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J
uly 10, 2000. That's the day America's Floor Source opened. I think back to the months and days leading up

to that date as well as the 20 years since. I get emotional thinking about it. For those of you who have done it,

you know the pain and sacrifice, the wins and losses and the emotional and financial roller coaster starting

and owning a business can be. But it’s the relationships, the friendships and the love that I'll remember and cher-

ish the most.
America's Floor Source would never be where it is today without the people who comprise Team AFS. Over the

course of 20 years there are a lot of people who have been a member of the team. (See page 58 for the complete

list.) Whether you’re an employee, an independent contractor, a supplier, a service provider or a client, I want you

to know I appreciate everything you have done for me and this company over the years. Thank you!

To all the AFS employees, both current and former, thank you for your dedication and sacrifice. Thank you for

standing by my side in the good times and the bad, always willing to fight the battles that needed to be fought.

I told myself I was not going to single people out, as once I start naming names I will never be able to mention

everyone whose name deserves to be called. Regardless, here it goes: Vickie Mascarello, Jason Bush, Dan Canter-

bury, Becky Sweeney, Dusty Gall and Perry Stover. You were the originals—the group that took that leap of faith.

Some of you are still at the company and some have moved on, but I want you all to know I will never forget you.

Thank you for believing.

Randy Brenly, Bob Miller, Todd Sweeney and Scott Borah—you all weren’t far behind. Thank you for sticking it

out all these years and helping to build a great company. Thank you for being there when I needed you most.

Roger Slack, Joan Hullinger and Tim Myers—two of you are gone from this earth, but the lessons I learned from

all three of you will never be forgotten. Thank you for being great teachers and great friends. There is a reason all

three of you are in the AFS Hall of Fame. (See page 46.)

Tim Henson, my brother from another mother. This incredible success could have never happened without you

leading the charge for all those years. You are truly one of the best. Thank you for always being there for me and

the rest of the team.

To all the incredible AFS installers, I want to say we could never have done this without you. Thank you for be-

ing part of Team AFS. Thank you for your dedication. I've got your back because you have always had mine.

Mr. Lee, the consummate professional, class act and Hall of Famer: Thank you for always being there for me and

this company.
To all of the AFS suppliers and service providers—thank you for all your support over the years. It truly takes a

team and you all are a big part of Team AFS.

Shaw Industries—thank you for earning your spot as our No. 1 supplier for 20 years straight. You are a great

partner and you understand what partnership means.

Bob Mosher, you were also an original—the first service provider for AFS. It has been 20 years and here we are,

still together, making this thing go. Thank you.

Edgar Aya, Alex Aya and Comp-U-Floor, thank you for being my ERP (point of sale through general ledger)

provider for this entire journey. Edgar, I still remember the original demo you did for me prior to even opening

AFS. Man, have we both come a long way. I look forward to continuing this journey together as you put the finish-

ing touches on your new cloud-based system that everyone in the industry should be looking at.

Brad Dresbach, 20 years of creating the brand as a service provider to now starting as an employee of the com-

pany. I cannot wait to see what we can create over the next 20 years with you being full time and focused on just

our brands.
To all of our customers—a big THANK YOU! We understand without customers we are nothing. I appreciate each

and every one of you. We were there for you yesterday, we are here for you today and we will be here for you to-

morrow. Thank you for allowing us the privilege of working with you, your teams and your clients. We work hard

every single day to earn your business.

To Dustin Leggans, my technology business partner in RLM and TraLaMa—thank you for believing in my vision.

You truly are a gifted programmer and a great friend.

To my mom—thanks for raising me the way you did and for always believing in me and being there for me.

To my wife, Andrea, thank you for letting me do what I love. I love you and our two children, Beck and Owen.

Team AFS broke $100 million in annual revenue in 2019, and it feels like we are just getting started. The future

is whatever we make it. Let's make it a billion dollars while having a great time along the way. Thank you, everyone!

