Celebrating Its 10th Anniversary, Mohawk Floorscapes®  Has Built A Foundation for Dealer Profitability

Value of Dealer Network/Manufacturer Partnership Shows in Products, Programs, and—Most Importantly—Profitability.

Manny Llerena, Mohawk Vice President of Retail Marketing, does not pull punches.

So he gets retailers’ attention when he tells them that they’re not making as much money as they could.  Especially when he’s holding the research that proves it.

“There  is a 10 point difference in gross margins between the top 20% of stores and the average flooring retailer,” he said.  “For some of these stores to survive, this has to change.”
And that is Llerena’s mission at the 2008 Mohawk Floorscapes Convention:  Show stores the opportunities they have not just for sales, but for true profitability.

“The difference in an extra 10 points of margin isn’t magic,” he said.  “It’s good ideas, practical application, and intense focus.  That’s what Floorscapes is all about.  Now, more than ever, Floorscapes is not just a selling system, but a way of helping dealers succeed.”

Llerena and the Floorscapes retail partners have spent more than two years benchmarking best financial business practices for retailers.  This endeavor evaluates margins, staff costs, and other key business metrics.   The process provides valuable information that will help all Floorscapes retailers improve.  
The results of this partnership have been “amazing,” said Llerena. 

“At this convention, we’ll be able to show many dealers areas where they can make little changes and see big returns,” he said.  “These are true solutions to flooring retailer business problems,” he said.

He also emphasized that the ideas that Mohawk rolls out at this convention are not quick fixes, but have lasting value.
“You cannot simply cut or save your way out of a recession.  You must c0me up with ways to grow your sales and grow your profits,” he noted.  “Based on what we’ve learned from dealers over the past two years, we have structured our product and program introductions to do just that.”

Value = Profits

Llerena said that dealers will be introduced to ideas that will help them sell value to consumers rather than just price.

“Our industry is notorious for focusing on price, especially in tough times.  But there’s a very big penalty to the store for operating like this.  Our research shows that if a store is selling based on price, it can take as much as 33% more sales to generate the same profit dollars.  That means you have to generate a lot more store traffic to make the same amount of money.  

“I don’t know if you’ve looked at the number of people in stores lately, but any good retailer has to be looking at maximizing profits from every sale.  What we’re doing at this convention is giving Floorscapes dealers ways to do just that.”

Llerena listed ten highlights of the convention created to help stores sell value and enhance profitability:

· The rebranding and reintroduction of CustomWeave

· A dramatic expansion of color for SmartStrand products

· New soft fibers

· New hardwood merchandising

· Scotchgard Protector Advanced Repel Technology for hardwood

· New high-value laminates

· New ceramics, including inkjet technology

· New web tools and advertising for retailers

· A strong Mohawk Consumer Finance Program

· Enhancement of the benchmarking program and expanding training through Mohawk University.

“Mohawk believes in partnership for profitability,” he said.

New Products Aggressively Promote Value 

Advantages, Give Stores More Profit Opportunities

It’s called “Continuous Concept Renewal,” and it’s a core principle behind Mohawk Floorscapes.  Every product and program within the Mohawk Floorscapes concept is subject to routine review and scrutiny—all designed to give dealers stronger selling advantages.  

For 2009, Mohawk Floorscapes is rolling out a series of new products and marketing support designed to boost profitability in an ultra-competitive marketplace.

The Rebranding of CustomWeave

The CustomWeave brand is recognized as a source for innovative style and quality, and Mohawk is revitalizing the brand exclusively for Mohawk Floorscapes dealers for 2009.  

This is the most heavily researched program ever offered to Mohawk aligned dealers.  Two independent research firms, working with more than 50 dealers in North America, identified how women in the middle of a flooring purchase shop for carpet, how they define “fashion,” what brands they recognize, and what displays are easiest for them to use.  

