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Carpet Network keeps driving success to members

DEALERS GET EDUCATED ON GREEN TO HELP CUSTOMERS

By Matthew Spieler

ince its founding in 1991,
s The Carpet Network

shop-at-home van fran-
chise has maintained a relative-
ly low profile, popping up in the
press news now and then, such
as its first national convention
in 1996, but mostly geing about
its business of making its mem-
bers profitable and successful in
their markets.

Just a quick look will say this
under-the-radar philosophy has
worked. Members enjoy a
repeat referral business averag-
ing over 70%, and once they
join, they rarely leave.

“Carpet Network is the best
arganization I've seen,” said Jan
Vanderspek of Eugene, Ore., and
a S0-year industry veteran who
joined the franchise about nine
years ago. “The management
really stands behind the people.
They don't push. They want peo-
ple, not numbers and don’t just
open up anywhere with anyone.
They are wvery particular with
who signs up. They also provide
excellent backup and training

support and have formed excel-
lent relations with the suppliers.”

Dave Fitzwater of South
Burlington, Vt.. who has been in
the industry 35 years and with
Carpet Network for almost 10,
added the training and tools the
franchise offers are invaluable.

He noted at the buying
group’s most recent meeting, the
convention was focused on help-
ing the membership get a better
understanding of the environ-
mental movement. From having
industry executives come in to
discuss how their companies fit
into the trend to the specific
green features and characteris-
ties of the preducts they offer, as
well as understanding how to
market/position  themselves
without greenwashing, “it was
overwhelming, We got bom-
barded with information. I felt
beat up afterward.”

But in a good way, he quick-
Iy added. “We did a home show
shortly after and were able to
answer questions and help edu-
cate the attendees. Tt was a very
satisfying event and Carpert
Network did a great job getting

us prepared.”

Carpet Network even created
a special backdrop display for
members to use when participat-
ing in local events. Vanderspek
called it “beautiful. 1 will cer-
tainly take advantage of using
it when I do my next show.
Green is a very big deal in this
part of the country. Our local
paper even has a section to run
green products”

He nated Mohawlk's car-
pet made from recycled soda
bottles is a big hit for him.
“I've been selling it for quite a
few years. Also cork and other
products that have green
attributes. The mills have
been very supportive as well.”

When it comes to selling
green, or anything for that mat-
ter, Vanderspek said there is a
reason 95% ol his business
comes from referrals. “T have no
unhappy customers. I concen-
trate on service. I work with
them, listen to them and see
what they need. I never push
any product. Rather, after lis-
tening and talking, 1 show some
selections based on her needs

2 CARP
-TWORK

— |

OUR SALES FLOOR IS YOUR FLOOR

Franchise Opportunities Available

800.428.1067

CarpetNetwork.com

AboutGreenFloors.com

and make mysell available to
answer any questions and help
her make a choice she will love™

Fitzwater said he used the
backdrop at his recent home
show and combined it with

b Tl s
Lenny Rankin, Carpet Network's
founder, with the eco-designed booth ]
display the company created for
members to use when they attend

local home shows. :

Natural Cork on the booth flaor
along with a continuous video
showing Shaw’s environmental-
ly friendly Epic hardwood.

“Customers are asking
about green,” he said, “And they
were especially impressed with
the cork after walking on it. In
Vermont people are green
minded; it's very important to
them. But the biggest challenge
is the huilding industry. They
really don't understand it and
we need to educate them. And
Carpet Network does a great
job with that”

Knowing who you are

While Lenny Rankin, Carpet
Network’s founder, is apprecia-
tive of the credit members give
the group, he feels the reason for
it’s success is it understands
what it means to be a shop-at-
home flooring retailer.

“Shop-at-home is a great
buzzword but those who have
tried getting into it don't really
understand the concept,” he told
FCNews, "I still feel that shop-at-
home is not perceived properly”

Rankin noted how most go
after Empire Carpet or Home
Depot and he gives credit to the
former for creating an aware-
ness of the benefits of shopping
from the comfort of one’s home,
but “our biggest competitor is
really the better specialty stores
in each market.”

Considering a typical Carpet
Network van earries over 100
carpet binders, plus commmercial
folders, and a complete assort-
ment of wood, tile, laminate,
resilient, cork, rugs window
coverings and more, he said one
vehicle is literally a store on
wheels brought right to the con-
sumer’s front door. “We carry as
much in a van as any dealer in
his brick-and-mortar store.”

With 35 members in 18
states, Rankin said 2008 is the

first year the franchise is active-
ly seeking growth. “Wed like to
add 10 new members this year.
It's tough to sell in this climate,
but we have a solid track record
and are consistently ranked as
_ one of the best franchises in
. the country”

Green education
With the green movement in
~ the public’s eye, Rankin said
- he thought it was important

i for the membership to not

only learn about it but feel
comfortable selling it. Like
- the Internet, where Carpet
Metwork was one of the first
. 1o maintain an active Web
-~ site, he wanted to make sure
his members were at the fore-
fromt of something that will
only grow in importance.

“Consumers want to learn
about green but don’t necessari-
Iy want to buy because of bad
experiences or because they feel
the stores they visited gave
them a bunch of misinforma-
tion,” he explained. “Our own-
ers are getting questions and
inquiries from consumers—
they're curious and want to
know their options”

So Carpet Network set about
to make sure both its member-
ship and the public get as much
knowledge as possible. Beyond
the internal training and market-
ing, the group has set up a special
green Web site for consumers “to
just get educated.” From a glos-
sary of terms that is constantly
updated, o explanations of what
green features a product has, to
links to third-party sources to
gain more information, the Web
site, www.aboutgreenfloors .com,
is pushing knowledge, not sales.

But, knowledge is power and
Carpet Network is seeing a rise
in eco-friendly sales. “Our mem-
bers are more cognizant of green
and more comfortable selling
and explaining it" Rankin said,
“and the consumer can see she is
net getting greenwashed so
there is a trust factor)

In the end, he noted, creating
and nurturing  trust  and
respect—whether it is between
buying group and vendors, corpo-
rate and the franchisess or mem-
bership and consumers—is one
of the biggest factors to Carpet
Network’s success. “People know
when you are feeding them...a
line. We are always upfront and
straight with everyone”

Vanderspek concurred, *1
couldn’t be more happy with
Carpet Network. They are very
helpful with whatever you want
to you, and if they don’t know
the answer they will do every-
thing they can to find it for you.”





<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 20%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Error
  /CompatibilityLevel 1.4
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveEPSInfo true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /Unknown

  /Description <<
    /ENU (Use these settings to create PDF documents with higher image resolution for high quality pre-press printing. The PDF documents can be opened with Acrobat and Reader 5.0 and later. These settings require font embedding.)
    /JPN <FEFF3053306e8a2d5b9a306f30019ad889e350cf5ea6753b50cf3092542b308030d730ea30d730ec30b9537052377528306e00200050004400460020658766f830924f5c62103059308b3068304d306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103057305f00200050004400460020658766f8306f0020004100630072006f0062006100740020304a30883073002000520065006100640065007200200035002e003000204ee5964d30678868793a3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /FRA <>
    /DEU <>
    /PTB <>
    /DAN <>
    /NLD <>
    /ESP <>
    /SUO <>
    /ITA <>
    /NOR <>
    /SVE <>
  >>
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [612.000 792.000]
>> setpagedevice