Jason Goldberg, CEO, America's Floor Source

So many people to thank
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I’m going to be brutally honest here. I did not really know Jason Goldberg until
about six months ago. Sure, I knew of him. Sure, I knew he owned a flooring
business in Columbus, Ohio, called America’s Floor Source. Sure, I knew he had

started a CRM business called Retail Lead Management. 
Every once in a while we would cross paths in an aisle at a trade show. In fact, the

first time I walked past him some years ago I needed my business partner, Dustin
Aaronson, to point him out. “That’s Jason Goldberg. He is not a Steve fan.” (Dustin had
somewhat of a relationship with Jason because he had reached out on multiple
occasions to attempt to get Jason to advertise Retail Lead Management in our classi-
fieds section.)

Not everyone can be a “Steve fan,” but in this business you never want to alienate
anyone. I just didn’t know how to handle this situation. You see, I have been close with
Jason’s dad for the better part of 25 years. For those of you who have been sleeping
under a rock for the last quarter century, Jason’s dad, Michael Goldberg, is the owner of
Rite Rug, a significant independent flooring retailer with a sales volume north of $300
million. Rite Rug is also based in Columbus. Rite Rug is also a competitor to America’s
Floor Source. Jason was also once president of Rite Rug. Jason was also fired from Rite
Rug 20 years ago, which led him to start America’s Floor Source.

I always felt I had to choose sides. In my book, loyalty is the most important trait a
person can have. Michael is not only a friend, but he advised me on a number of
personal issues. He was the one who told me I needed to get divorced. He was the one
who suggested I move to Manhattan. There was a lot more.

It wasn’t until a January 2020 meeting with the FloorForce folks at their headquar-
ters in Manhattan that someone approached me, introduced himself and asked if we
could step away and talk for a few minutes. It was Jason. I found him to be friendly,
professional and, most importantly, sympathetic to my relationship with his dad. We
had done a 75th anniversary supplement for Rite Rug some time ago, and he asked if we
would be interested in doing one to commemorate his company’s 20-year milestone. I
said I’d have to get back to him. It may not have been fair, but I had to do some soul
searching. 

Over the last couple of months I have learned more about America’s Floor Source
than I ever knew—all of which is contained in this issue. I got to see his operation
firsthand, from his enormous campus to his impressive retail showroom and builder
design center to the efficiency of the entire operation. You don’t invest $100,000 in a
business—selling your house and cashing in your 401k in the process along the way—if
you don’t believe in yourself. You don’t grow that business from $100,000 to $100
million in 20 years if you don’t have vision, drive and brains.

This special America’s Floor Source supplement is not only a celebration of the past
20 years, but it also contains some digestible nuggets that any retailer can employ in his
or her business. It’s a journey worth sharing.
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mailto:frankn1@me.com
mailto:krystal@fcnews.net
mailto:info@fcnews.net




A conversation with

JASON GOLDBERG

6 July 20/27, 2020 fcnews

Who is Jason Goldberg?
I'm a third-generation flooring
person. My grandfather
started one of the largest
flooring companies in the
country in Rite Rug in 1934
and then it passed to my dad.
I worked there for a number
of years, and that's where I
cut my teeth in the flooring
business. I became president
of that company in 1997 at
the age of 27. I was fired on
March 25, 2000. I started
America’s Floor Source on
July 10, 2000.

Give me a brief overview of
America's Floor Source. 
We're a flooring retailer that
focuses on four main divi-
sions: builder (our largest),
property management,
wholesale to the trade and re-
tail. The wholesale, retail and
property management pieces
are all pretty close in size, and
builder is close to 58% of the
business. We started doing
only builder, then we added
wholesale, then property
management and then retail
came fourth. We've also dab-
bled in commercial, but I'm
not out there looking for it.
But I would venture to say at
some point we will have a
larger commercial presence
just because we're always
looking for ways to grow, and
to grow the way we want to

grow requires a knowledge of
what you're getting into. 

What has been the
company’s hallmark?
The company was built based
on the mindset that service
was going to be No. 1. We are
just going to service the cus-
tomer as best we can. ‘Ser-
vice, and I mean right now!’ is
one of our core values.