Researchers also looked closely at how retailers and sales associates sell upscale products.  The result of this was a detailed understanding of how consumers interact with store displays and salespeople—and an opportunity to sell more high-profit goods.

“An average Floorscapes dealer sells about 400-500 yards/week or about 8-10 50 square yard jobs each week,” said Manny Llerena, Vice President of Retail Marketing.  The store probably has a 50% closing rate.  The new CustomWeave Boutique is designed to help retailers trade up consumers. When you look at the numbers, that can mean a significant increase each year.”

Llerena said that the CustomWeave Boutique is designed to fit into current store layouts.  The program also offers an expanded 90-day customer satisfaction guarantee, a 20-year warranty package, special retail sales associate incentives, an exclusive assortment of products, and strong web support. 

In addition, Mohawk has teamed up with HGTV personality Taniya Nayak, star of “Designed to Sell Washington D.C. ” to be the exclusive spokesperson for the CustomWeave line.  She will support Mohawk 

Floorscapes retailers in a series of advertising campaigns, merchandising, and web-based communications.

The SmartStrand Color Story

Mohawk’s SmartStrand® fiber has been the most successful introduction in company history.  It began as an innovative fiber story.  Then it became a remarkable environmental story with the introduction of SmartStrand®  fiber made with DuPont™ Sorona® renewably sourced polymer.  Now the story becomes even more compelling.  Mohawk has expanded the color palette for SmartStrand to include 62 colors and six new styles.  Supported with SmartStrand fiber made with DuPont Sorona renewably sourced polymer merchandising, this line is consumer friendly and inviting.   

“Again, it’s a presentation of value,” said Llerena.  “SmartStrand offers it all—softness, style, color, durability, lifetime stain protection, and an environmental benefit.   This new presentation will give stores a way to showcase one of flooring’s most popular products in a way where consumers can immediately see all that it has to offer.”  

New style options include three textures, two friezes, and a pin dot pattern. Llerena also noted that the textures and friezes include a new SmartStrand yarn with better performance characteristics:  Better softness.  Better durability.  Better stain protection.  

“Mohawk SmartStrand—it’s just better,” he said.  

New Soft Fibers
Mohawk is showcasing two new soft fiber introductions at the Mohawk Floorscapes convention, EverStrand XtraSoft and UltraStrand UltraSoft.  These products utilize advances in technology to give retailers new competitive advantages.

“Polyester continues to grow in popularity, and even though it is developed inherently soft, we have found a way to make it even softer,”  Llerena said.  

EverStrand XtraSoft is a new BCF polyester that offers a superior level of aesthetics, performance, and feel in the category.  Llerena said there are 12 products being introduced in mid to heavy weight styles (40 ounces and above).  “It’s a quality, durable, and very comfortable product,” he said.  

The new UltraStrand UltraSoft fiber utilizes a new heat-set technology that incorporates an enhanced level of softness into the product.  The nylon has performance characteristics like premium soft nylons, and can be merchandised to demonstrate extra value to consumers. 

New Hardwood Merchandising

Mohawk introduced more than 150 new hardwood SKUs in 2008.  For 2009, the key is to merchandise the value they offer.  A new information kiosk is being introduced to create a focal point within the hardwood department for consumer information.  The Innovations Kiosk is a three-button video monitor that will display an attractive loop of room scenes. The consumer is invited to view clips on three exclusive Mohawk advantages:  GreenWorks, UniClic Technology, and Scotchgard Protector Advanced Repel Technology.  The videos help guide her choices to the right products for her home and personal style.

A New Emphasis on Scotchgard to Create Value in Competitive Categories

Mohawk introduced Scotchgard Protector with Advanced Repel Technology because of its ability to protect against catastrophic stains and marks.  But consumers are buying it because it stays cleaner.  

Over time, hardwood finishes develop microscopic imperfections that can trap dirt and diminish the floor’s shine.  Even after cleaning, the floor may appear dingy.  

