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Taking the Floor

There is plenty to be excited about for floor

covering retailers as we move into 2005. New

home construction continues at a healthy
pace. Even though a softening is expected, we

are still enjoying record starts. Remember

The following are trademarks of Wilsonart Flooring
and Wilsonart International: BlueFusion™, Contact™,
DuoLink®, One Step®, Permaplex®, ScuffShield™,
Tap-N-Lock™, Wilsonart® Flooring.

On the Cover:

Two Wilsonart Estate Plus
patterns, Burled Cherry, and
Estate Maple Blush,

grace MSNBC’s studio in
Secaucus, New Jersey.
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this: floor covering is the number one
upgrade among new home purchasers. And, if new home construction
backs off a little, we are still bolstered by a residential remodeling industry
that is truly the 800-pound gorilla, dwarfing new home construction and
a dependable staple for residential construction suppliers.

The commercial floor covering market remains an enormous oppor-
tunity for Wilsonart Flooring, offering tremendous advantages for those
of you willing to focus on this segment. Architects, designers and speci-
fiers are increasingly recognizing the benefits of Wilsonart Flooring in
the commercial environment, not just for performance and ease of main-
tenance, but for the design possibilities that just cannot be found with
other floor covering materials. Five billion square feet of retail space alone
will, sooner or later, need to be replaced. From Main Street to Michigan
Avenue, Wilsonart Flooring is rapidly growing in this segment, thanks to
all of our retailers and contractors — our most important asset — who rep-
resent the finest floor covering merchants and the most respected distri-
bution system in the United States.

It doesn’t matter whether your forte is new home construction, resi-
dential remodeling or the commercial floor covering segment, you are faced
with “insurmountable opportunities” in 2005. The chance to dramatically
increase your business in any one of these markets is yours for the taking.
And, Wilsonart Flooring has a product perfect for any opportunity you face.
From DuoLink for value customers to Classic, Estate Plus, Red Label and
now our new Hand Scraped collection for the discriminating buyer,
Wilsonart Flooring has you covered. And, don’t forget Contact, the most
durable laminate floor for the commercial market.

Thanks again to all of our retailers and distributors for your dedication
and hard work in 2004. Your success is our success. Have a prosperous new
year and all the best in 2005.

Curt Thompson

Director of Sales & Marketing
Wilsonart Flooring

Sincerely,

/’"lnewsx INE

Hand Scraped
ollection

Wilsonart Flooring is pleased to introduce the Red Label Hand Scraped
Collection. Comprised of five exciting hardwood designs, these new
additions are unique in the market and reflect the high-end, fashion-
driven image that is the hallmark of Red Label.

When wood flooring came of age in the 1600’s, it was made from
hand cut and scraped pieces of hardwood. Every board was different
— and a reflection of the artisans skill and personal sense of style.
Hundreds of years later, Wilsonart Flooring has recreated the beauty
of 17th century handcrafted floors using 21st century engineering.
The result is our Hand Scraped Collection — a stunning example of
how well-applied technology can improve almost anything, includ-
ing nature. And that means you get the best of everything — timeless
beauty, traditional craftsmanship and durable, carefree performance.

The Hand Scraped Collection is an extension of the original Red
Label Collection, but has been set apart with a stand-alone consumer
brochure and merchandising enhancements highlighting the unique
aspects of the Hand Scraped products.

The new Hand Scraped Collection launches nationwide March
1, 2005. For more information, contact your local Wilsonart

Flooring distributor representative today. | VY|
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ilsonart Anchors
NBC Broadcast Set

s we bid farewell to some of the most familiar faces in

S
. EENENE sF5ra5

ational network news, it’s refreshing to know that
the contract of one long-time performer has been enthusiasti-

cally renewed. Wilsonart Flooring, fresh from makeup and

wardrobe, is back for an unprecedented second engagement at
MSNBC’s studio in Secaucus, New Jersey.

“When we had our first Wilsonart floor installed eight years
ago, it was the most cost-effective and attractive option we could
find at the time,” says Alison Hawley, managing director of
production. “It has once again proven to be the best choice for
our studio.

“The MSNBC set is actually on a computer room access
floor, which allows access to the cables and mechanisms under-
neath. It gets a lot of very heavy traffic — we’re always moving
cameras around, and rolling man lifts are constantly used for

positioning lights. A computer floor isn’t as sturdy as a standard floor. They always shift
and buckle, which is very tough on whatever material is used; eight years is more than we
expected to get out of any floor. Wilsonart Flooring performed really well, and we knew
that the product was even better than before, so we felt very comfortable using it again.”
Two Wilsonart Estate Plus patterns were chosen: Burled Cherry and Estate Maple Blush.