What differentiates Amer-
ica's Floor Source from
other flooring companies,
whether local or national?
I think our team is better. I'm
sure everyone thinks they
have great people. I know we
have great people. And what
differentiates us is the
amount of time and effort we
put into training our people
on how we do business as
America’s Floor Source. I
spent and continue to spend
an immense amount of time
building the system that is
America’s Floor Source. I built
it with help from the team.
So, that's the main thing for
me: it's the people, the train-
ing and the processes that
we've been able to put in
place and that we continue to
refine. 

Anything else aside from
the people?
We don't play in the low-mar-

There are not a plethora of floor covering
dealers in the U.S. doing more than $100
million annually. America’s Floor Source is

one of them. The Columbus, Ohio-based re-
tailer blends builder, retail, wholesale and prop-
erty management businesses across four cities
with a carefully orchestrated strategy for
growth. Founder and CEO Jason Goldberg, re-
cently sat down with FCNews to discuss the
journey, the present and the future.
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gin business. I think that's
helped make us successful.
There's only so much low-
margin business that I'll even
stomach. We're very specific
in the business we want and
the business that we'll do be-
cause of the high level of
service we want to offer. We
want to be high volume at a
high service level. A lot of
people who do high volume
find their service level suffers.
I won't let that happen. I ex-
pect our service levels to keep
increasing, not decreasing.
But you can't do that without
implementing a great system.
And then to run a great sys-
tem, you need great people.
And for them to run that
great system they have to be
trained exceptionally well.

But it's not only the train-
ing on how you're doing busi-
ness, it’s the product
knowledge, the installation
knowledge, the negotiating
knowledge, the sales knowl-

edge. I'm in a lot of Facebook
groups, and I listen to what
people are saying. A lot of the
conversations are people talk-
ing about training. Some peo-
ple just don't understand

what to be training on. It's re-
ally unfortunate. To build a
large sustainable business,
you need to truly understand
what is important to train on.
It took me years to figure it

out. But once you do figure
it out, you need to work ex-
ceptionally hard with your
team to make them under-
stand and buy into the train-
ing. Then every day you
work on learning and im-
proving those things. This
cannot be talk, it has to be
action.

What mistakes did you
make early on that helped
shape the company today?
We've opened in markets that
weren’t right for us and pulled
out. Fort Wayne is a good ex-
ample of that. We've gotten
into product classes we didn't
fully understand and pulled
out. We've tried commercial
but had the wrong team.
We've done things like fin-
ished on-site hardwood and
got out. We got into carpet
cleaning and got out. You
learn from those experiences
of what you did wrong, then

I M P R E S S I O N S
“Jason is one of the
brightest minds in the
flooring business today. He is
innovative and is driving new
solutions and platforms in
the retail business. 
In 20 years, Jason has built,
from scratch, one of the
largest and most successful
flooring businesses in 
the country. Shaw is honored
to be a supplier and partner
to America's Floor Source.” 

—Vance Bell, chairman & CEO,
Shaw Industries



you regroup and try it again. We've
learned a ton from those mistakes, and I
can tell you with confidence that when
we enter a new market, launch a new di-
vision or add a new product class of busi-
ness, we have a greater chance of being
successful because of the lessons we
learned from making those mistakes
early on.

Talk a little more about why a
particular market may not work out. 
Expanding into markets just because a
builder wanted us to go. It has to be
more than that. You have to analyze that
market and make sure it's a right fit for
you. Our Indianapolis operation was prof-
itable the first year. But Indianapolis is
very similar to Columbus in size, setup,
shape and people. Fort Wayne, on the
other hand, has maybe 250,000 people,
it doesn't fit our model. So, even though
we went there for a builder, those 40
houses that builder was giving us wasn't
enough to make any money. So, you look
at the size of the market and realize this
was a mistake. We closed Fort Wayne
within six months. We just knew it was
wrong.

We opened in Cincinnati many years
ago, lost money for five years and shut it
down. We simply had the wrong team.
We reopened Cincinnati in 2019, and it is
turning out to be a very successful mar-
ket for us now. We learned from the mis-
takes of the past.

Cleveland was the same thing. We
opened and struggled for over two years

and shut it down. Part of the issue was
the team, part of the issue was installa-
tion and part of the issue was misjudging
the market itself. Don't be surprised if we
reopen Cleveland, having corrected all
those mistakes, and turn that into an-
other flourishing market for AFS.

