
Introducing our new Kaleidoscope designs: karndean.com/kaleidoscope

Inspired by
Moorish splendour. 

Designed to make
a statement.

Ju
ly

/A
u
g
u
st 2019



Contents
Cover Story

10 Experiment with Abstract
Take a look at the latest offerings from luxury vinyl 

flooring specialist Karndean Designflooring, designed to meet 
the needs of your customers looking for a more statement style. 

Regulars

06 Industry Update
Catch up on all the latest news and developments 

from the forefront of the residential flooring sector.

36 Products and Services
We take a look at the latest industry offerings, from 

brand-new launches to product updates.  

Flooring Show 2019 Preview

28 Let’s Head to Harrogate
It’s that time again… the Flooring Show is just around 

the corner. Check out our extensive preview for the important 
information you need to plan your visit. 

Focus On: Vinyl & LVT

12 The New Kid On The Block
Find out more about PRO-TEK WPC, the new flooring 

option set to take the UK vinyl market by storm.

14 A Family Affair 
Perfect for busy family households, Kährs has now 

launched a brand-new range of LVT wood and 
stone designs.

Step Inside: Bathrooms

18 Don’t Slip Up
Robert Merry, of The Stone Consultants, outlines the 

key considerations to make to protect both your customer and 
your business when specifying a stone finish bathroom floor.  

20 Small but Mighty
Houzz Contributor Amanda Pollard shares top tips on 

how to transform a small bathroom using flooring, based on 
inspiration from Houzz’s community of homeowners 
and professionals.

Special Focus: Technology

22 A Blended Approach
Derrick Harris, Pivotal Software Inc, outlines how 

integrating digital systems and software can help you transform 
your retail business, including both the internal operations and 
the overall customer experience you provide.

26 Let’s Get Phygital
John Cocksedge, from retail display specialist Fathom, 

explains how you can use technology to connect the digital and 
physical shopping experiences for your customers.

04 | Tomorrow’s Retail Floors  www.tomorrowsretailfloors.com

CONTENTS   



KARNDEAN 
DESIGNFLOORING WINS 
BIG AT BGNFS
Luxury vinyl flooring specialist Karndean 
Designflooring was crowned ‘Smooth 
Flooring Supplier of the Year’ by Flooring 
One at the Buying Groups’ National 
Flooring Show (BGNFS) in May.
As voted for by Flooring One’s members, 
the award recognises Karndean’s 

commitment to supplying its UK retail 
network with the most authentic wood 
and stone luxury vinyl floor designs.
Scott Cochrane, Sales Director of 
Karndean Designflooring, said: “We pride 
ourselves on the quality, performance 
and support we offer our customers, and 
it’s important for us to maintain this level 
of service within the industry. 
“Being named supplier of the year is 
testament to the hard work of our entire 

team and we thank the members and 
Flooring One for this fantastic award.
“The success at this year’s event has 
been a great achievement and we look 
forward to coming back next year to 
see what the 2020 BGNFS show has 
to offer. As always, we’ll continue to 
deliver and work hard to provide an 
outstanding service.”

www.karndean.com/en-gb/floors

Chris Isaacs, Cormar Sales Director; 
Peter Karra, Flooring One Buyer; 
David Cormack, Cormar Director.

CORMAR WINS 
INDUSTRY SUPPLIER OF 
THE YEAR AWARD

Cormar Carpets has won Flooring 
One’s Supplier of The Year 2019 Award 
for the 13th consecutive time.

UK carpet manufacturers Cormar picked 
up the award at the Buying Groups’ 
National Flooring Show, held in May at 
Flooring One’s head office in Solihull.

Voted by members of the buying group, 
the scores are based on delivery 
performance, quality and response 
to quality issues, products and sales 
support/communication.

Commenting on the achievement, 
David Cormack, Marketing Director of 

Cormar Carpets, said: “To be awarded 
Supplier of the Year for 13 years 
running is such an accolade. 

“It makes us immensely proud of all the 
hard work, enthusiasm and commitment 
everyone at the company has put in to 
continue delivering our market-leading 
products, first-class delivery service and 
excellent customer service.”

