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A LETTER FROM
KEVIN GAMMONLEY
Our Future is Bright
Trade associations are deeply woven into the fabric of U.S. and Canadian business and have been for some
time. The rapid advancement of technology, internet and online social networks all were predicted to drastically diminish the value of associations or even wipe them out completely at various times. Interestingly,
the opposite has occurred and the number of associations has continued to grow. The American Society
of Association Executives (ASAE), known as the association for associations, reported that the number of
trade and professional associations grew to more than 92,000 at the start of the current decade. Clearly,
associations have cemented their place in our lives.
Many trade associations have come and gone over the years either because their missions were too narrow, their target audience too niche or simply because they could not remain relevant within a highly
competitive environment where time and resources of a business owner are harder and harder to secure.
Competition to associations is constantly emerging from untraditional sources. Over time, trade associations either merge with each other, dissolve or potentially grow if they can continually meet the needs of
their defined audience and do it better than anyone else.
Trade associations are a mirror to the industry they serve. Just as the flooring industry has experienced
change, innovation and challenges over the years, so has the North American Association of Floor Covering Distributors (NAFCD). The organization has seen its share of obstacles, threats and market shifts, but after 45 years, NAFCD continues
to thrive. The association is currently experiencing significant growth in many areas including event attendance, supplier participation and
support, distributor member engagement and member company growth. Why has NAFCD thrived?
The role of the independent wholesale distributor within the flooring industry has seen its share of change and threat over the years, but
distribution has evolved and is continually striving to bring added value to customers and suppliers. The development and growth of flooring
distribution and NAFCD are intertwined. The innovators and leaders of distribution are the same people and companies that comprise the
membership of NAFCD. Their fortunes and destinies are one in the same.
The reason the number of trade associations continue to increase is the same reason that NAFCD continues to grow — because there will
always be a strong need for human interaction and we, by our nature, want to belong to a relevant community in which we are supported,
challenged and work collaboratively for a greater good. NAFCD has benefitted from some of the brightest minds in the industry, and in return,
provided business owners and entrepreneurs a forum to learn, share and build lasting relationships.
I congratulate NAFCD on its milestone and thank all of the members, volunteer leaders and industry partners who have contributed to its
success. We will continue to work hard to ensure that NAFCD remains relevant and valuable for many years to come.
Sincerely,

Kevin Gammonley

Executive Vice President
North American Association of Floor Covering Distributors (NAFCD)
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Charting a path for growth
NAFCD BOARD COMMITTED TO MEMBERS’ SUCCESS
By Mallory Cruise-McGrath
[Chicago] The North American Association
of Floor Covering Distributors’ (NAFCD)
board of directors, which is comprised of some
of the most esteemed leadership in the floor
covering industry, is working today to guarantee its members a successful tomorrow.
This is being done, noted current board
president and president of The Cronin Company Heidi Cronin, primarily through strategic partnerships, advocacy, trends as well
as networking.
“Our growth strategy is to serve as a
conduit for annual member interaction —
strengthen educational offerings around
key issues; collaborate with related industry
organizations to address overarching industry issues and challenges; and, expand the
NAFCD member base,” she told FCW.
To achieve this goal, NAFCD is leveraging
the power of its largest asset — its membership, said AJ Warne, director of resilient
sales with Abraham Linc and distributor
board director.
“At the latest meeting, we discussed several outreach programs to attract and retain
members in the industry. Distribution members are encouraged to share the benefits
of the organization with other non-member distributors, but even more effectively,
supplier members need to share with their
non-member customers. The more members
NAFCD has, the stronger our industry will
be,” he offered.
In fact, Cronin said NAFCD is actively
identifying and pursuing flooring distributors
handling full flooring lines, flooring supplies
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“DISTRIBUTION IS A CONDUIT
TO THE END USER — WE SUPPLY
EDUCATION, KNOWLEDGE
AND RESOURCES IN GETTING
PRODUCTS TO MARKET. WE ALL
HAVE TO WORK TOGETHER TO
MAKE AN IMPACT.”
—HEIDI CRONIN, THE CRONIN COMPANY
and accessories, wood, ceramic tile and stone
with the goal of increasing penetration in the
overall distribution channel.
“We work with supplier members to identify potential targets, implement reciprocal
membership dues for a discount program
with NBMDA (North American Building
Material Distribution Association), and trial
complimentary membership offers to select
prospects,” she said.

A strong value proposition
As well, Torrey Jaeckle, vice president of
Jaeckle Distributors and the board’s immediate past president, said the board of directors
continues to look for ways to improve NAFCD’s value proposition to its members.
“Over the past several years, we have added programing, bringing members additional
economic and industry data, and we are currently in the process of revamping our annu-

al financial benchmarking report in an effort
to increase participation and make it more
valuable,” he said.
Scott Roy, president of Gilford Johnson
and distributor board director, said NAFCD is currently focusing on the important
topics relevant to the industry today including strategy sessions on the future of
flooring distribution.
“We must continue to provide new and
easy-to-understand resources and information to help our membership move forward
into a new environment,” he said.
For instance, NAFCD is placing an important focus on education by developing
an annual calendar for educational offerings
focused on key distribution issues. “We are
looking to increase member participation in
the 2017 University of Innovative Distribution,” said Cronin.
And while challenges do remain for distributors — some new, some old — David Powell,
current board president-elect and marketing
and IT director at Erickson’s Flooring & Supply Co., said the fundamentals of running a
business haven’t.
“Maintaining competitiveness in a changing
landscape; visibility into the market; economic
and product trends; addressing HR issues and
government regulatory changes; and, dealing
with innovation and ‘disruptors’ particularly as it relates to technology in today’s market
— these are all key areas where the NAFCD
is poised to offer our members leadership and
education via partnerships such as Affinity HR
Group and Jast Media,” he said.