What else contributed to the success
of AFS?
We just talked about learning from the
mistakes and having a high level of serv-
ice. But to me, the absolute most impor-
tant thing is our team. I know everyone
says people are their most important
asset. I think we would all agree with
that. But we take that to the next level.
It’s the training and emphasis we put on
the knowledge they have to have and
how they interact and the type of person
they are, that is really important to the
overall success of America's Floor
Source.

The other thing is, I own almost all my
own facilities. It does make a difference
in a downturn because I control the rent.
A company has a much higher survival
rate in a downturn if the owner of the
business also owns the property.

What did you learn from your time at
Rite Rug?
I learned the basic aspects of the flooring
business. I'd like to be able to tell you that I
learned a lot about running and operating
a large business but that just wasn't the
case. I would say I've learned a lot more
about the flooring business and business
in general since I've been out on my own

I truly believe my dad was struggling

back then with running the business be-
cause he really didn't understand how to
properly run and grow a large business. As
such, he did not have the proper knowl-
edge and tools to teach me some of those
key aspects. Fast forward to today and he
has obviously corrected that as he has
built an enormous company.

I learned product. I learned operations.
My dad, to his credit, made me start in
the warehouse and from there I went
into cutting. I had to go through the
realm of positions. He made me go into
sales even though I didn't want to do it.
He said if you want to become what you
can become, you have to do this. I also
learned a lot of things to not do, like
maybe there were better ways to treat
people.

Give me two things you learned from
your dad.
I learned how to be tough. My dad, you
know, is tough. He was tough on me. His
father was tough on him. Not saying
that's the right or wrong way to do it.
That's just the way it happened to him.
And that's the way it happened to me. 

Did you learn how to negotiate at Rite
Rug?
Oh yeah. I got to sit in all the purchasing
meetings. I learned the core. I mean to
make it to the president of the company
in 1997, I would say I learned how to do
everything to run a business, specifically
a flooring business. But I probably
learned the fundamentals better than
the average person because my teacher,
being my father, wasn't going to give me
anything. I had to earn it. And he gets my
respect for that. I don't agree with the
way he did everything, but I have to at-
tribute part of my success to the training
he gave or didn't give.

If we were sitting here 20 years ago
and I told you that America’s Floor
Source would be a $100 million com-
pany, how would you have responded?
Not a chance. Because when I started, I
was always thinking to myself, “What
would it be if I could ever build a $50 mil-
lion flooring company?” That would be
the pinnacle. 

So now what?
Well, we hit $50 million and now we've
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I M P R E S S I O N S
“Jason is not your typical flooring dealer.
His ability to service and adapt to all
flooring market segments has set him
apart with his customers. I’ve known Jason
for nearly 15 years, and he has always
pushed the envelope—he’s not willing to sit
around and wait for someone else to do it
first. His passion and commitment to
innovation have made America's Floor
Source a great partner for Shaw.”

—Mark Tucker, vice president of
builder sales, Shaw Industries



hit $100 million. And I believe
we can get to a billion dollars.
But to do that, you have to
have the desire and the work
ethic. I'm 49, and if I'm will-
ing to put the time in and the
team is on board, I know we
can do it. 

How do you get to a billion
dollars at this point? Is it or-
ganic? Is it expanding geo-
graphically? Is it expanding
into other segments like
commercial?
The answer is yes to all those
things. I'm a fan of maximizing
your market penetration. For instance,
when I look at the competitive landscape
and I can even go back to Rite Rug,
where I used to work, they do over $300
million and have all these markets, but in
some markets they may only do $5 mil-
lion. I'm in Columbus, Indianapolis,
Cincinnati and Louisville. I would rather
do between $50 million and a $100 mil-
lion in one market, because when you
open a new market, I don't care if you're
doing half a million, $5 million or $50

million, you have to build an entire opera-
tions, installation and field team. You
have to be able to install. And that is such
a complex process to be good at. And
that's what really separates those of us
who provide exceptional service from
those of us who don't—managing a field
and an installation department with top-
quality installers.