« . « . - . . .
The MSNBC Set 1S a The MSNB? set is a complex affair;” says Ilm. Cummings of Showman Fabricators,
the set design/build company that handled the project.

)
CompleX affalr) Says “There are three performance areas. The anchor desks are on a platform that’s sus-
]lm Cummlngs Of pended above the main floor. Another anchor desk is attached by ‘knives’ to a motor-driven

system under the floor, and they can meet up and rotate. A third circular sit-down area,

Showman Fabr 1cat0r S) where they have more casual interviews, is a more permanent, fixed space.”
the set d€SIgIl /buﬂd This flexibility allows the studio to be quickly and easily reconfigured for different pro-

grams, Hawley explains.
Company that handled “The main set rotates 360 degrees, giving us different backgrounds for different shows.
the pI’O] ect. The light‘ring travels as well, so we always have perfect lighti.ng. So .instead of building sev-
eral sets for a proscenium shoot, we have four walls each with a different look. Instead of
changing the set, we just move the desk.”

With so much going on behind — or rather below — the scenes, quick access to the
mechanics of “movie magic” in the computer floor is critical. Other flooring options,
including a vinyl product that was briefly considered, would have required a separate sub-
strate over the computer floor. Accessing the cables underneath would mean cutting
through the floor. The Wilsonart floor has its own sturdy substrate, making it a perfect
choice functionally, as well as aesthetically.
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“For the first installation, we ran a three-foot-wide band of a
different color the length of the room,” says Cummings. “This was
actually the expansion strip, and doubled as a removable access
panel. For the new installation we first stabilized the computer floor
by adding extra legs and screwing the deck down for more support.
Then we selected areas throughout the studio for trap doors to
allow access, and put in a more traditional expansion strip.

“We ended up putting in about a dozen trap doors, where we

laminated the Wilsonart Flooring to two-foot-square cement com-

puter floor tiles,” says Cummings. “There’s a smaller opening in the
middle of the trap doors to allow quick access to power and data.

“It also made sense to permanently adhere the Wilsonart panels
to the floor around the trap doors and the slits for the set transport
mechanism. The rest of the floor, 90 percent of the area, was installed
as a typical floating floor.”

The trap doors and moving platforms were constructed in
Showman Fabricators’ 80,000 square-foot shop in Long Island City,
New York. Installation actually took place during the Olympics, when
more programming originated in Greece. To make room for the instal-
lation crew, Showman helped construct a complete faux MSNBC set in
another location, complete with life-size blowups of the regular set

B LAMINATE FLOORING JOURNA

backgrounds. Some programming still took place in the original set, so
installers had to work around the moving sets as they changed position.

“We were moving the main desk platform a couple of inches
every few hours,” says Hawley. “Taking the platform mechanism apart
would have been incredibly expensive, so we had them install the
floor as far as they could in each position. I think this was the most
challenging, not to mention the most time-consuming portion of the
floor to complete.

“Each trap door had to be done separately, and each had a different
design transition from the trap door to the floor,” says David Cook,
president of the company that handled the actual installation,
Essentially Flooring and Decorating Center in Rockaway, New Jersey.
“There were all different sizes of trapezoids and rectangles, squares and
triangles, intertwined throughout the entire 10,000 square feet.

“We had to cut new tongues and grooves in every piece. We had
eight guys on the job over 10 days. It was a challenge, but it was beau-
tiful once it was done.”

“The design of the floor matches some of the geometric shapes
we have elsewhere in our building,” says Hawley. “We’re very happy
with the floor; it gives us the performance and look we were look-

[ V) ]
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MSNBC Broadcast Studio,
Long Island City, New York
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INSTALLER:

Essentially Flooring and
Decorating Center,
Rockaway New Jersey
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Beauty shifles fDUGHE

Our Duraline Ultima protects with enhanced clarity so even the
darkest laminate designs shine through in greater detail. It's the
latest development in our continuing search for new solutions.

aarly.