Learning is fundamental
EDUCATION, RESEARCH & TRAINING PARAMOUNT TO SUCCESS
By Sharyn Bernard
[Chicago] One of the North American Association of Floor Covering Distributors’ (NAFCD) core missions, as outlined in its strategic plan, is to provide education, research and training programs to enhance and improve the flooring distribution channel.
“Education is the cornerstone of what we’re known for,” said Kevin Gammonley, executive vice president
of NAFCD.
The association has created and fostered a year-long educational calendar which will focus on addressing critical distribution issues and trends that impact NAFCD’s members. The association will utilize a
variety of media, formats and programs to deliver the best results.
“We always have our big educational programs at the convention,” Gammonley said. “But we are always
looking at new methods,” and the association is exploring webinars, online learning and other media.
NAFCD also intends to increase the number of educational opportunities at its convention as well.
Key programs revolve around working with trainers, consultants and other presenters to teach members about all aspects of the business, including economics, politics, social, inventory, sales, transportation,
technology and human resources. NAFCD also is embarking on teaching members about social media.
“That’s a priority,” Gammonley said. “We need to get our member companies up to speed on it.”
In addition, the NAFCD will team up with other associations to determine how to attract, teach and
train people to enter the flooring installation business. “There is a major issue in a shortage of flooring
installers,” he said. “And it will have a domino effect up the supply chain.”

School’s in Session
Core offerings from NAFCD
The North American Association of Floor Covering Distributors (NAFCD) offers multiple programs both at its convention and throughout the
year. These include:
• The University of Innovative Distribution
(UID), a program that provides education focused on the needs of wholesale distribution
professionals and companies. With its concentrated four-day format, UID has helped increase
the effectiveness of hundreds of NAFCD member employees. It is university based and brings
together not just NAFCD members but also other distribution professionals from other channels. Attendees pick tracks based on their interests. “It’s one of our main educational offerings,”
Kevin Gammonley, executive vice president of
NAFCD, said. The next UID will be March 11-14,
2018 in Indianapolis.
• Another key educational program is the Distribution Management University (DMU) which
is connected to NAFCD’s convention. It’s a oneday event for general managers, branch managers
and sales managers to help them improve market
knowledge, be more effective and improve productivity. “It’s key within the organization for the
people running branches and sales teams,” he said.
This year’s DMU speaker is Jim Pancero, a top
sales expert in distribution and it will be held on
Tuesday, Nov. 14 at the convention.

UID is one of NAFCD’s main educational offerings.

• NAFCD is focusing on social media training
for its members and has created a six-week, flexible course to train member executives in this area.
The Social Media X-Training teaches participants
the latest trends in social media and is designed
for any skill level. Each participating executive is
partnered with a social media coach who provides
one-on-one training in weekly sessions that are
based around each participant’s schedule, interests
and needs.
Gammonley noted that while the sessions last
less than an hour, after the course, executives and
managers will be able to better navigate the social
media world, including finding new ways to engage with consumers, increased comfort in sharing
content, more social authority, enhanced brand
awareness, how to create more sales leads and
how to measure ROI. Most importantly, member
executives will be better equipped for develop and
execute their corporate social media strategy after
completing this training.
• Lastly, NAFCD hosts the Online Sales Resource
Center which is designed for all levels of sales professionals, from new hires to current sales executives to sales managers. The lessons are authored by
Dave Kahle, who is billed as one of the world’s most
widely recognized authorities on distributor sales.

MEMBERS SOUND OFF...
“The NAFCD offers
significant educational
and networking benefits.
Our annual convention
is a valuable means of
remaining on top of, if not
ahead of, industry and
broader economic trends.
Likewise, the NAFCD affords
members significant
networking and bench
marking opportunities.
We’ve certainly utilized
NAFCD data, as well as
networking information
gleaned from peers, in
helping formulate our
strategic vision over the
years. Further, several
convention speakers,
including the Beaulieu
brothers and Sam Richter,
have shared ideas that
we've integrated into our
business operations and
from which we've generated
value over many years.”
—SCOTT ROZMUS, FLORSTAR