On a floor treated with Scotchgard Protector Advanced Repel Technology, the treatment forms a barrier that helps stop dirt from accumulating in minute scratches and crevasses.  Since it’s on the surface, it can be more easily cleaned away.  

Since the technology is exclusive to Mohawk, dealers have discovered they can use Scotchgard technology to differentiate products in very competitive categories like red oak.  

“Mohawk 2008 hardwood introductions gave dealers multiple products offerings with the technology.  And on the sales floor, the value we offer makes a big difference,”  Llerena said.  

New Laminates Fit Perfectly Into High Profit Niches

Mohawk is also rolling out two new high-value laminate products. 

Venti Hills series blends exotic hardwood looks with a high gloss, piano-like finish and is available in five styles including Mahogany, Java Mahogany and Sun Kissed Mahogany. Microbeveled edges accentuate the rich colors.   

The Montclair series boasts a soft scraped look which adds visual drama and sophistication to any room of the home. Surface details are reminiscent of true hand scraping techniques with planks featuring a subtle contour and slightly scraped pillowed edges. Four styles are available:  Warm Cherry, Amber Maple, Chocolate Maple and Mocha Hickory.

New Ceramic

Three new ceramic products are available to Mohawk Floorscapes dealers for 2009.  Giardino has the appearance of slate and the ease and maintenance of porcelain with a smooth surface and square edges. Inkjet technology bring an increased clarity to the product plus a three-dimensional appearance and a multitude of graphic variations from tile to tile. It is available in 20” x 20”, 13” x 20”, 13”x 13” and in three colors:  White Mountain, Sunset Dune and Ember Forest. 

Caldera Glazed Ceramic is a floor/wall combination that emulates natural stone and highlights characteristic soothing tones at a desirable price value. Caldera features a smooth surface and square edges and is perfect for any interior application. This series is offered in three colors:

Bianco, Beige and Noce and is available in 18”x 18”, 13”x 13” and an 8”x 12” wall tile. 

Seguro Glazed Porcelain Floor Tile brings out the beauty and sweeping variation of natural stone. It’s available in four rich colors: Tanned Beige, Golden Caramel, Bronzed Russet and Sunlit Fawn and is offered in two sizes: 20”x 20” and 13”x 13”. 

“Everywhere, there’s a value story,”  Llerena said.  “Mohawk Floorscapes dealers not only have very competitive products, but they have the reasons behind them to convince consumers to buy.” 

Mohawk Marketing Services Brings Dealer 

Support to a Higher Level

Online, Training, and Promotion Tools Allow Dealers To Reach More 

Consumers, Guide Them Into Stores, And Close More Sales

Strong support tools are critical for retailers in the current business environment, and Mohawk is introducing a number of programs designed to streamline dealer operations and allow stores to focus on customers and sales.

Mohawk Consumer Finance Program Stronger Than Ever

Credit has been a key issue this year, and Mohawk is helping dealers by providing one of the strongest finance programs available.  Mohawk Consumer Finance Program is backed by GE Money, a lender that has a AAA rating and ample resources for helping dealers get competitive financing for consumers.  

Among the new tools is one that simplifies the credit application process.  A new in-store kiosk from Mohawk Consumer Financing allows customers to apply in the store and know almost immediately if they have been approved.  The secure kiosk can also provide credit line information, and encourage shoppers to look beyond their initial purchase intent.    The kiosk has produced a 20% increase in average store credit applications, plus a 30% increase in average ticket sales.  

“Even with the turmoil on Wall Street, Mohawk Floorscapes dealers can be very confident in the consumer finance program,” Llerena said.  

Retailer Web Tools For Professional Online Presence

Research shows that more than 70% of initial meaningful contacts between a new customer and a business now come through the company’s website.  

In flooring, research also indicates that consumers now actually visit about two stores before making a buying decision, and that shoppers are spending a great deal of time online researching flooring before driving to the store.  That means to reach many customers, a store website has to provide the information they need before they will think about coming to the store.  