Cormar continues to produce all its 
wool and polypropylene carpet ranges 
from its two production sites near 
Bury in Lancashire. It also has its own 
fleet of over 60 distribution vehicles to 
ensure a top-class delivery service to 
customers, as well as its own team of 
29 sales representatives throughout 
Britain and Ireland.

www.cormarcarpets.co.uk

NEWS  
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KARNDEAN IS TOP 
CHOICE FOR RESIDENTIAL 
LVT FLOORING
Kardean Designflooring is the number 
one brand in the LVT residential flooring 
market, according to new research from 
market research specialist Leading Edge.

The report, primarily based on 
an extensive telephone interview 
programme with flooring contractors 
and retailers, found that four main 
brands dominate the residential LVT 
market. With Karndean capturing 
the highest share of the market, 
having been used by over half of the 
contractors surveyed at least once in 
the previous year, Amtico, Moduleo and 
Polyflor were the other major players to 
come out on top.

According to the research, these four 
brands have around three quarters of 
the total market between them. Over 
25 other brands share the remaining 
quarter of the market, with Quick Step, 
Lifestyle (Headlam brand), LG Hausys 
and Distinctive among the most used.

The residential LVT market is very 
competitive due to the large number of 
suppliers. There are over 30 brands active 
in the market, including a number of small 
brands operating with low sales volumes. 

The market research company 
predicted that the LVT market will 
continue to grow at a good rate in 2019-
2020 as a result of four key factors: 

• Growth in volume of private 
housebuilding and repair and 
maintenance activity in 2019 and 
2020 of around 2% pa.

• LVT’s continued gain in share of the 
residential flooring market.

• Growth of rigid core LVT products, 
although at a slow pace, which will 
take share from laminate.

• Competitive pricing.

The report determined that the most 
common type of flooring being replaced 
by LVT in residential applications is 
carpet roll (44% of the time), followed by 
cushion vinyl and ceramic. This is, not 
surprisingly, different to the commercial 
sector. In Leading Edge’s report on 
commercial LVT, the type of flooring LVT 
most often replaced is carpet tile (31%), 
with the second being carpet roll and 

vinyl sheet being 
the third.

The residential LVT 
market is split into two 
main categories, with 
three sub categories 
within non-adhesive:

• Dryback 
(adhesive required 
for installation).

• Non adhesive - click 
and fit with a board 
backing, loose lay 
(tiles with a heavy 
backing), rigid core.

Non-adhesive’s share 
of the LVT market has 
been growing and is 
taking a larger share of 
the market each year. 
Rigid core LVT products 
are the newest non-
adhesive products to 
be launched into the UK 
market (they are a well-
established product in 
other markets, including 
the USA). There are 
currently fewer brands in 
this sector as it is such 
a new product. Its share 
of the overall residential 
LVT market is low, but 
is expected to grow – 
although the current 
higher price points may 
limit the sales potential.

A key route to market 
for most brands is the 
independent retail 
sector. The brand with 
the most display stands 
in retail or showroom 
premises is Karndean, 
closely followed by Amtico and Moduleo 
– all with over 30% of retailers in the 
sample having one of their stands. 
In total, 19 different brands were 
identified as having retail display stands 
with many retailers having more than 
one brand on display. 

The full report contains details on 
many other areas such as market size, 
forecast, brand market share, market 
changes by design type, ratings of 
brands on key attributes (price, quality, 
specification, design), reasons for 

selecting each brand, the non-adhesive 
LVT market and what installers would 
like to improve about their supplier. 

The main sources of data which formed 
the research were: telephone market 
research with 104 flooring contractors 
and independent retailers; desk 
research using government statistics, 
construction forecasts, brochures, trade 
magazines and other public information; 
discussions with LVT manufacturers 
and distributors to help determine 
market size.

www.lead-edge.co.uk
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COVER STORY KARNDEAN DESIGNFLOORING