MeadWestvaco

Leading with Imagination
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“We still believe in the ‘golden rule’ — that we
must treat our customers as we would expect
to be treated ourselves. This is why our three
most important operating principles are
service, service and service!”
Tom McDonnell is vice president
of Custom Carpet Centers, whose
eight retail locations serve western
New York from the shores of Lake
Ontario down to the southern tier of
the state. In its 39 years, the family-
owned company has become the largest
floor-covering dealer in the region by offering
customers higher levels of professionalism and
attentiveness than they can find anywhere else.
“A large majority of our business comes from

repeat customers. We also advertise, so when someone

comes into our store the first thing we ask them is whether they’ve
purchased from us before,” says McDonnell. “If ‘yes; we ask them how

Tom McDonnell

their experience was. We want to know if there was anything — anything at all —
we could have done better. If they haven’t bought here before, we tell them about
our company — that we’re locally and family owned; we’re currently in our second
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generation and working on moving the third generation into the
business; we’ve got a long record of serving western New York; and
that we sell the finest products in the market.

“Shopping for floor covering hasn’t always been the most profes-
sional experience around here, so we try to set ourselves apart by treat-
ing customers in a professional manner,” says McDonnell. “Our sales
staff dresses professionally, we keep our stores clean, and we warrant our
products. We also offer a 30-day replacement guarantee. If within the
first 30 days the customer decides they’re unhappy with their flooring
choice, we'll switch it for free.”

The replacement promise is known as the “Callahan Guarantee.”
Callahan is the name of Custom Carpet’s mascot, “who looks a little like
a skinny Fred Flintstone,” McDonnell says.

“We originally just referred to him as ‘the little man. My
father, Joseph, had him created when he founded the
business. In 1994, a little over a year and a half after my dad

passed away, we had a ‘name the little man’ contest, which
created a lot of awareness. The winning submission was to
receive 50 yards of free carpeting. One problem: we weren’t
prepared for what to do about duplicate entries, which
there were a lot of. The only fair thing to do

was to pick a unique entry as the winner.

Jim Donohoe

Only one ‘Callahan’ was submitted, which happens to be my grandfather’s
first name, so it turned out to be a great way to both name our mascot
and honor my father in his retirement.”

Custom Carpet Centers has 80 employees, plus 40 crews of installers
who subcontract to the company. Compared to places like Phoenix and
Las Vegas, relatively few new homes are being built in western New York,
so the majority of the company’s flooring sales come from remodeling
projects. Of the brands of laminate flooring Custom Carpet carries,
Wilsonart tops the list, McDonnell says.

“When we first got into laminate flooring six years ago, we weren’t
quite sure what to think of it, whether it was a good product or a fad.
We decided to put our all into understanding it, which has turned out
for the best — it’s a product that’s here to stay.

“Wilsonart Flooring was one of the first brands we picked up. I like
the fact that they really know their product. When you ask them a ques-
tion, you always get the appropriate answer. Wilsonart does business
with a great deal of integrity, very similar to the way we like to work.

McDonnell says his Wilsonart Flooring distributor, Belknap-White
Alcco, shares the same kind of business ethic.

“Wilsonart does
business with a
great deal of
integrity, very
similar to the way
we like to work.”

TOM MCDONNELL
VICE PRESIDENT,
CUSTOM CARPET CENTERS

“They make sure our installers and salespeople are well trained, and
have gone out of their way to help our customers get product when they
wanted it. In one case, we rushed a Wilsonart order so a woman who
was having a baby could get her nursery finished in time. We've also
sped things up so floors could be installed in time for arriving holiday
guests. We're very thankful to Wilsonart and our distributor for this
kind of support.”

Service aside, McDonnell says Wilsonart Flooring just connects
better with customers.

“They really like Wilsonart’s designs. This is a fashion business, so
colors and patterns make a big difference. Even though the wear-
resistant layer over the design is thicker on Wilsonart Flooring than on
other brands, the clarity and quality is still excellent compared to
other brands. And there’s no question that HPL is a superior surface
for laminate flooring.” [ WY
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t’s the last thing you want to

hear when you've left the

frigid weather of Buffalo,
New York in the dead of winter for
a little R&R in the sun.

“Our daughter, Kristin, called
our cell phone to say that our new
furnace had conked out and the
water pipes on the third floor had
frozen and burst. The entire house
was flooded,” recalls Geri Lyon.

Geri, who is pastor of the First

Presbyterian Church in Buffalo,
and her husband Carmine Grande
were driving back from a Florida
vacation. They were still a day away
from their Tudor-style home when
their sump pump alarm was trig-
gered by water that had reached the
basement. Kristin had been noti-
fied by the fire department.

