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CUSTOMER EXPECTATIONS

The last flooring we had didn’t do this. We expected it to last longer
than this. We didn’t expect the colors to run. We didn’t expect the
carpet to come off the floor. We didn’t expect to have to replace it so
soon. We expected it to look a lot better than this. We didn’t expect
it to get dirty so fast. We didn’t expect it to fade. We didn’t expect it
to wear out under the chairs. We didn’t expect it to scratch and dent
like it has. We didn’t expect the edges to curl. We didn’t expect it to
mat and crush the way it has. We didn’t expect it to change colors.
We didn’t expect it to change in front of the sliding glass doors. We
didn’t expect....... ? You fill in the blanks here because this is what is
heard across the country daily from flooring end users who didn’t

expect you to disappoint them.

People expect products they buy to perform the way they think they
should. The reality of this is that they’re right. If you buy a pair of
jeans or sneakers you expect to be able to wear them for a long time
without them wearing out. You expect that the money you spend for
a product, after you’ve been told that it will live up to your
expectations, won’t be wasted and the product will actually do what
you thought it would for as long as you thought it would. This is
especially so when it comes to flooring and particularly in the
commercial market. Most commercial flooring users have experience
with various products and have an innate understanding of how long
the flooring should last and how it should look over a period of time.
When this doesn’t happen things go terribly wrong.

What'’s the problem here and why don’t the products you sell in some
situations live up to the expectations of the people you sell them to?

The problem is you, the person selling, specifying or representing the
flooring product. Not knowing what the products are really capable of | ,
doing that you sell. Not qualifying the use of the product and the end Soiling tracked in from mant
user by not asking them questions. | love the saying, “If you don’t area of building |
ask, you don’t get”.
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If you don’t ask your customer questions
about what their expectations are you
open yourself up for your own
disappointment because if they’re not
happy, you won'’t be either. In these
difficult economic times, when you have to
fight for every dime you make, you don’t
need to be giving the dime away because
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of a complaint. Your eagerness to make a issues.
sale does not justify selling a product that No i : .

) . 0 issue is too big, too small
won_t work as the _cus’fomer expgcts it to. : or t0o far away for us to
Buying floor covering is a commitment. The space is torn apart and the handle.
products are fastened to the floor. It's not like buying a pair of jeans and
deciding they really don’t like them and bringing them back to the store. You All ads are interactive. Just
can’t put floor covering in a bag and return it. click on the agj _tto enter their

wepsite.

When you sell these products you have to think about them and how they’re
going to be used. You have to ask, or qualify the end user and end use. If
you don’t have a product you think will work then you will have to find it and
research it to make sure you provide one that will. The correct flooring
product does exist for every application. Today, no one wants to spend
money for anything that won’t make them happy, whether for a cheeseburger

or a carpet. R F C L

Resilient Floor Covering Institute|

The expectations in the commercial flooring market are very high indeed and
your reputation and business are on the line. The outlays for product are . FLOOR
extraordinarily high, at least 5 figures and certainly into 6 and often 7. If you COVERING
don’t know how to play in this market then don’t. The commercial flooring INSTITUTE
market is not for the faint of heart. Though there are various segments of the ' -
commercial flooring market, they all demand a high degree of professionalism
and commitment. We're seeing more and more failed jobs from lack of
knowledge about, specifying, selling and installing commercial flooring.

To stay out of trouble ask one question of the consumer, “l want you to be
happy with your purchase and us; what are your expectations for the flooring /A\ |I_ I_
you want to purchase?” From there you have an open forum to satisfy their

expectations because you’ll know what they expect. Does this sound stupid to
you? Like something you might have a problem accepting? Is it what you do
today? How is it, with anything in life, that if you don’t question it you’ll get an

answer? Sheep follow, you're supposed to lead. Asking what the client wants FLOOR
will allow you to satisfy their needs. Would you order a steak without the e
waiter asking you how you’d like it cooked? Should they just bring you the f 7
piece of meat the way they want to cook it? How satisfied would that make Z

you? Not very I'd think. So with this point in mind and the fact that doing this SMRNH
H )

actually works, you should be able to provide better products, that perform Vdeperadent Floariig Couperaive

floorcoveringinstitute.com
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and that deliver the expectations of the end user.
Making both of you happy and satisfied.