“Education and guest
speakers are excellent.
Networking with our fellow
distributors is a major
benefit. We use financial
benchmarking data as well
as information from the
convention sessions. Using
these tools helps us know
directionally where the
industry is heading and lets
us know where we stand.”
- JONATHAN TRAIN, SWIFF-TRAIN
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Boosting NAFCD’s Value
[Chicago] As president-elect of the North American Association of
Floor Covering Distributors (NAFCD), David Powell, marketing and
IT director at Erickson’s Flooring & Supply Co., has set his sights on
a number of key targets. From encouraging more member interaction
outside of convention, and increasing NAFCD’s overall visibility on social channels, to continuing to work on implementing NAFCD’s strategic plan for 2017-2019, Powell is ready to put muscle behind growing
the group’s traction and value.
“I hope to leave the board, the members and the association better
than when I started. The board is comprised of an amazing group of
talented leaders, I have learned a lot from them and consider myself
very fortunate to have been able to serve the association in this capacity,” he shared with FCW.
As well, Powell said he will look to continue to develop, improve
and increase participation in the Financial Benchmarking Survey and

communicate its unique value proposition to members. “The board has
been working on this for a while, we
are excited to see this project come
to fruition with our new partner —
Mackay Research Group — and hope
members will see the value and benefit
from the new format,” he said.
Powell said he will also spend time David Powell, Erickson’s
Flooring & Supply
growing NAFCD’s relationship with
the WFCA (World Floor Covering Association) to address key industry issues, such as training, and will continue the board’s focus on diversity. “There has been a lot of great work done by the board over
the last few years bringing in directors from all over the membership
base,” he added.

Shaping the future
Strategic planning sets course for growth
By Sharyn Bernard
[Chicago] As the North American Association of Floor Covering Distributors (NAFCD)
celebrates its 45th anniversary, it is not resting
on its laurels. Indeed, the not-for-profit organization, based here, dedicated to promoting
wholesale distribution in the floor covering
industry, recently unveiled a comprehensive,
multi-year strategic plan to chart its longterm growth and significance. The plan is
designed to provide members with the resources needed for enhancing performance
by fostering sound business practices.
“Last year, we went through a formal, strategic planning process which resulted in four
overarching strategic goals and objectives,”
said Kevin Gammonley, executive vice president for NAFCD, who shared these goals and
objectives with FCW.
NAFCD’s strategic growth plan is centered
on four goals and the action steps needed to
achieve them, including:

1. Be a conduit for member interaction
“We want to engage, enable and inspire
members to connect,” said Gammonley, adding,
“It’s what people are attracted to and it all comes
down to selling more products.” The goal is to
get members to share best practices, network,
exchange information and benchmark both online and in-person. Naturally, NAFCD’s annual
convention is a key conduit for this.
Steps to reaching this goal include refreshing NAFCD’s annual Financial Benchmarking
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“WE LOOK TO OUR BOARD OF
DIRECTORS TO SHARE WHAT IS
GOING ON IN THEIR MARKETS SO
WE CAN STAY AHEAD OF TRENDS
AND REMAIN RELEVANT.
—KEVIN GAMMONLEY, NAFCD
Report, adding features to the online member
directory, and refreshing its biennial Compensation & Benefits Report.

2. Strengthen education offerings
“We’re always looking at new media of education,” offered Gammonley, such as webinars
and training in social media. Action steps include expanding the number of speaker options
at convention, driving awareness of the new
NAFCD Research Center, creating an annual
webinar series on topics of interest to members,
increasing member participation in the University of Innovative Distribution conference
and assessing a strategic partnership to educate
members on web design and digital marketing.

3. Partner with related organzations
One way NAFCD is doing this is by providing support and resources to allied industry
groups representing flooring retailers as well

as the Floor Covering Leadership
Council (FCLC). Action steps include enhancing communication
with the leadership of related flooring associations, participating in FCLC meetings and
promoting its mission to members, assessing
potential new partnerships with industry associations and identifying NAFCD’s role in
supporting industry-wide initiatives to increase training of installers.

4. Expand NAFCD’s member base
NAFCD is looking to do this by identifying
and pursuing flooring distributors across product and channels. “We want to grow beyond our
current membership base,” Gammonley said.
“We want to expand the types of companies we
represent in the flooring distribution channel.
There used to be very defined channels for flooring distributors to sell products, from flooring
to supplies. But those channels have integrated.
This objective is about NAFCD representing all
flooring distributors regardless of product mix,
geography, customer focus or company size.”
Action steps include developing a strong value proposition for members, identifying and
targeting distributor prospects, implementing a
reciprocal membership dues discount program
with the North American Building Material
Distribution Association (NBMDA), increasing
exposure through partnerships with flooring
publications, enhancing NAFCD brand recognition and exposure at industry events.

Logistics & Relationships
MANUFACTURERS SEE DISTRIBUTION’S VALUE
By Lauren Moore
Membership in the North American Association of Floor Covering
Distributors (NAFCD) has myriad benefits for manufacturers.
Whether it’s access to new markets,
networking and education opportunities, or the annual convention,
companies recognize the value
NAFCD provides its members.
Randy Schrecengost, vice
president of sales with American
OEM, said the ability to logistically reach markets in other geographic areas of the country is one
of the biggest assets of NAFCD
membership. “The distributors
have logistics and relationships in
place, which makes it easier for us
to go to different geographic markets throughout the country,” he

said. “It’s important for us to have
strong distribution partners.”
Distributors provide the specialized local service that customers
need, said Brent Flaharty, senior
vice president of North American
sales with Armstrong Flooring.
“Deep assortments, local inventory,
cut order fulfillment and enhanced
sales and service at the store level
are all advantages that distribution
can provide. As it relates to hard
surface, distribution is all about
that deeper relationship. Local service really matters and distributors
are stronger than ever,” he said.
Julie Foster, residential product and marketing manager for
Novalis Innovative Flooring, also
cited the ability to access a wider

range of retailers as a key benefit
of NAFCD membership. “Distribution has allowed us to get our
product in more retailers throughout the country,” she said.
NAFCD helps foster and facilitate these invaluable relationships
with its November convention.
“The timing of that is really important to us,” Schrecengost said.
“It gives us a chance to meet face to
face. We can discuss or tweak new
products or programs we’re bringing out at Surfaces, and get input.”
Flaharty said Armstrong finds
NAFCD’s Annual Convention
and Executive Networking Forum to be valuable resources.
“While we of course meet with
our distributors frequently, mem-