“The damage was pretty exten-
sive,” says Carmine, vice president
of Institutional Advancement for

SGUIS.

Buffalo State College. “We had to
replace floor covering in our living
room, dining room, hallway, bed-
room, and on the stairs. Some
friends of ours have laminate
flooring and love it, so we thought
we'd look at that for the dining
room and adjoining hallway.”
They went to Custom Carpet
Centers and talked to salesperson Ed
Fallon, who showed them Wilsonart
Flooring as well as hardwood.

winter 2005 | LAMINATE FLOORING JOURNAL 11

“We had to
replace floor
covering in our
living room,
dining room,
hallway,
bedroom, and
on the stairs.”

CARMINE GRANDE




“The house actually
looks much better
than it did before the
flood. I guess you
could call that a
blessing in disguise!”

GERI LYON

PROJECT PROFILE

PROJEGT:
Lyon/Grande Residence,
Buffalo, New York

DEALER:
Custom Carpet Centers

FLOORING PATTERN:
Red Label Biltmore Cherry
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“Ed was very helpful,” says
Carmine. “We went back and forth
between the two, but we really liked
the greater durability of the lami-
nate. We brought four or five sam-
ples home, and really liked the dark,
wide plank look of Biltmore Cherry.”

“Our dining room is quite for-
mal, with a center pedestal table and
10 chairs, and a built-in china cabi-
net;” says Geri. “It’s all in cherry, so
we looked at cherry hardwood floor-
ing and Wilsonart’s Biltmore Cherry.
Comparing the two, Carmine and I
both thought the Wilsonart was
much better looking”

“Intuitively you'd think the
hardwood would just look better,”
says Carmine, “but it didn’t”

Geri confesses that they did
shop another brand and compared
it with the Wilsonart samples.

“Nothing else even came close to
the quality of the Wilsonart. It was
thinner, and we couldn’t find a color

this rich; the other stuff just looked
fake” The decision was made.

“The installers were spectacular,”
says Geri. “I was prepared for it to
take a couple of days, but they were
done in one. I left, I came back, and
it was over. They really were superb.”

“It’s been in for nine months
now and it still looks brand new,”
says Carmine. “Everybody who
comes to the house admires it.”

“People walk in and they just go,
‘Wow!”” says Geri. “We were won-
dering how the Wilsonart might
look where it meets the hardwood
on the staircase. It actually looks fab-
ulous. The whole thing turned out
so well were considering putting
Wilsonart in our kitchen.” Carmine
says their home office is also a can-
didate for a Wilsonart Floor.

“The house actually looks
much better than it did before the
flood. I guess you could call that a
blessing in disguise!” [ W]
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Left: Northern Birch in one of Floor Art's offices.

Below left to right: Bruce Raskin (Client Relations),
Mark Smith (Laminate Specialist), Chuy Vasquez
(Production Manager), Dave Brown (Director)

“Our scope and
specialty is in
production
residential building;

) our niche is working
A l directly with the
L O r t S production builder.”
g DAVE BROWN
I APPROACH

“Our scope and specialty is in production residential building; our

niche is working directly with the production builder.”

Floor Art in Tempe, Arizona, has honed its service of high-volume
builders to...well, an art, says director Dave Brown. The company’s
four clients are large, fast-moving residential builders who call in an
order and a schedule and expect delivery and installation to come off
like clockwork. And it does.

“We go way beyond just supplying and installing flooring,” says
Brown. “We help prepare the builder with handout educational mate-
rials to give to their homebuyers prior to the appointment. We’ve even
produced an online video on laminate flooring for prospective home-
buyers (www.homebuilder.tv/Floorart/Laminate) and training pur-
poses (www.homebuilder.tv/Floorart/training/tapnlock). In some
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cases we've even gone as far as branding the introduction of the video
with the builder’s name (www.homebuilder.tv/sheahomes/laminate/).

“We use this technology to introduce the builders’ construction
superintendents and customer service people to the product; then we
follow up with a hands-on workshop to explain the characteristics of
the product and the logistics of the installation process; it’s all about
setting expectations. We then work with them to make sure the floor-
ing is shown in the best possible light in their design centers and
model homes.”

Wilsonart Flooring is Floor Art’s top laminate floor for two very
practical reasons: it’s the most durable, and customers say it’s the
most beautiful.

#

e
s

“We basically offer our builders the whole Wilsonart Classic line,”
says Brown. “It seems to coordinate very well with the builders’ cabi-
net offerings. The Wilsonart flooring proposition is approached from
a consumer cost standpoint, trying to fill the gap between the most
expensive ceramic tile and the most affordable hardwoods.