Mohawk is addressing this in two ways for dealers.  First, dealers can attend a web tutorial class at convention taught by Michael Cheek, Mohawk’s Manager of Internet Technology.  Cheek has helped numerous retailers across the country enhance their web presences, and will be available to work with stores to make sure that their websites are visible to consumers shopping for new flooring.
Mohawk is also continually adding features to its websites.  One of the newest is “SPOT.”  SPOT is an acronym that stands for “Store

Profile Online Tool.” This newest feature— currently an exclusive to Mohawk Floorscapes Retailers — creates an enhanced listing as a part of the Store Locator on MohawkFlooring.com, Mohawk’s primary consumer website, visited by millions of people each year. 

“Floorscapes Retailers can add a paragraph about their store, business hours, a storefront photograph and a link to their website,” Cheek explained.  Adding the information is a simple process through Mohawk’s retailer portal, MohawkToday.com.  

Consumers will notice the highlighted entries that indicate a store has a profile enhanced by SPOT. Additionally, consumers will  be able to choose a “favorite store”—a choice that changes the website completely.  

When a consumer chooses a Floorscapes store as the favorite, the whole website shifts transparently to feature information specific to Mohawk Floorscapes.  Product galleries and selections on award winning My Mohawk RoomMate (a consumer product selection guide) all change to Floorscapes specific products.  

Mohawk University Focused on Building RSA Skills

Mohawk University, recognized as the industry’s most comprehensive training resource, has enhanced its offerings for 2009, introducing a number of new courses targeted specifically at Retail Sales Associates.   The goal is to give RSAs  the tools they need to be more professional, critical with current business conditions.  In addition, Mohawk University will offer a new “Environmental Advantage” class that gives retailers ideas for improving the sustainability practices of their stores—and ideas for taking advantage of the influential “green” stories associated with many Mohawk products.  

New Advertising Tools
Mohawk has continued to be an aggressive advertiser, knowing that numerous market studies show that this can pay off in increased market share for both Mohawk and its retailers as the economy regains momentum.  

Mohawk continues to support dealers with national sales in the Spring and Fall.  For 2009, Mohawk’s  “Colors of Spring” sale will run March 29-May 3, and will be supported with national television and print advertising, a special financing offer, exclusive custom television spots featuring Chip Wade that dealers can run in their local markets, ad kits, point of purchase, and online support with special dealer locator functions.  

Mohawk has also created a new series of “anytime” ads that dealers can use for their own promotions.  Through Mohawk ADvantage (available to Mohawk dealers through the MohawkToday.com dealer portal), stores can access a variety of materials around a series of themed sales that can be conducted throughout the year.  Mohawk ADvantage allows dealers to get television commercials (prepared and customized), radio spots, newspaper ads, direct mail, vehicle wraps, in-store graphics, on-hold messages, room scenes, and even tips on how to put ads together all from one source.

Mohawk Benchmarking Initiative Benefits 

Membership

Floorscapes Dealers Can Compare Profitability Metrics With Their Peers To 

Improve Their Business.

Participation in Mohawk’s Benchmarking Program among Mohawk Floorscapes dealers is growing and has begun to  reach “critical mass,” according to Manny Llerena, Vice President of Retail Marketing.

The benchmarking project gives Mohawk Floorscapes dealers a powerful reference tool to use so they can compare their store’s operations with those of other retailers across the nation—especially those similar in size and market area.  

Introduced at the dealer convention in 2006, the benchmarking initiative asks dealers to enter their store’s P&L information into a protected database along with the financial information from other aligned dealers.  

“WFCA created a similar benchmarking tool several years ago,” said Llerena.  “But it was limited in the number of stores participating.  With our benchmarking program, we have information from a much larger sample.  And even though the process is still ongoing, we’re finding out critical things that have already helped many stores improve their operations..”