So when you've already built those
components in a marketplace, like we've
done in the four markets we're in, then

you maximize the marketplace.
So, in each marketplace we
have a hub store, like here in
Columbus we have this
125,000-square-foot campus
and I have two satellites. So, as
I expand, the company's
growth may not be geographic
expansion. For instance, in In-
dianapolis with a new facility,
we're doing close to $20 mil-
lion right now, but we can get
that market as big as Colum-
bus. And then in Louisville,
we're going to be buying a big-
ger facility. My setup is a large
hub location and then as we

deem it necessary within the market to
grow, we can add satellite retail facilities. 

We also do in-home shopping via the
Mobile Floor Source. Our federally trade-
marked slogan is "Our Showroom to
Your Living Room." So, I can hit retail in a
market without opening the satellites.
But sometimes a satellite store does
make sense.

But if we're going to look to get to a
billion, then, yes, we would have to open
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“Jason and his team have
built a tremendous business
over the past 20 years. We
have been fortunate to
support the success of
America’s Floor Source. 
Congratulations, Jason, 
and here’s to 20 more!” 

— Jeff Lorberbaum, CEO,
Mohawk Industries

I M P R E S S I O N S



additional markets. Let's say we're doing
$70 million in Columbus, we could get to
$100 million easily; all I would have to do
is add commercial. We can also add prod-
uct categories. I told you some categories
we were in that we got out of, we know
the mistakes we made. So, for example, it
wouldn't be that hard for us to go back
into finished on-site hardwood or carpet
cleaning. And then there are a couple
other categories that we’re looking at.

Are you in cabinets and countertops?
No. I'm just focusing on flooring because
there are a lot of avenues for that. But I’m
not saying that's not a possibility. 

Margins on builder work vs. wholesale
vs. retail?
You have to do a lot of volume with
builder. It's kind of similar with property
management. Retail's the highest margin.

Talk about your installer training.
We're one of the few companies that
have actual hands-on training. I break

training down into three areas: classroom
training, online training where people can
do it at their own pace on modules, and
then you have the hands-on training
where you get your hands dirty type
training. And that's what we're talking
about over here. We have a training cen-
ter here in Columbus and we have an-
other one in Indianapolis. It’s a space
where we teach attendees how to prop-
erly site assess, prepare substrates and
install correctly. 

But the other main benefit of that
training center is addressing installer er-
rors. If an installer is willing to learn the
right way to do something and come to
the training center, one of our training ex-
perts will review the issue and show
them the correct way to do it. 

The other thing we can do is, let's say a
builder has a specific bathroom they're
building with a specific tub and shower
combination and they're trying to figure
out the best way to lay it out. We can cre-
ate a mockup of it in our training center
and then we can have them come in and
we can standardize a layout before they
start building it. 

When we build the new expansion
space, the training center is going to be
four times the size it is now. I want to be-
come a regional training facility across
this country, not just for America’s Floor
Source but for the National Tile Contrac-
tors Association (NTCA), the National
Wood Flooring Association (NWFA), Cer-
tified Flooring Installers (CFI) and for all
these organizations that offer regional
training that are always trying to find a
host company. That will give us not only
training for our own employees and con-
tractors, but think about all the others it
will help.

Let's talk about that design center,
that service you provide for your
builders.
It’s a full-scale design center with design-
ers on staff. If we're doing your business
as a builder, we will do your selections at
no charge, and not only the flooring se-
lections but the accompanying products
as well. The only caveat is you have to
give us all the business. But this model is
not unique to us. There are a lot of com-
panies where that's their whole business
model. And there's a couple of really big
companies that focus just on builder
business, where their whole model is de-
sign center selections with installation.
But some of those companies are doing
the countertops and the cabinets on their
own. We don't do it. We just do the selec-
tion but not the installation of those
products.

Here in Columbus you have three facili-
ties. 125,000 square feet on 10 acres.
You just bought 13 more acres. You're
going to build one big facility?
I haven’t decided if it's going to be one or
if it's going to be multiple buildings. But
we're going to move our main retail
showroom. Right now, this current facility
doubles as a builder design center and re-
tail showroom. We're going to build a new
retail/wholesale showroom that will be
our version of a new concept store. It's
going to have a massive showroom.
That's where the new training center is
going to go. The non-classroom part will
be a minimum of 10,000 square feet.
We're going to have a binding custom rug
making area in that facility. And then
we're going to add a whole bunch more
warehousing because we're almost out of
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space with the business we're
doing.