“We combine the Classic flooring with the premium pad, and
install it under the baseboards for a very nice, custom-finished look.
At less than $10 a square foot to the consumer, the value is undeni-
able and everyone wins.”

The average selling price of home built by Floor Art’s clients is
between $175,000 and $300,000. Brown says Wilsonart is used liber-
ally in the builders’ model homes, often accounting for 1,000 square
feet in a 1,700 square-foot house.

“In most homes we do the dining, kitchen and family rooms. In
the higher end homes we might also do a hobby room, the den, and
a couple of bathrooms. We try to keep the program simple, giving
them the option of either installing the planks front to back or side to
side. We can install it diagonally, but that’s an up charge. Other than
that, we don’t really offer any borders or inlays; we didn’t want to
make the choices too complicated.”

“A tremendous number of people, whether they’ve seen it in a
model home or not, are asking for laminate flooring,” says Mark
Smith, laminate installation specialist for Floor Art. “The problem is,
alot of builders don’t know how to fit laminate into their other floor-
ing offerings. A big part of Floor Art’s success comes from the educa-

tional video for buyers and the training and seminars for the builder
personnel. We also offer after-the-fact customer service; if there’s a
problem or a question, we’ll take care of it.

“I’s really a no-brainer for the builders; they couldn’t have it any
simpler than working with Floor Art.”

“Some companies feel they’ve been burned by the laminate phase
and craze,” explains Brown. “They tried it unsuccessfully, didn’t
understand it, or got in over their head. We just took the approach
that this is an up-and-coming product that’s here to stay, and we’re
going to hang in there and figure it out. We've really set ourselves
apart by educating the builder as well as the consumer, and by keep-
ing it affordable.”

“One of the things we like best about Wilsonart is that it’s by far
the most durable laminate floor on the market. It's made with high-
pressure laminate, and we’re just not seeing any wear or abuse issues
with it. With other laminate floors we’re seeing more scratching, dent-
ing, and topical damage issues because they have an inferior surface.”

Brown says Floor Art’s clients agree: “We’ve put Wilsonart
Flooring in a lot of the onsite construction trailers, and the field
superintendents love it so much many have installed it in their own
homes. That’s an incredible endorsement from people who work on
it all day under pretty rough conditions.” i

“A tremendous number of
people, whether they’ve seen it
in a model home or not, are
asking for laminate flooring.”

MARK SMITH
LAMINATE INSTALLATION SPECIALIST FOR FLOOR ART

Light Rustic Oak is featured in Floorf\rt's saflsple r@om.
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ne of the secrets to being a winning home-

builder is making sure your customers are

as well informed as possible about their

flooring upgrade choices. Providing plenty
of guidance and detail up front has helped one builder to
properly set customer expectations, dramatically reducing
callbacks and customer frustration.

“When laminate flooring was first introduced to the
builder market, it was one of the most misunderstood prod-
ucts out there,” says Bruce Berg, design center director for
Brown Family Communities, based in Tempe, Arizona.
“Some weren't installing it properly, but more importantly
they weren’t telling new homeowners what to expect from
laminate versus other types of flooring.”

The Brown Family has been building homes in Arizona
for over thirty years. Berg says BFC’s proactive approach to
educating homebuyers continues to be a big factor in the
company’s ongoing success. Including Wilsonart Flooring in
that education process, Berg says, has netted notable results.

“The Wilsonart floor is especially great for families with
young kids and pets. It costs less than wood and is a lot more
durable. We love it because we rarely get complaints about
scratching or wear like we do with other floors.

“The fun thing about laminate flooring is that it seems to
fit into almost everybody’s look, no matter how they want to
decorate. Some people want a more rustic look, others more
formal, some want lighter colors, others darker colors...and

EXPECTATIONS
FOR SUCCE

Wilsonart has something for everybody. Pattern preferences
really depend on the neighborhood; I don’t see much of the
‘rustic’ look yet — call it Tuscan, old world, or whatever — but
I personally think we’ll see more of it in the future.”

At BFC, assisting customers to match their expectations
to an exact flooring product begins at the outset of the buy-
ing process.

“When we first meet with customers it’s almost like we’re
counseling them to find out more about their lifestyle,” says
Berg. “Before we even meet with them, they get a compre-
hensive folder that explains how to get the most out of the
design center, discusses the products in great depth, and
helps them narrow down what might work best for them.”