NAFCD’s Best Practices Guide is a
new tool launching at convention.

bership provides additional opportunities to meet face-to-face
at the NAFCD Annual Convention and Executive Networking
Forum,” he said. “I believe most,
if not all, of the large primary distributors in the U.S. and Canada
attend; AFI distributors attend.
The show allows us to meet with
existing customers, to get extra
feedback on new products and
gain additional exposure.”

Making a mark at retail
By Lauren Moore
Working with distributors isn’t
just a boon to manufacturers.
Specialty retailers have plenty on
their plates, from managing locations and staff, to attending trade
shows and staying on top of the
newest product trends, to providing customer service to shoppers.
By being in tune to the retail community and serving as liaisons
with manufacturers both large
and small in a variety of geographic markets, distributors bring a
number of benefits to retailers.
Jim Walters, president and
co-owner of Maccos Floor Covering in Green Bay, Wis., said
distributors are especially knowledgeable about regional or local
market trends, whereas manufacturers are focused on the entire
country. “The distributors we’re
working with are only working with the Midwest,” he said.
“They’re more in-tune to the nuances of local markets.”
Traveling overseas to look at
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international product isn’t something retailers can do on a monthly basis. Michael Peters, CEO of
Carpets Plus of Wisconsin, said
while he can travel to domestic
mills or see domestically made
products at trade shows like The
International Surface Event, he
values his distributors’ international merchandising.
The closeness between retailers and distributors isn’t just
geographic. Peters called his relationship with his distributors one
of the most valuable professional relationships at the company.
“When the relationship is cultivated properly and when it’s symbiotic, it brings a whole other warehouse, a whole other expertise,” he
said. “They help us in sales training, they help us in warehousing,
they’re right there with us. They
are very much on the team, and
we strive to make the relationship
lucrative for them as well.” Peters
added that he’s been working with

When distributors like FlorStar take chances on new or different product
categories, such as WallPlanks by FromTheForest, the supply chain benefits.

his distributors for three generations, which has helped build a
level of trust. “It’s such a people
business, and that’s especially true
at the distribution level,” he said.
Bob Tobe, owner of Floor360,
cited his relationship with Jaeckle
Distributors as one that’s mutually beneficial. “They’re amazing,
from their customer service, to
the mix of product, to the way
they dive into the business. They
really help us and have created a
partnership,” Tobe said.
Tobe pointed out that distributors take care of importing and
warehousing products, allowing
him to focus on selling product.

“They’re taking the risk of importing the correct product and warehousing that product so I don’t
have to,” he said. “It’s a safer business model for me not to be in that
world of taking the chance on importing. Let the distributors do that
— they’re better at it than I am.”
While Walters knows he can’t
call Scott Rozmus, president and
CEO of FlorStar, every day, he
knows that if something important comes up, the organizations
can sit down and put a program
together. “And we’re fortunate
enough to have that same relationship with some of our other
major distributors, too,” he added.

NAFCD

Serving the Flooring Community Since 1915.

Joining Forces
NAFCD PARTNERS FOR GROWTH
By Sharyn Bernard

the industry, education and other ways to make an installation
career more enticing.
It’s critical however that all
relevant parties participate, said
Gammonley. “None of us can address it ourselves. It will take the
whole industry.”
NAFCD partners with other
flooring associations which helps
everyone, said Gammonley. “It
expands our base but it’s beyond
growing our membership. It expands the types of companies we
represent in the flooring distribution channel.” He noted that the
industry used to have very clear
channels of flooring distribution
but those channels have changed.
And as the market changes, so
does NAFCD’s role.
For example, NAFCD has a
dual membership with the National Wood Flooring Association (NWFA). “Our partnership
brings resources and services to
each other’s members that aren’t
available with the other organization,” said Michael Martin,
chief executive officer of NWFA.

[Chicago] In the North American Association of Floor Covering Distributors’ (NAFCD) strategic growth plan, perhaps no
other initiative is as important as
the plan to join forces with other
flooring industry associations.
“We want to collaborate with
related industry organizations to
address overarching issues and
challenges,” said Kevin Gammonley, executive vice president of
NAFCD. “Part of our mission is
to improve the value of wholesale
distribution, and it is in our interest to see what the distribution
community can do to help.”
NAFCD is part of the Floor Covering Leadership Council (FCLC),
a network of organizations working together to address issues affecting the entire flooring indus-

try. “That group has addressed
one major issue: the shortage of
flooring installers,” Gammonley
said. “They call it the installation
problem. It’s way down the channel of our members, but as that
issue gets to be a bigger problem,
it starts to have a domino effect up
the supply chain.”
To address this, the FCLC
hosted its Installation Summit
this summer to determine solutions to bolster the installation
career path. “All the associations
have this problem,” said Robert
Blochinger, chairman of FCLC.
“There’s a serious concern about
the shortage of flooring installers. We need to have strategic
planning for the future.” Topics
included public relations, how to
target men and women to enter