Let's talk about challenges
today.
I would say the biggest chal-
lenge is always finding the
right teammate, the right per-
son who has our values, work
ethic and cultural fit. And to
make sure that each time you
hire someone you hire that
right person. We haven't al-
ways done that, but we've gotten signifi-
cantly better. 

What about maintaining margins?
Margins are always challenging, but
that's the nature of competition. You
have to decide what works for your
company. We decided we're not going to
play in that super-low-margin business.
Everyone has a finite amount of re-
sources. At any point in time, you only
have so many salespeople, so many
warehouse people and so many in-
stallers. And prior to the coronavirus hit-
ting, the installer issue was the big talk.

Everyone had limited capacity, but what
do you want to use your capacity on? Let
your competitor do the low-margin busi-
ness. If you want to waste 60% or 70%
of your overall capacity doing work for
that, great. We've had builders who
come to us and say, “Will you do some of
this business?” Not at those prices we
won't. “Well, that's all we're going to
pay.” The reason you're looking for a new
company is because the current com-
pany you are using is obviously not per-
forming to the level you want. The reality
is, you get what you pay for. So, if you're
a builder and you're trying to build an

entry-level house, or whatever
level you're trying to build, and
you're constantly just beating
your guy down for price, then
expect the beat-down price to
reflect the type of service you
receive. 

What's the biggest opportunity for you
right now?
The biggest opportunity would be our
ability to continue to grow the company.
We can open more markets if we want
because there's opportunity for that. We
can open additional divisions like com-
mercial. We can add product classes. We
can add a satellite retail location for Indi-
anapolis. We can add a bigger hub loca-
tion in Louisville. 

There's so much opportunity, but we
have to be cautious in which ones we
decide to invest in and the speed at
which we want to do it.
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All hands on deck. Jason
Goldberg operating a cutting
machine from Accu-Cut, one
of the company’s longtime
vendor partners. 
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just combining the importance of mak-
ing sales with the importance of having
a great system. A great lead manage-
ment system helps you with both. I
speak with dealers all the time who
want better ways to market yet have
no system to manage their leads. It’s
baffling that they cannot understand
the management of leads is the more
important piece of this equation. If you
spend $5,000 a month to generate
leads and yet have no idea who is han-
dling what leads, what stage in the
process they are in, close rates, etc.,
you are throwing away money. 

I'm relentless when it comes to lead
management. We use it in every divi-
sion of the company. It’s one of the key
reasons for our massive success.

Build, maintain a referral business.
There are hundreds of things that are
important in running and growing your
business—too many for me to list. But
let me leave you with one more: repeat
and referral business. Great companies
have an abundance of repeat and refer-
ral business. This is not by accident.
Giving customers great experiences so
they want to buy from you again and
tell their friends is what we should all
be striving for.
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sIx keys to buIldInG and GrowInG a
SUCCESSFUL FLOORING COMPANY

Jason Goldberg, CEO of America’s Floor Source, places 
a strong emphasis on tracking data and managing leads.

by J a s o n  G o l d b e r G

builder, apartment, wholesale, retail or
commercial work? Do you want to do
multiple combinations? You have to
develop people, techniques and sys-
tems to properly go after and handle
the type of business you want.

Institute standard operating
procedures. The bigger you get, the
more standardi zed your systems,
processes and procedures need to be.
This is of vital importance. Great
systems, processes and procedures
allow you to have a standardized way to
achieve a consistent result. I cannot tell
you the number of companies I talk with
where they simply don’t have this, which
leads to everyone doing things whatever
way they want. That might work when
you are smaller, but it will never allow
you to reach the pinnacle of success. In
my opinion, even small companies
should have well laid out systems,
processes and procedures. The earlier
you start, the easier it becomes.

I spend an immense amount of time
building and refining the system,
processes and procedures that make
AFS run smoothly. We could never do
the business we do now without them.