“The early education process includes a quick five-
minute video on laminate flooring which is viewed in the
design center,” explains Berg. “Showing the video helps to
educate the buyer on the product so they can make a more
informed decision before purchasing flooring for their new
home. We also have the video streamed on our website,
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www.bfcdesigncenter.com, under the product
section for viewers to do their homework prior to
the appointment. These multimedia presenta-
tions explain what a floating floor is, what kind of
performance you can expect from it compared to
other types of flooring, and how to clean and
maintain it.”

The video was produced with Floor Art, a

local flooring dealer that caters only to home-

builders. Floor Art also makes sure Brown Family
Communities has all the needed ancillary sales
materials on hand, and that everyone in the sales
process understands the benefits of a product like
Wilsonart Flooring.

“Everybody who’s going to purchase laminate
flooring watches the video to set their expecta-
tions,” says Floor Art’s Dave Brown. “The builders
also hand out literature so they can preview it right
there. The purpose is really to avoid any potential
surprises in the selection process, and more impor-
tantly, after the floor has been installed.”

“When laminate flooring was first intro-
duced, a lot of builders were getting callbacks
from homeowners who were never told what to
expect,” says Berg. “Laminate flooring is a floating

floor. Most people had never owned a floor that
moved even a little, so they often called up the

builder thinking that something was wrong. -: 2 AT Ty .. & aa8 -. . : Wilsonart ClaSSiC helps

“This is where Floor Art’s training for our

superintendents and customer service representa- - Soi=1=] o '.':_. i -. i 4 — N myide ﬂOOr_tO_Ceﬂmg

tives pays off. They know how to set the proper

expectations before the customer moves in, and =0 1 B s i hg = - t f H t >
can answer any questions they may have once E o + — 4 a One O OuS On S
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] they’re in the house. It’s a very successful approach. mmk S = * = 1 <
; H‘ll o “Another important factor is a builder’s confi- - v Taln ’ & e T remler r enta propertles
Village Creek Ranch, P =

dence in the product,” says Berg. “Brown Family

Brown Family Communities, Communities believes Wilsonart is a quality prod-

Queen Creek, Arizona uct, worth displaying in its design center.” Al s
DEALER: Wilsonart Flooring is featured in most of e PLe here’s no rule requiring apartments to be small, uninspired
Floor Art BFC’s model homes, and Floor Art handles all e —— spaces with walls and floors so thin you can hear your neighbor
installations. Side-to-side and front-to-back instal- = reading the newspaper. Some renters are willing to pay a little
2‘332’:; g:lTkT T lation is standard; a diagonal plank install can be more for style and square footage, and Gables Residential is working
done for a premium. In Floor Art’s installations the diligently to be their landlord of choice.
baseboard rests on top of the floor, giving the Gables owns or manages more than 76,000 “upscale apartment
rooms a more refined, finished look than installa- homes” in high-growth areas of Texas, Florida, Georgia and Washington
¢ It’S b een a l'e'd] \“\«’i 1‘1—\‘\*’i n \‘Vith \erl sonart Fl 0 Ol‘il]Q,. tio.ns with quarte;r rounds aF tl.le edges. The DC The SgpgHy boasts one of t.he newest propert'y Portfolios in the
. i C builders tack the trim up and paint it, the Floor Art industry and enjoys some of the highest rental rates in its markets.
Tht‘l‘e are a lOt Of ﬂ() ormg pl‘() d ucts out ﬂ]Gl‘C, b 1T crewspullit to install the floor and then reattach it. “Lately, there’s been an emphasis throughout the company on upgrad-
- The painters then caulk it, giving it a custom look. ing finish materials,” says developer Ben Pisklak.

for durability, cleanability and customer satisfaction 55 o » el it with Wikower:
Wilsonart has been a real homerun.”  Fooring says Berg. “There are a lot of flooring

products out there, but for durability, cleanability

BRUCE BERG  and customer satisfaction Wilsonart has been a real

DESIGN CENTER DIRECTOR ~ homerun. With Floor Art’s participation, it’s defi-
BROWN FAMILY COMMUNITIES  nitely one of our most successful products.” [INAM
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With nearly 200
move-ins anticipated
this year alone,
hardwood floors
didn’t get much
consideration.
Woodgrain laminate
flooring from
Wilsonart proved to
be the answer.
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At Gables Augusta, a 312-unit apartment
complex in the prestigious Galleria area of
Houston, enhancements include granite counter-
tops, 42-inch kitchen cabinets, 75-gallon bathtubs
and pendant lighting. Floor plans range from a
675-square-foot, one-bedroom model for just
less than $1,000 per month to a two-bedroom,
two-bathroom unit with study for slightly more
than $2,000 per month.