MEMBERS
BENEFIT

opportunity to better
understand
distribution’s needs.
“If
we
want
to
Annual convention is a powerful NAFCD membership perk.
consider
ourselves true partners, we have strengths with other associations
to be willing to understand and such as WFCA and NBMDA to
adapt, along with distribution, to mutual advantage.
what is a rapidly changing busiConvention drives value
ness climate,” said Rogg.
Perhaps one of the more valuable
perks to being a NAFCD member
A wealth of knowledge
And utilizing membership re- is access to annual convention.
In fact, when it comes to opsources, specifically networking
opportunities, helps future lead- portunities for networking and
ers grow, said Heidi Cronin, cur- finding new suppliers, nothing
rent board president and presi- compares to the annual conference, said Torrey Jaeckle, vice
dent of The Cronin Company.
“Engaging all members, dis- president of Jaeckle Distributors.
“It may come as a surprise to
tributors, manufacturers and allied service providers makes you some, but we actually have more
manufacturer members than
stand out,” she said.
As well, current board presi- distributor members. I think
dent-elect David Powell said ad- that shows the strength and benditional opportunities for NAF- efit of NAFCD to the distributor
CD members includes leveraging base,” he said.

By Mallory Cruise-McGrath
Distributor and supplier members agreed that supporting the
North American Association
of Floor Covering Distributors
(NAFCD) brings far-reaching and
unique benefits that can’t be found
in any other industry association.
Mannington Mills has supported NAFCD for more than 20
years and will continue to do so
based on its belief that the association not only makes distribution stronger but the Mannington network stronger as well,
said Mannington’s senior vice
president of distribution network and customer service Zack
Zehner, who also serves on NAFCD’s board of directors.
A strong supporter of distribution for more than a decade, Russ
Rogg, president and CEO of Metroflor, said NAFCD provides an
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“It also expands the networking
opportunities for members of
each group.”
One of its closest allies is the
North American Building Material Distribution Association
(NBMDA), of which Gammonley
is also executive director. NAFCD and NBMDA collaborate on
quarterly surveys, educational
offerings and their joint annual
convention. “The NAFCD-NBMDA partnership has delivered significant value to both associations
and we continue to deepen the relationship,” said Gammonley. Besides that, NAFCD teams up with
The International Surfaces Event
(TISE) and the World Floor Covering Association (WFCA).
The NAFCD and WFCA alliance is indeed mutually beneficial.
“Together we will be able to capitalize on each other’s offerings and
streamline professional training,
industry driven research, advocacy
programs, and overall communications affecting members of both
groups,” said Scott Humphrey,
chief executive officer of WFCA.

MEMBERS SOUND OFF...
“We have attended
every annual convention
since 1987. Many of the
speakers in small ways
have had a positive
impact on our business.
Several have been
transformational. We have
participated in regional
seminars, webinars and
various surveys over the
years that have been very
helpful. The financial
benchmark study done
every year is something I
look forward to reviewing
in great detail and has
been very helpful as we
have grown our business.”
— JEFF HAMAR, GALLEHER.

Meaningful connections
Beyond partnering with other
associations, the NAFCD partners with 10 different professional
consultants and trainers to give
members access to best practices
in other disciplines. By connecting members with top firms that
offer services — such as marketing
strategy, human resources and research — members can maximize
the economies of scale and receive
services that otherwise would be
prohibitively expensive.
For example, JAST Media,
based in Portland, is the NAFCD’s
digital marketing partner. JAST
Media provides educational content designed to keep members
up to date with new trends in the
media and marketing space.
“We’ve been focusing on identifying specific, actionable initiatives and demonstrating how
these could be used (or were
already being used by e-tail and
big box competitors) to drive
sales and move the needle at
every level of the supply chain,”
said Yuki Conlon, president.

NAFCD also teamed up with
a human resources company to
assist its members in the often
complex area of HR. Affinity HR
Group provides NAFCD members
with on-call HR support, recruiting and staffing assistance and
employee engagement strategies
as a discounted member benefit.
The partnership has been a
win-win, said Claudia St. John,
president. “NAFCD gives us the
opportunity to present to members during annual conferences,
provide weekly HR Quick Tips
and deliver webinars and other
marketing content,” she said.
Mackay Research Group administers the NAFCD Financial
Benchmarking Report. John
Mackay, chairman, said the company’s primary objective is to assist small to mid-size companies,
so this project is perfectly suited
to his company. “We enjoy analyzing financial benchmarks and
trying to unlock the key factors
for a company to be more profitable. We are always looking for
the significant issues for success.”