 Karndean Designflooring, 
 Kaleidoscope Marrakesh SP220

 Karndean Designflooring, 
 Heritage Mayfair MAYF-01

Karndean Designflooring has recently 
launched the Victorian inspired Heritage 
collection and latest update to its 
geometric Kaleidoscope range. The 
launch was motivated by a forecasted rise 
in consumer demand for more abstract 
designs, as more homeowners look to 
inject pattern into their living space. 
Stella Coyle, National Retail Sales 
Manager of Karndean Designflooring, 
said: “Whereas previously home 
decorators and renovators have looked 
to the walls or accessories to introduce 
pattern in their homes, they’re now 
going to the floor.
“Instead of relying on pops of pattern 
in cushions or fabrics, a patterned floor 
can make small spaces feel bigger and 
create a statement in larger areas. 
Likewise, patterned floors can be used 
to zone out areas of the home or divide 
separate living areas to cater for multi-
generation and co-living spaces.
“Heritage has been really popular 
with customers looking to achieve the 
original character of elegant period 
interiors or for creating a contemporary 
statement look. Perfect for busy 
rooms where highly-durable flooring 
is required, Karndean’s Heritage 
Collection reinvents historical style 
with all the benefits of luxury vinyl tiles, 
offering a practical choice for an on-
trend, modern floor.”   
Karndean’s brand-new Heritage 
Collection is designed to give the 
opulent look of classic geometric tiles. 
From striking monochrome designs to 
beautifully blended traditional patterns, 
the collection reflects both the classic 
elegance of historic homes and the 
boldness of contemporary trends. Its 
tasteful mix of shades can also be used 
to create a totally individual look.
The versatility of the new Heritage 
Collection is amply demonstrated with 
18 pre-assembled colour combinations 
in four tile patterns– Clifton, Lansdown, 
Montpellier and Mayfair. 
Presenting ten exclusive new colours, 
from timeless terracotta, crimson and 

gold to contemporary dove grey, taupe 
and baby blue, alongside two Opus 
designs Luna and Nero, the Heritage 
Collection features square, triangular 
and octagonal tiles, available in all 
12 shades, which can be mixed and 
matched in any combination to create a 
truly individual floor.
Adding to its abstract collection, 
Kaleidoscope recently welcomed two 
new designs inspired by traditional 
Moroccan and medieval Spanish 
architecture. The eye-catching tiles, 
Casablanca and Marrakesh, are 
inspired by the artistic techniques of 
traditional Moroccan architecture, 
brought to the Iberian Peninsula during 
the eighth century. 
One creative design, available in two 
subtle yet striking colourways, offers a 
modern interpretation of these iconic 
patterns with a non-uniform, patchwork 
arrangement that incorporates a stylish 
combination of geometric forms, curves 
and crests. 
Casablanca shows off this quirky design 
in a monochrome palette of grey shades 
to create a contemporary statement, 
while Marrakesh uses a mix of natural 
earthy colour tones for a warmer, more 
playful look. 
Both colourways are ideal for today’s 
interiors, where their eclectic style will 
effortlessly add character and interest 
to an all-white scheme. Alternatively, 
selecting one of Casablanca’s on-trend 
grey shades for walls, furniture and 
fittings will create a modern take on a 
monochromatic design.
Marrakesh can be paired with rich 
warm wood tones, natural textures 
and terracotta shades, such as Dulux’s 
colour of the year Spiced Honey, for an 
interior filled with rustic Spanish charm.
Available in large rectangular tiles 
(18 x 24”), in the same tile format 
as Karndean’s popular Opus range, 
Casablanca and Marrakesh can be 
seamlessly laid alongside stone or 
wood flooring.
www.Karndean.com

Experiment with Abstract
The experts from luxury vinyl flooring specialist Karndean Designflooring explore its latest designs, 
created in response to more and more customers opting for bolder pattern choices for their flooring.
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KARNDEAN DESIGNFLOORING COVER STORY

 Karndean Designflooring, Kaleidoscope Casablanca SP219

 Karndean Designflooring, Heritage Lansdown LANS-02

Experiment with Abstract
The experts from luxury vinyl flooring specialist Karndean Designflooring explore its latest designs, 
created in response to more and more customers opting for bolder pattern choices for their flooring.
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SPECIAL FOCUS TECHNOLOGY

Imagine walking into a store where you don’t need changing 
rooms to try on clothes; where interactive screens or a 
holographic room allow you to dress virtually and also offer 
you alternate items that may fit your chosen style parameters; 
and where virtual store assistants are always on hand to help 
and guide. If this all sounds a bit too much like something 
out of a sci-fi film, then think again. These types of shopping 
experiences are already being trialled by the likes of Nike, 
Gap, and Topshop.