FLOOR-TO-CEILING LUXURY
Internally, the design theme for Gables Augusta
is known as ‘soft loft.

“We wanted it to have an urban edge,

explains Pisklak, “so we put in 10-foot ceilings
and exposed ductwork. We didn’t want it to be
too extreme, however, so we used cherry floors in
the living rooms, dining room, study and entry-
way to soften the overall effect”

With nearly 200 move-ins anticipated this
year alone, hardwood floors didn’t get much
consideration. Woodgrain laminate flooring
from Wilsonart proved to be the answer.

“We needed something that would be aestheti-
cally pleasing for our new upgraded finish package;
but it also had to provide long-term wear under dif-
ficult conditions,” recalls Pisklak. “Laminate seems
to fit the bill on both fronts.”

PROJECT:
Gables Augusta,
Houston, Texas

DEALER:
Dixie Carpet -
Missouri City, Texas -

FLOORING PATTERN:
Classic Cherry Rose

Gables Augusta construction project manager Chad Clayton and
senior property manager Julie Halsey.

i

Wilsonart Classic Flooring provided an
attractive mid-range price — more costly than
carpeting, but less expensive than hardwood.

Construction project manager Chad Clayton
notes that higher installation and material
expenses are only half of the financial equation
with hardwood.

“The expense of refinishing and maintaining
hardwood is considerably more,” says Clayton.
“Wilsonart laminate flooring seems to be extreme-
ly durable. During construction, we didn’t see the
need to cover it.”

A longer life expectancy also swayed execu-
tives at Gables Residential to give laminate floor-
ing a try.

“Carpeting usually lasts 24 to 36 months,”
notes Pisklak. “Tile typically needs to be replaced
after 10 years. Wilsonart Classic has a 5-year
warranty. Even then, it probably won’t be a full
replacement. We can just pop out the damaged
boards and leave the rest intact.”

WISE INVESTMENT

Focusing on the upscale portion of the apartment
market has fueled success at Gables Residential
for more than a decade. And the more recent
focus on upgrading finish materials such as floor-
ing is already showing promising returns in
Houston. Even before construction was complete
at Gables Augusta, 75 percent of the property was
leased and more than half was occupied.

“People are really responding to the
enhancements we’re offering,” notes senior
property manager Julie Halsey. “We are one of
the most upgraded apartment options in the
market and have been enjoying high levels of

traffic and leases.” [ VY|

“Wilsonart laminate
flooring seems to be
extremely durable.
During construction, we
didn’t see the need to
cover it.”

CHAD CLAYTON

It was a new product for an old, familiar

customer when the Gables Augusta apartment
complex in Houston had Wilsonart Classic
Flooring installed earlier this year.

“We've worked with Gables for a long
time on a lot of different properties,” explains
Dennis Way, operations manager of Dixie
Carpet in Missouri City, TX. “Usually, they
want carpeting or vinyl; but this was a new
building in a neighborhood where every-
thing’s bigger and better, so they upgraded to
Wilsonart laminate.”

Dixie even supported installation on the
roughly 100,000-square-foot job via subcon-
tractor crews. In total, the Wilsonart floor took
4 1/2 to 5 months to install. Way estimates that
a similar glue-down floor would have taken
twice as long.

Two other factors — the availability of lam-
inate transition pieces and decreased subfloor
preparation — reduced installation time and
cost even further.

“With hardwood, you always have prep
work to make the subfloor level,” adds Way.
“Wilsonart is a floating floor, so we can
usually go right over whatever is there.

“In addition, crews didn’t have to take
time to stain quarter-rounds, transition strips
and endcaps to match the floor. Wilsonart has
laminate pieces that match perfectly. They’ll be

more durable for the apartment owners, t00.”
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PROJECT PROFILE

PROJECT:
Toki
New York City

INSTALLER:

FLOORING PATTERN:

\J

i

¥

Sherland and Farrington Inc.

Estate Plus Vintage Plank
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TO THE VINTAGE PLANK

The revival of downtown Manhattan
after the loss of the World Trade
Center buildings wouldn’t be com-
plete without reviving the area’s retail
community. A healthy local shopping
economy is vital to getting things
back to normal, and gift shop owner
Jackie Anderson is doing her part.