DATA HELPS BUILD BUSINESSES

[Chicago] One critical way the flooring industry can measure its
health — as well as make strategic decisions for its future — is by
using data, analysis and objective industry intelligence. The North
American Association of Floor Covering Distributors (NAFCD) has
an important mission to provide its members valuable data and
tools with which they can better plan and build their businesses.
Kevin Gammonley, executive vice president of NAFCD, said research is a primary focus this year and the association is working
on a landmark financial benchmarking report that is “a key strategic priority for this year.” The goal of the report, he said, is to
give members industry-specific financial metrics and industry averages — with comparable financial and operational data covering
all primary areas of managing a distributorship.
Geoff Work, president of The R.A. Siegel Company and treasurer of NAFCD, said the financial benchmarking survey is a critical
feature for the members. “Many times, when you’re operating on
your own, you don’t know where you stand in relation to your
peers.” The survey allows users to compare financial, operational
and other metrics for equal comparison — say large company to
large company or other figures.
Another critical report — developed in partnership with the Institute for Trend Research — is a flooring-specific quarterly economic trend forecast that analyzes several key indicators such as
housing and retail numbers, and takes a deep dive into regions.
As well, every other year NAFCD releases its Compensation &
Benefits Report which examines wages and benefits across the
distribution channel.

Delivering flooring solutions.

From hardwood to rubber, residential to commercial,
Galleher is your one stop flooring distributor.
A national proprietary brand strategy, custom manufacturing capabilities, and a strong core of knowledgeable flooring
professionals have set Galleher apart from the rest. Galleher has over 100 vendor partners and proudly serves
industry professionals with 19 branch locations throughout California, Nevada, and Arizona.
We wish our friends at NAFCD a happy 45th anniversary.

TM

galleher.com | 562.944.8885
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Guiding the way
A look back at NAFCD leadership over the years
[Chicago] Forty-five presidents have helped shape the North American Association of Floor Covering Distributors (NAFCD) and the distribution
channel at large. Each president brought something unique to the association and helped create and define the channel. Here is a look at the past
presidents — some share their challenges, achievements and even the impact NAFCD has had on their own business.

“MY NAFCD BOARD SERVICE WAS
REWARDING IN ITSELF, BUT IT CAN
ALSO ENHANCE PROFESSIONAL
GROWTH AND OPEN MANY OTHER
INDUSTRY DOORS.”

“DRAWING ON THE EXPERIENCE AND
IDEAS OF YOUR FRIENDS AND BUSINESS
ASSOCIATES THROUGH NAFCD IS ONE
OF THE MOST VALUABLE BENEFITS OF
MEMBERSHIP.”

- FRED REITZ , HAINES
PRESIDENT IN 2010

—TORREY JAECKLE, JAECKLE DISTRIBUTORS
PRESIDENT IN 2016

“NAFCD IS A GREAT ORGANIZATION
FOR OUR SPECIFIC CHANNEL IN
THE FLOOR COVERING INDUSTRY,
AND I AM PROUD TO HAVE SERVED
ON THE BOARD.”

“GETTING INVOLVED IN NAFCD IS
ONE OF THE BEST DECISIONS I MADE.
THANK YOU NAFCD FOR HELPING ME
GROW — HAPPY 45TH ANNIVERSARY!”
—HEIDI CRONIN, THE CRONIN COMPANY
CURRENT 2017 NAFCD PRESIDENT

- CRAIG FOLVEN, HERREGAN
PRESIDENT IN 2014

NAFCD presidents through the years
1993/94

James Gould

Misco-Shawnee (now with FCI)

2015

Rosana Chaidez

Haines

1992/93

Rob Woodley

W.G. McMahon Canada

2014

Craig Folven

Herregan

1991/92

C. Michael Smith

Orders Distributing Company

2013

George Roth

Lockwood Flooring

1990/91

Eldon Self

Self’s Inc.

2012

David Williams

Horizon Forest Products

1989/90

Jim Lee

Professional Flooring Supply Co.

2011

Robert Wagner

L. Fishman & Son

1988/89

Don Rado

All Tile

2010

Fred Reitz

Haines

1987/88

Alex Hill

BPI

2009

Jack Lindenschmidt

ISC Surfaces

1986/87

Rolston Johnson

Butler-Johnson Corp.

2008

Al Maghes

Erickson’s Flooring

1985/86

Sands Woody

Woody Distributors

2007

Christophe Freed

J.H. Freed & Sons

1984/85

Thomas Shelley

Shelley & Shelley

2006

Steve Johnson

Butler-Johnson Corporation

1983/84

Donald Wohlfarth Sr.

Bayard Sales Corp.

2005

Scott Hendricks

Central Distributors

1981/83

D.J. (Des) Eagle

Arthur C. Weeks Ltd.

2004

Bob Weiss

All Tile

1981

Stan Parrish

Midwest Floor Coverings

2003

David Rowe

Denver Hardwood Company

1980/81

Stuart Lerman

Stuart Lerman

2002

Arden Kelley

Commercial Flooring Products

1979/80

Fred Shapiro

Philip Distributing Company

2001

Hoy Lanning

CMH (now owned by Haines)

1978/79

Thomas Rauschenberger

Rauschenberger Floor Covering Corp.

2000

Peter Rincione

PTS

1977/78

Theodore Shuler

Shuler Distributing Company

1999

Jeff Hamar

Galleher

1976/77

R.A. (Sam) Fabro

W.G. McMahon

1998

I. Marshall Kahn

Irvin Kahn & Son

1975/76

Malcolm Rea

Pacific Flooring Supply

1997

Mike Klingele

LD Brinkman

1974/75

James Fergson

Fargo Paper Company

1995/96

Peter Chick

Sound Floor Coverings

1973/74

William Orders

Order Tile and Distributing Co.