In fact, the retail environment, has already been changed 
significantly by technology, with almost everyone across all 
age ranges now making purchases online. Somewhat more 
significantly even, the whole customer journey has changed 
beyond recognition. More and more purchasing decisions 
are starting via online research first, with actual physical 
interactions with products becoming more of a reason to 
compare, validate, assess, and confirm final purchase choices.

Take IKEA for instance, which has adopted the use of 
augmented reality, enabling shoppers to virtually see how a 
piece of furniture will look in their own homes through the 
use of a digital tablet or phone. This is ideal for the digital 
shopper, as they are able to make educated, validated 
assessments of potential purchases without fear, and 
potentially without even the need to visit a store.

Amazon has also raised the stakes by elevating online 
customer expectations via the use of one-click ordering, 
suggested similar or alternate products, and rapid convenient 
delivery options.

With flooring, however, it’s a little more difficult when it comes 
to marrying the online experience with the in-store journey. 
Flooring still remains as one of the last bastions of sensory 
shopping. People still like to see and touch the product before 
choices are made and shoppers also use the instore visit to 
seek additional expert guidance and reassurances above and 
beyond what the online experience can provide. In addition, 
the product tends to be large, heavy, and often in need of 
additional services such as fitters, all of which makes for a 
slightly more complicated purchasing journey.

This being said though, technology will play an increasingly 
major part in the future of flooring retail. One example of this 
already taking place is the recent Inspire Studios opened by 
Karndean Designflooring, which are designed to deliver a 
unique and fulfilling customer experience.

These in-store concepts are already featured in several 
flooring showrooms and furniture stores across the country. 
Central to the shop-in-shop setup, interactive play tables allow 
customers to select the perfect flooring solution for their home 
by exploring full product ranges, with each range supported 
by a lifestyle story and photographs of example rooms. The 

Let’s Get Phygital
John Cocksedge, Head of Design at retail display specialist Fathom, explains how flooring retailers can use technology to connect their digital and 

physical shopping experiences for their customers, based on current examples from other retailers.

customer can also use the interactive 
tables to digitally test their own ideas, 
giving them the chance to express their 
own personality and develop a look that 
fits their style- supported at all times by 
trained, knowledgeable staff. 

 Karndean Inspire Studios © The Shopper Agency

 Karndean Inspire Studios © The Shopper Agency
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SPECIAL FOCUS TECHNOLOGY

Let’s Get Phygital
John Cocksedge, Head of Design at retail display specialist Fathom, explains how flooring retailers can use technology to connect their digital and 

physical shopping experiences for their customers, based on current examples from other retailers.

Looking ahead to the immediate future, 
it’s hard to see how digital could truly 
replace the physical in this sector, 
as people will always need to see 
and touch the product; particularly in 
daylight, where the true colours of the 
product can be seen, rather than in 
the artificial environment of the digital 
screen. It’s also currently impossible to 
virtually impart a sense of touch, so the 
finer details in a piece of engineered 
wood or LVT on a website will remain 
as just a 2D impression. The final 
confirmation of choice is still likely going 
to come down to how the product looks 
and feels when it sits in your hand. 
This connection with the physical has, of 
course, been partly overcome with the 
ability to order sample swatches online, 
but there are remaining parts of the 
purchasing journey where people are still 
looking for that expert human guidance.
In fact, the Karndean approach is 
probably signalling that the future is likely 
to become a more rounded, guided, and 
multi channelled experience. In-store 
environments will be designed to support 
the initial online experience, further 
enhancing those initial virtual choices, 

by providing a comfortable destination, 
which both inspires and builds 
confidence, and thereby completing the 
journey of choice.
And this is where new technologies, and 
indeed some current ones, are likely to 
have the greatest impact, particularly 
when looking to create the balance 
between the physical experience and the 
digital experience, to create the perfect 
‘phygital’ symbiosis.
It’s not unimaginable that in the near 
future we would all have the ability to 
walk into a store with a digital scan 
of the rooms in your own home and 
visualise these in a fully immersive, 
expertly-guided simulation.
In essence, the experience of choosing 
flooring in this supported way is likely 
to become the reason to go ‘in-store’, 
which reflects why people still want to go 
to IKEA. It’s not just about the product, 
which they could of course visualise 
online and purchase from the comfort of 
their own home, it’s more about the whole 
experience… and the meatballs.