For example, benchmarking has uncovered that the top 20% of dealers in the Floorscapes network have gross margins 10 points higher than other dealers.  “It’s the same store system, so why are these dealers doing better?”  Llerena said.  “At the convention, we’re going to show other stores the simple things they can do to make a dramatic impact on the bottom line.” 

Retailers Report Experiences with Process

Mark Furr of Highland Floor Covering in Flagstaff, AZ is relatively new to the floorcovering industry.  He sees the benchmarking process as a way to understand what he’s doing right—and maybe more importantly—what he needs to do to improve.

“It gave us the opportunity to dissect our business and look at our P&L, and start comparing it to other stores to find out what can make you better,” Furr said.   “It has helped us see exactly where we’re putting our dollars. Our margins weren’t as high as some stores, and we started to see why one store has a 44% gross and 15% net compared to us at 39% and 5%.  We found our sales compensation was higher.  We found out we needed to spend our ad dollars in a different way.  Benchmarking lets me work on where I don’t compare very well and understand the business side better.”

Jon Moullet is the owner of The Flooring Place in Bozeman, MT and a past Mohawk Floorscapes Dealer of the Year.  He said the ability to compare with other stores is critical.

“It gives me a chance to compare my store to similar dealers,” he said.  “I’ve seen numbers that say 15% of dealers are going out of business because they’re not watching their P&Ls.  Now’s the time when we all have to be extremely careful with money and really understand our gross margins and our bottom line.  There are dealers out there not doing this, and they could have big problems.  

“I think Mohawk has really grasped the idea that to be successful, their dealers have to be successful.  And this program can help a lot,” he said.

Moulett noted that the process of entering information was simple.

“It took about 10 minutes to put everything into the website, but I study my P&L a lot and I’m familiar with it.  It might take a dealer who’s not 15 or 20 minutes to enter his information,” Moullet said. “That’s a pretty small amount of time compared to what you can get back.   Most people should have their P&Ls from April when they did their taxes.  Their accountants could enter the information for them.  Or even they could get their Mohawk rep to help if they’re having trouble.”

Moullet also noted that stores shouldn’t be concerned with how “good” their numbers might look.

 “Don’t hesitate if you don’t think your numbers are as good as another store’s.  Use this as a way to compare and see where the differences are,” he said.  

“Ask yourself if you’re happy with your bottom line, and if not, how are you going to improve it?  Mohawk Benchmarking can give you answers.”

Mark Furr also said it’s all about the bottom line.

“Now, with economy shooting down,  I need this more than ever.  It’s helping me put smart dollars in the right place to make it through the slump.  I’m a 100% supporter, but I can understand what others dealers might fear about this.  

“It’s not turning loose of your confidential information, and it’s not a report on how good or bad you’re running your business.  It’s a way to help you see where you can improve,” he said.

Two Classes Scheduled for Convention

Llerena said that benchmarking is a

key focus of the Floorscapes convention, and that two Mohawk University classes are being offered.  One is mandatory for all dealers.  

“Benchmarking Uncovered” will detail the findings of the program thus far, and help dealers focus of gross profit and how to find the extra profit in their businesses.  

Stores which have submitted their numbers to the Benchmarking project will be invited to a special session entitled “Focus+Action=

Results.”  This session, led by Dick Ruhe of The Ken Blanchard

Company, will provide stores with addition ways to use the information they’ve learned about their businesses by participating in the process, and will give them a head start into 2009’s key goals, including profitability training and business planning.  

“I cannot overemphasize the value of this program to our dealers,”  Llerena said.  “The stores who have participated are reaping great rewards, and they’re using the information they’ve learned about their stores to find even more ways to save money, build margins, and improve efficiencies.  Many of them report that they’ve never been able to truly understand their financials until we implemented this program.

“That’s flattering for our Benchmarking effort,” he said.  “But what’s really great is when a dealer shows you, on his own P&L, the dollar difference that this program has made.”