1994/95

Ray Colombo

L. Fishman & Son

1971/73

Walter Bader

Northern Floor Coverings
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The power of diversification
By Mallory Cruise-McGrath
[Chicago] The North American
Association of Floor Covering Distributors (NAFCD) has been leveraging the power of diversification,
be it through the demographics of
its board of directors — AJ Warne
of Abraham Linc, for instance, is
the board’s youngest serving director at 27 years old — or broadening
their reach into new segments like
commercial, to keeping a keen eye
on product offering by looking beyond traditional flooring to include
sundries and accessories, and private label lines as well. All of this is
being done, said NAFCD’s board
of directors, as a way to grow both
membership and margins.
“No matter what the trade,
distribution faces the same problems. As a board, we try to fill
positions based on covering the
industry. For example, manufacturer board members come from
all types: hard surfaces, mold-

ings, floor prep and installation
products, etc. Distributor board
members vary from small to large
distributors and also vary in age,
geography and gender,” Heidi
Cronin, president of The Cronin
Company and current president
of the board, explained to FCW.
Cronin in fact is the second female to serve as board president.
Indeed, NAFCD continues to
diversify the scope of its focus
when it comes to membership
as a whole, said Zack Zehner,
senior vice president of distribution network and customer service with Mannington Mills, and
NAFCD board director-supplier.
“NAFCD has recognized the
need to widen its focus and that
has brought a lot of value by opening up a broader world of manufacturing partners which in turn
has opened up a world of opportunities for distributors,” he said.

Product proliferation
As products are evolving faster now than at any other point
in history, it is imperative to embrace the latest trends and innovation to remain relevant.
“The luxury vinyl tile (LVT)
category is a perfect example —
LVT to WPC (wood plastic composite) to MLF (multilayer flooring) and rigid core. We all need
to be on the cutting edge of this
change,” offered Scott Roy, president, Gilford Johnson, and NAFCD distributor board director.
But this product proliferation
also affords distributors the unique
ability to tailor programs locally
and regionally, said FlorStar president and CEO Scott Rozmus.
“This tailoring not only applies
to the styling, design and performance of product but also to an
array of technical support items,
including both people and sundry

Distributors like Jaeckle are diversifying into new residential and commercial product categories. Shown
is Jaeckle’s Trends in Rigid line.

items that solve localized dealer
problems. Doing so provides a
competitive advantage,” he said.
And NAFCD’s annual convention, held jointly with the North
American Building Material Distribution Association (NBMDA), is
a prime opportunity for members
to diversify not only from a product perspective but networking as
well, said Torrey Jaeckle, vice president of Jaeckle Distributors.

Congratulations NAFCD
from your friends at
T&L Distributing

Wholesale Flooring Distributor
Serving Texas, Oklahoma, Arkansas, Louisiana,
Mississippi, Tennessee, New Mexico

@tldistributing

@tldistributing1

800.888.0345
www.tldistributing.com
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2017 NAFCD AWARD WINNERS

A legacy of service
FISHMAN’S WAGNER NAMED LIFETIME ACHIEVEMENT RECIPIENT
[Baltimore, Md.] Bob Wagner, president and CEO of
wholesale distributor Fishman
Flooring Solutions, based here,
has long been known for his
contributions to the floor covering industry. And for this reason, he’s been named this year’s
Lifetime Achievement Award
winner by the North American
Association of Floor Covering
Distributors (NAFCD).
“Bob Wagner has given a significant amount of time and
energy to not only NAFCD over
the years but other industry organizations all in an effort to

enhance the industry for all. He
is an effective and passionate
voice in the promotion of the
value of the wholesale distributor in the channel. He has been
a committed volunteer leader
who always has the industry’s
best interest at heart,” shared
NAFCD executive vice president Kevin Gammonley.
Fishman — and Wagner himself for that matter — has a deep
rooted relationship with NAFCD,
having been a distributor-member
since the association’s inception in
1971. Wagner has served on NAFCD’s board of directors in multiple

Editor’s Note
NAFCD’s Lifetime Achievement Award recognizes members of the floor
covering industry who have helped expand the vision of the floor covering distribution channel. Based on several criteria, the selection of the
winner is evaluated by a committee of volunteer industry executives.

capacities, including as president
in 2011, and continues to be heavily involved in the association.
“I believe in the value proposition NAFCD brings to all members. The educational and networking opportunities especially
are invaluable,” said Wagner.
But for Wagner specifically, receiving this award holds a special
place for him as he has an intimate understanding of how the
award came to be.
“I was serving on the board
when NAFCD put the Lifetime
Achievement Award together in
2010; we wanted to recognize
those individuals who have had a
significant impact on their companies. The Lifetime Achievement Award, in my mind, has always been the pinnacle of awards
to receive,” he said.