“What a lot of people don’t realize
is that the twin towers had 300,000
square feet of prime retail space,
explains Anderson. “Since 9/11,
people have been slow in coming
back. They are going to midtown or
SoHo instead to shop — something
you would have never heard before
in New York!”

Anderson has owned Tokens, a
unique gift shop on the west side of
Manhattan’s midtown (otherwise
known as Hell’s Kitchen) for six
years. “We sell crystal, handmade
and hand-painted objects from
local artists, things like ashtrays and
candlesticks. 'm a big believer in
supporting local artists.”

The idea of opening a second
shop in lower Manhattan occurred
to Anderson nearly two years ago.
She says it took 18 months to find a
good space at a good price, and to get

all the right components together.
Tokens’ second location is in the
financial district, at 75 Maiden Lane.

“The midtown store is in an old
tenement building. In that part of
the city there’s a lot of instability in
the land that can cause the flooring
nails to pop up. The new location is
more stable, even though it’s an
older building.”

With the space picked, Anderson
commenced to refurbishing it, which
she jokingly calls “rehab.”

“Rehab is very traumatic, but
that’s how we found Wilsonart
Flooring. A friend is a furniture
maker and a Wilsonart laminate dis-
tributor. His cousin by marriage
works for Wilsonart Flooring. That’s
how we got introduced to the idea.

“I wanted a darker floor. So many
laminate floors in darker wood-
grains are very flat; they have no
variation in color, no richness.
When I went to Wilsonart Flooring’s
website I immediately lost my heart
to the [Estate Plus] Vintage Plank. It
looks just like wood. It’s a gorgeous,
gorgeous floor!”

Anderson has had a laminate
floor in her first store for six years,

dalmomg

and thinks it’s a great choice for
retail space.

“I'm a firm believer in laminate
flooring. The ease, and the care of it,
ah! I can’t imagine anything else.
And once I saw Wilsonart’s Vintage
Plank, I literally couldn’t stop think-
ing about it. I did look at some
other brands, but there was just no
comparison; nobody else out there
has anything nearly this nice.”

“We think Wilsonart really has a
lot of potential in commercial envi-
ronments because of its clarity, con-
sistency and its potential for long-
term wear;” says Jim Baier, the project
manager for Sherland and Farrington
Inc. who oversaw installation.

“We’re quite happy with the con-
sistency and the general ease of
installation of Wilsonart Flooring,”
says Baier. “The Tap-N-Lock instal-
lation system works really well in a
space like Tokens, where there’s
really not much of a moisture issue.
In areas where there is a potential
for topical water or moisture, a little
glue along the tongue and groove
seals the floor.”

“I think the installers love this floor
too,” says Anderson. “They prepped
one day, installed the next; boom-
boom-boom and it was done!”

At less than 1,000 square feet, the
new store is still twice the size of the
midtown location. Both stores carry
about the same amount of inventory,
Anderson says, so more space means
“cleaner” displays.

“We’ve got white walls, a beauti-
ful sky-blue ceiling, halogen track
lights, these incredible reverse-
painted glass jewelry cases, a shelv-
ing system of standard brackets and
white acrylic shelves and a register
counter with a pearl mist laminate.
The Vintage Plank floor really

brings it all together.”

“We're always moving display
cases around,” says Anderson. “T've
got big glass units that I move
around, and small shelving units that
swing out and push back in. I have
glides under the fixtures, and when I
push stuff it literally just skims across
the floor. Things don’t glide very well
on wood or concrete.

Anderson cleans her floor by using
adry Swiffer (“T tried the Swiffer Wet,
but that seemed to dull it down”),
and spraying it lightly with vinegar-
and-water mix and damp mopping
once a week.

“It’s really that easy. The best thing
about this floor, though, is how great
it looks. People can’t believe it when
I tell them it’s a laminate. It’s got such
a depth of color, and I think the wide
planks make it look like it’s old. It’s a
beautiful, beautiful floor”  [RAM
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Using centuries-old techniques as a starting point,

Wilsonart Flooring re-creates the charm and ambience

of hand-crafted, custom made flooring in its

Hand Scraped Collection. Available in five designs,
this high-pressure laminate flooring combines
old-world beauty with durable,

carefree performance.

"M Wilsonart” Flooring
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www.wilsonartflooring.com

1-800-710-8846
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