To deliver high expectations you also have to look
around the space. Don'’t just be concerned with the
floor but what in the surroundings might have an
influence on it. Does the space have floor to
ceiling windows with a Southerly exposure that will
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fade red tones out of that beautiful carpet you’re
expecting to install? Are the parking lots just paved
or sealed that will track in impregnating oily soll
onto that beautiful light colored vinyl flooring they
want to install that will discolor it and never come
out? Will the light colored flooring be subjected to
foot traffic coming in from manufacturing areas? Is
the carpet going to have shades of color in it that

would be susceptible to environmental influences \\\"‘___j_/

you might not have considered? Is the wood
flooring that’s supposed to be appropriate for
commercial use actually going to be able to stand
up to the type of traffic it's going to receive? These
are only some of the questions that should be
asked in situations where commercial flooring is

going to be installed.

No one wants to have a problem with anything
they buy. Most problems with any type of floor
covering do not have a simple solution or an
inexpensive one. Yes, most flooring is installed

without any concerns or issues but when they do
occur, and they do, it will make a good day go bad
in a heartbeat. Most flooring problems could have

been easily prevented.

SPECIFY PERFORMANCE BACKINGS
- FROM UNIVERSAL TO HELP ‘LEED'
*Q YOU IN THE RIGHT DIRECTION.

ProDUCEDBY & : UNIVERSAL

UNIVERSAL-TEXTILE.COM
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If you have questions on any flooring issue be it e ol w g

the material you want to use, the substrate, BT o e
installation or maintenance, call us, we can help
before you step into a mess you can’t get out of.

“w

That’s not what you want, is it? I
g Fhe
_Flooring created for every'ste
&3 (. for'the facts. -

BENTLEY 18

presents {ICONIC INTENSITY"}

i

“““ " " . A ST y
floor* 1-888« CENTIVA . el Wd
SCSPe centiva.com ~

Shown above: Centiva products on their way to be recycled.

Utron
0,,°

Follow us on:
@ BROADLOOM | CARPET TILE | AREA RUGS

bentleyprincestreet.com | 800.423.4709 = ] ; F Iooring

©2012 Bentley Prince Street, Inc.
Vpor barrier: v ! i
KOSTER VAP I® &8 Primer: | Underlayment: g
2000 B KOSTER VAP 1° 06 [l KOSTER SL Standard

VELCRO® CONSTRUCTION FASTENING SYSTEMS
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KUSTER
Waterproofing Systems

The new Velcro Brand Carpet Protector is ready to
go. This product takes the place of clear plastic
coverings with pressure sensitive adhesive that
have created a host of problems for the industry.

The new Velcro Brand Carpet Protector is made for

use on loop and cut and loop carpet; the vast
majority of commercial carpet. Bentley Prince LYY Sl
Street is the first carpet manufacturer to offer this -
unique product.
Contact Velcro for more information and samples.



http://www.kosterusa.com/us_en/
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Emalil: Igmtcs@optilink.us Website: lgmandassociates.com

® Flooring Failure Analysis and

® |nstallation Oversight, Guidance,
On Site Physical Inspection

Correction and Specification Writing
® Guidance and Consulting on all Flooring

®|ndentifying Concrete, Moisture and
Materials, Substrates, Concrete and Flooring Failures
Moisture Issues
o Certified Product Testing
® Specifications, Consulting and

Information Before and After the Sale ® Mediation and Dispute Resolution

® Oversee Manufacturing and Inspection

®| egal Case Assistance and
Of Product at the Source

Proffered Expert Witness

® Educational Seminars ®|nsurance Loss Evaluations

“WHEN NO ONE ELSE HAS ANSWERS, WE DO”
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