“I AM HUMBLED BEYOND
WORDS TO RECEIVE THIS
AWARD. TO BE SINGLED
OUT INDIVIDUALLY IS AN
EXTRAORDINARY HONOR,
BUT I WOULDN’T BE
ANYWHERE WITHOUT THE
ASSISTANCE OF THE TEAM
HERE AT FISHMAN.”
— BOB WAGNER, FISHMAN

FORWARD PROGRESS

LAUDED FOR LEADERSHIP

Mannington’s Zehner helps NAFCD grow

Kyle Gorny receives Leadership in Action award

[Colorado Springs, Colo.] Zack Zehner, Mannington’s senior vice president of distributor
network, will receive the 2017 NAFCD Growth
Award at this month’s convention.
“Zack has committed his time and energy to
bring every Mannington distributor into NAFCD. We are not yet at 100 percent but we are
getting very close,” Kevin Gammonley, executive
vice president of the North American Association of Floor Covering Distributors (NAFCD). Zack Zehner
“In addition to actively supporting the recruitment of new members, Zack is helping to get his distributors to participate in key NAFCD offerings such as the Annual Convention and the
recently updated NAFCD Financial Benchmarking Report.”
Mannington has been a long-time member and supporter of the NAFCD — Zehner’s personal commitment to the association runs deep. “As I
took over in my current role, we got more active and stepped up our involvement and our participation at convention,” he said. “It’s an important
association in the industry and to Mannington.”
But Zehner said, in fact, not only is distribution critically important
to adding value to customers, it’s also important for manufacturers
to understand the challenges and opportunities facing distribution.
Zehner said he is honored and humbled by this unexpected award. “I
believe in the association, and we will continue to be active in helping
the association grow and guide the industry,” he said.

[Warren, Mich.] Kyle Gorny, vice president
of Blakely Products, will be given the NAFCD
Leadership in Action award not for one thing
but for his entire career in the floor covering
industry. “I don’t think it was for any single
act,” he said, “but for being really involved in
the flooring industry.”
Blakely is a more than 70-year-old, third
generation family-owned flooring distributor
with seven locations servicing Michigan’s lower Kyle Gorny
peninsula as well as the northwest area of Ohio.
Gorny had been in construction for more than 25 years and seven
years ago transitioned into the flooring business. “I started in counter
sales then moved up to outside sales,” he said. “Now I deal with the
manufacturers and attend all trade shows for Blakely.” He has held his
current position for nearly three years.
Gorny said his role is definitely a team effort. “I like to compare
it to being the quarterback of a football team. You’re only as good
as your front line. Everyone from purchasing to IT to branch managers and warehouse staff, we really work as a team and a family,
and that’s what makes us successful. We all know the importance of
customer service.”
Gorny added the flooring industry has indeed become an important part of his life. “Since I’ve come into the industry, I’ve made professional friends and friends that I’ll have for a lifetime,” he said.
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LIFETIME ACHIEVEMENT WINNERS
NAFCD’s Lifetime Achievement Award recognizes members of the floor covering industry who have
helped expand the vision of the floor covering distribution channel. The criteria for nominees includes a minimum 15 years of experience in any segment of floor covering distribution (including
manufacturers); experience serving in a position of leadership in an organization; and, having provided leadership and assistance in sharing the ideals and practices of the flooring industry.

2016 AWARD WINNERS
1. Lucky Burke, Reader’s Wholesale,

receives the award from The Cronin
Company’s Heidi Cronin
2. Dennis Cook, Gilford Johnson,
receives the award from The Cronin
Company’s Heidi Cronin
• Melinda McChesney, Gilford Johnson
(not pictured)

2015 AWARD WINNERS

1

3

2

4

3. Buddy Faircloth, with the Cain &

Bultman team, receives the award
from Rosana Chaidez and Torrey
Jaeckle
4. Rosana Chaidez and Torrey Jaeckle
with award winner Bob Thomas and
the T&L team

2014 AWARD WINNERS

2013 AWARD WINNERS

5. 2015 NAFCD president Rosana

Chaidez and award winner Don Evans
6. The Cronin Company’s Jim Gunter
accepts his award from 2014 NAFCD
president Craig Folven, Herregan
7. Herregan’s Craig Folven stands
with 2014 award winner Jim Gould
8. Bruce Zwicker with award winners Marsden Haigh, Kerry Capell
and John Capell, all with CMH, as
well as 2001 NAFCD president Hoy
Lanning and 2014 NAFCD president
Craig Folven, Herregan

9. FlorStar’s Scott Rozmus

5

6

stands with award winner
Wade Cassidy, also with
FlorStar, and George Roth,
Lockwood Flooring
10. Bruce Zwicker stands
with award winner Pierre
Thabet, Boa Franc and George
Roth, Lockwood Flooring
11. Bruce Zwicker and
Lockwood Flooring’s George
Roth flank award winner
Bob Thompson

7

8

2012 AWARD WINNERS
12. Mort Creech, Haines

• Ben Hagood, W.M. Bird (not
pictured)
• Ken Herriges, Herregan (not
pictured)
9

10

11

12

2011 AWARD WINNERS
13. Roger Hunt, Flex Credit
14. Kenny Train, Jeff Train

and L.A. Train, Swiff-Train
15. Donald Wohlfarth, Sr.,
Bayard

13

14

15

16

2010 AWARD WINNERS
16. Don Rado, All Tile
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HERE’S TO PIT STOPS
AND PHOTO OPPS
I T ’ S B E E N A G R E AT R I D E .

Mannington warmly congratulates NAFCD on your 45th anniversary.
We’re grateful for the years of support and partnership, and we look
forward to many more.

