology Builds In Exceptional Value.

Mohawk’s hard surface introductions for 2010 take advantage of new technology to offer consumers more value and exceptional performance.  

DuraBeauty™ Takes The Worry Out of Hardwood

No one can argue with the beauty of hardwood, but some consumers are hesitant to use it in high traffic areas because of worries over marks or indentations.  But  Mohawk’s new DuraBeauty™ technology takes away this concern.  

DuraBeauty is an acrylic infused hardwood offering extraordinary protection from dents and marks.  The acrylic fills in the natural empty spaces in the wood cells, giving the floor exceptional hardness and durability.  

The result is a flooring surface that has the beauty of real wood and the strength to stand up to any application.

A New Competitive Edge for Laminate, Plus A Tough New Finish

Mohawk Laminates boast two major new innovations for 2010. Mohawk’s new GenuEdge™ Technology is a revolutionary development that delivers the most realistic hardwood edge visual ever seen in laminate flooring. 

This new technique allows the plank’s surface design and color to literally “roll over the edge,” creating the same edge visual found in a real wood plank. 

Adding this edge treatment to the already authentic surface designs of Mohawk planks achieves a level of realism that is unmatched in the industry today.  Mohawk is using this technology with its new 5” Bayview product.

A second Mohawk innovation means laminate floors will look good even longer.  ScratchGuard™ Advanced Finish Protection helps prevent micro-scratches in laminate caused

by routine dirt and dust, which can dull a floor’s surface finish over time. 

ScratchGuard™ provides an extra layer of protection, preserving the floors original gloss level and making it ideal for laminates used in high traffic areas. 

ScratchGuard is being introduced into products 8mm and thicker in the Mohawk laminate line.

New Ceramic Features Ink Jet Technology

In 2009, Mohawk launched its first ceramic product using new ink jet technology, a digital imaging process that creates a one-of-a-kind realism.  The technology enhances the detail in the floor, and gives it a three-dimensional look with extra variety.

Mohawk is expanding this with two new products using ink jet technology for 2010.  

Delanova uses the technology to create the color tones found in marble and travertine, while Canterra glazed porcelain, with its precise graphic detail and depth of color, produces  a true high style, travertine visual with variation from piece to piece usually found in the true stone itself.
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A Spectrum of Support

New Profit Centers, Simplified Website Management, Exceptional Incentives.

Mohawk provides aligned dealers with a wide range of marketing and business tools, plus a number of new ideas that offer additional profit centers for floorcovering businesses.  

A Solution for Ongoing Floor Care 

According to the World Floor Covering Association, 90% of consumers ask retailers how to maintain their floors at the time of purchase.  This creates a tremendous opportunity for retailers to provide an ongoing maintenance program that helps keep floors looking new—and keeps the retailer in touch with the consumer throughout the lifecycle of the new floor.  

Mohawk’s  Protect & Care™ program, implemented through the FloorCare for Life™ network of service providers in partnership with 3M™, enables retailers to

offer extended warranties to help consumers care for their flooring investment.  

Stores simply add the Protect and Care™ plan to the flooring purchase and the consumer will receive:

· Extended Stain Warranties that offer complete flooring replacement.

· FloorCare for Life™ Call Center for floor care needs

· Spot and Spill Protection

· FloorCare for Life™ website complete with a dealer listing of all retailers in the program. 

· Pro-active reminders of maintenance needs in accordance with warranty requirements

· Discounts on floor care services

This program creates a new profit center—and, best of all—keeps dealers in touch with good customers throughout the flooring life cycle. 

Reformulated Mohawk FloorCare Essentials

Mohawk’s FloorCare Essentials cleaning and maintenance products have been enhanced with a new and improved all-natural formula, plus new packaging and merchandising, designed to have even more appeal to consumers.

The Mohawk FloorCare Essentials product line includes carpet stain remover, odor eliminator, hardwood and laminate cleaner, tile and grout cleaner, plus wood and laminate care kits,  carpet care kits, and—new for 2009—tile and grout care kits.  First introduced in 2005, Mohawk FloorCare Essentials have captured a portion of the billion-dollar floor maintenance market, and have given floorcovering retailers a way to maintain relationships with customers between flooring purchases by servicing their cleaning product needs.

New Website Tools

Dealers can get websites cheaper, but it would be hard to get them better or more effective than the  Gold, Silver, or Bronze level options offered by Mohawk Dealer Website Services (DWS).  For 2010, DWS also offers a new Product Gallery only option.

Whether adapting an existing website or creating a whole new presence online, the DWS program takes a comprehensive approach with three major advantages.  

1.  Customized Design

     and Site Management

“We feel like our site is ‘custom,’” said Helen and Wes Sherman of National Carpet & Flooring, a Floorscapes retailer in Crofton, MD. “We can’t believe that we bought in

to the bronze package and got such royal treatment and resulting website!”

The top-notch design templates provide almost 20 different looks. After that, each retailer is able to choose colors to match and integrate different components —

like building blocks that fit together. The end result is a site uniquely the dealer’s own.

2.  Integrated Search Engine Optimization

The first role of any good website assures consumers are drawn to it via search engines like Google, Yahoo! and Bing. Good websites are constructed with the idea

of search engine optimization or SEO. Without it, the most beautiful websites cannot be “found” by the common consumer who uses search engines to find the sources for which they’re looking.

As discussed often in web classes at previous conventions, consumers love to put in terms like “carpet store” or “flooring sale” followed by their town or nearby locales. DWS takes this approach to assure terms like these and dozens of others rank the site well.
One example is Jaime’s Flooring Center, a ColorCenter retailer in Fresno, CA. JaimesDesignsAnd-Floors.com launched in beta form during the first quarter of 2009. As far as search engines were concerned, Jaime’s store did not exist online as of April 1. By Oct.1 — just six months later — Jaime’s site ranked on 163 words with 58 of those on the first page.

3.  Flooring Content and Updates

Websites can be a hungry lot, demanding more and more content on a regular basis. Mohawk provides regular updates across all the flooring categories and, for Gold level, design and do-it-yourself tips including a new hardwood floor installation video from HGTV star and Mohawk Handyman Chip Wade.

Also, unlike any other web service available today, Silver and Gold levels of Mohawk DWS include complete Product Galleries for carpet, hardwood, laminate

and ceramic tile.  For retailers not quite ready to switch over to DWS but who would like to include the Mohawk Product Galleries on their existing websites, the new Gallery-only option is a good alternative.

New Redemption Options for Mohawk Infinite Rewards 

Participants in Mohawk’s incentive program, Mohawk Infinite Rewards, have tremendous flexibility in using their points.  

Now Infinite Reward points have even more value:  They can be used to purchase training from Mohawk University or promotional items from Mohawk MarketPlace.  This allows retailers and retail sales associates to take advantage of hundreds of course offerings and promotion items for their stores.