Manage your leads. This is actually

Iget asked all the time, “How did you
do it? How did you build and con-
tinue to grow a successful flooring

business?" Here are some of the keys:

Be prepared to sacrifice. You will have
to sacrifice things that are important to
you in order to build your business.
Starting and building a business is not
only hard work but also mentally taxing.
You cannot half-ass it. If you want to
have a chance of being successful, be
prepared to sacrifice things that are im-
portant to you—things like family time,
doing things you like, etc. If you are un-
willing to make sacrifices, you probably
won’t be as successful as you could have
been or may not be successful at all.

I made many sacrifices to start
America’s Floor Source. I sacrificed
family relationships. I sacrificed time
with my friends. I sacrificed material
things like the home I owned and the
nice car I drove. Both were sold so I
could have money for the business and
keep my monthly expenses low. I lived
in an inexpensive apartment in a not-
so-nice area of town and drove a $500
used pick-up truck.

Build a strong team. This is actually
the single-most important piece of the
equation. If you want to build and grow
a great organization, it starts with great
people. They don’t need to be great ini-
tially, but they need to have the right
characteristics so you can guide, help
and teach them to become great. One
of the biggest mistakes I see other en-
trepreneurs make is trying to do every-
thing themselves. You cannot grow a
great organization by doing everything
yourself. There simply isn’t enough time
in a day and eventually you will plateau.

You will never be able to grow a large
business without that great team who
you empower with responsibility and ac-
countability.

Develop a sales strategy. Without
sales you have no business. And it’s not
just any sale, it’s the type of sale you
want for your company. Where do you
want to play? Do you want to do





From the penthouse to the outhouse
I had $70,000 in my 401k and I had a house that had some equity. So, I
cashed them both out. I sold my house and I netted $50,000 on the sale.
I cashed in my 401k and netted another $50,000 after taxes. I moved

into an apartment in a
bad part of town right
by the store. I took my
hundred grand, signed
the lease and just went
for it. 

I remember money
being an incredibly big
issue because when
you do builder work,
you buy material, you

pay labor and then you wait to get paid. And sometimes that waiting
game can be quite long. So $100,000 really isn’t enough. I got declined
by seven banks for a bank loan. I finally got a friend of mine to co-sign
on a $200,000 line of credit. I paid him $3,000 every month for that sig-
nature. That’s a crazy interest rate for that type of loan, but I didn’t have
a choice. I was also paying interest to the bank for that same loan.

Structure
I think when most people start a
flooring business, they don’t
have the structure that I had.
When you’re the president of a
company the size of Rite Rug and
you understand technology and
you understand relationships and
people and divisions as well as
pricing and buying, etc., it wasn’t
that difficult for me to structure.

The original three
I had talked to several of the builder clients I was doing business with and said, “Look,
I’m unemployed. I’m going to start my own company. If I start, will you give me just a lit-
tle bit of business and then I’ll earn my stripes.” All three of them said yes. So, it was me
and then six people who had worked with me at the previous job. 

We came out like wildfire. We opened July 10, 2000, and did $1 million between
July and December. And then in 2001 we did $5 million. And it was at that point where I
was able to go to the bank and say, “Look at my inventory; look at my receivables; look
at our profitability.” When we came out of the gate, we were running between 7% and
8% net profit. We were making good money.

Once I was open, I could show after a few months we were legit. “You can come see my facility. I have a 12,000-square-foot
warehouse, 4,000 feet of office space. You can see we're doing work for these guys.” Slowly, other builders started giving us some
opportunities.

In the beginning…
After I left Rite Rug, flooring is really all I knew. I
had worked in the business since I was 15. I
worked through high school and through college.
So I knew flooring. I had taken the builder division
from $2 million to $12 million in two years. I knew
I had a base. After I got fired, I needed to decide
what I wanted to do. Well, I decided I wanted to
do flooring. I really didn’t want to work for anyone
else, so I just took a leap of faith. I wasn’t married
at the time. I had no kids. I had a team of people
who still worked at the competitor that were all
looking to me, like, what are we going to do? So, I
wrote a business plan. I found a 16,000-square-
foot space. It was behind a church, not in a great
part of town, but it was the right price.