www.wefathom.com

 Karndean Inspire Studios © The Shopper Agency



HOP ON THE HERRINGBONE 
HYPE WITH KARNDEAN 
DESIGNFLOORING 
Luxury vinyl flooring specialist Karndean 
Designflooring is accommodating the 
trend for herringbone laying patterns 
with its small plank and tile designs.
With the growing trend to match 
designs ‘room to room’ in separate 
rooms, open-plan spaces and broken 
living areas, Karndean’s small (18” x 
3”) plank and tile designs – available in 
Art Select, Opus and Knight Tile ranges 
- can be perfectly placed alongside the 
matching full-size planks and tiles. Laid 
in a herringbone, block or brick pattern, 
they can bring an extra sense of style 
and interest to any room.
Stella Coyle, National Retail Sales 
Manager of Karndean Designflooring, 
said: “Herringbone, a design that made 
its debut on the cobblestone streets of 
the Roman Empire, continues to pop up 
in design elements year after year. 
“Designers and homeowners alike are 
rediscovering the pattern and fresh new 
looks are emerging. It’s a love affair 
that’s not going to fade anytime soon.

“Our product designers recognised 
the desire for a wide selection of small 
plank options when updating our 
popular Knight Tile collection with four 
plank designs – Washed Scandi Pine, 
Grey Limed Oak, Pale Limed Oak and 
Lime Washed Oak. Having the option 
to introduce a smaller plank design 
in a herringbone or block designs 
against our matching 36” x 6” full-
length plank adds a new visual element 
for home decorators and renovators. 
What’s more, we all love a little colour 
continuity in our lives.” 
Karndean has since introduced smaller 
plank and tile designs when updating its 
Art Select and Opus collections. 

Opus is the first collection to release 
two smaller designs in a tile format 
with the welcome addition of Fumo 
and Argento in an 18” x 3” design. 
Ideal for home decorators looking for a 
stone look, Fumo and Argento can be 
matched with an 18” x 4” full size tile. 
Adding to its smaller plank portfolio, 
Art Select has recently been updated 
to offer four new French oak designs - 
Prairie Oak, Glacier Oak, Mountain Oak 
and Savannah Oak – in the same 18” 
x 3” style. They can be matched with a 
choice of extra-large (56” x 9”) planks to 
define separate living areas and create 
an effortless sense of flow. 
www.karndean.com

Products & Services
We take a look at some of the latest products and services from the forefront of the residential flooring sector...

HARVEY MARIA 
LAUNCHES ORGANICS 
DESIGN COLLECTION
Harvey Maria has introduced its new 
Organics Design Collection of luxury 
vinyl tiles (LVT).
Combining a mellow stone-effect with a 
square-in-a-square motif, the collection 

includes eight individual LVTs from a 
palette of four shades.  Each design 
uses a seamless shadow detail, which 
creates a stunning visual contrast 
between the tile’s inner square and edge.  

Organics Design replicates the clean, 
neutral palette from Harvey Maria’s 
Organics Stone range – Natural, 

Portland, Jurassic and Cambrian. Four 
designs have a dark inner square and 
a light border, and four have a light 
inner square and dark border. 
Laid alternately, the geometric 
design creates an almost 3D illusion, 
alternating from light to dark. When a 
single colour contrast is repeated, the 
tiles create a mini cube effect. Endless 
other designs can be created by mixing 
the plain and patterned tiles, and by 
combining them with single shade tiles 
from the Organics Stone range.
Each Organics Design tile measures 
30.5 x 30.5cm and the larger Organics 
Stone tiles measure 30.5cm x 45.7cm. 
All designs have a bevelled edge and 
can be laid in all settings, including 
bathrooms and over underfloor heating. 
www.harveymaria.com

PRODUCTS & SERVICES
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