How $100,000
became 

$100 million
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Jason Goldberg, CEO of America’s Floor Source,
takes a look back over his 20-year journey. Following
are his recollections, in his own words…

2000
$1,143034

2001
$5,002,937

2002
$7,374,600

2003
$8,568,752

2004
$11,405,482

2005
$15,016,018

2006
$17,909,696

2007
$15,696,075

2008
$16,146,715

2009
$18,475,327

Climbing through the years



Profitable from
the get-go
The first year, I was profitable
on day 47 and we've never
looked back. Most people are
not profitable that quick, but I
was smart in the fact I made
sure those builders all had
their own design centers so
we didn’t need a showroom. I
just needed office space and
a warehouse. And all the peo-
ple came to work for me for less money than what
they were making at their previous job. I didn't take
a salary for the first 18 months. I just lived like a
pauper so I could make the company go.

The growth path
We started with builder in Colum-
bus and it was very cash intensive
and I didn’t have a lot of cash. So,
the second segment we added was
wholesale (to the trade) business.
And we added that relatively
quickly—in the second year. The reason I wanted to go that way is be-
cause I only had to hire one person to do it. It was a person from the in-
dustry who I had worked with previously and wanted to come aboard.
But the key to that business for me was you get paid upfront so you're
not waiting for your money. It drastically helped our cash flow. If I would
have added property management prior to wholesale, I would have dug
myself an even deeper ditch because I would have been buying material,
installing it and waiting for even more money. So, I had to figure out
which division could actually help my cash flow when a bank was not
willing to give me money. And the answer was wholesale, and that divi-
sion did very well. We didn’t actually have property management until
about 2008.
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2010
$26,259,517

2011
$31,830,701

2012
$41,121,463

2013
$54,305,322

2014
$64,529,365

2015
$65,834,668

2016
$77,525,389

2017
$82,678,717

2018
$94,954,061

2019
$105,543,943

continued on page 16



Bad timing
I bought this land, built this building and moved in here in 2005. So, we
went from very low rent to a 50,000-square-foot building with high
rent. At the same time, we started a remodeling company. And then

the recession hit in
2006. I lost more than
a million bucks over
three years on the re-
modeling side of the
business. I shut down
that portion of our
business in 2007. I
can tell you this was a
critical point in my
personal history and

the company's history. I had never really “failed” at anything that big,
business-wise. In my own head, this was a major fail and making the
decision to shut it down was extremely tough. Little did I know, it was
that one decision that perhaps saved my company. That decision and
the subsequent results made it easier to try things as time went on and
fail at them without beating myself up over it. We've had a lot of fail-
ures since 2007, and now I can honestly say those failures helped me
and the team learn and become better. If you want to succeed in busi-
ness you have to come to grips with things failing as that’s going to
happen. It’s what you take from the failure that you can build on that
really matters most.

The power of advertising 
I didn’t start advertising until about 2014. That’s when I finally said,
‘If I’m going to do retail, I’m going to do it right.’ And I flooded the
market. Back then, TV and radio were still great drivers. I clearly
overspent because I was going to take that market share. So, when
the average business spends 5% on advertising, that first year I
spent $300,000 despite having only one retail salesperson who
was writing close to $1 million. I spent 30% of our retail business
revenue from the year before on advertising. The results were
tremendous. The business changed overnight. And then we started
hiring more retail people. Customers started coming in. The next
year we jumped it to $400,000. Then it was $500,000 to where
now we're almost at $1 million in marketing funds just for retail.

Geographic expansion
We opened Indianapolis and Cincinnati in 2010 at the exact
same time for builder. In Indianapolis, we opened for a
builder we thought we were going to get but ended up not
being awarded the account. That was a scary time as we just
made a significant investment in a market to have no busi-
ness. Luckily, two things happened very quickly. First, we
landed Westport Homes. And then the company for which
we went to Indianapolis, Fischer Homes, actually switched
the business from the company they originally awarded to
us. Indy was profitable that very first year; Cincinnati was a
completely different story. We opened with the wrong part-
ner and couldn’t make any money.

First foray
into retail
We added retail in 2010
with the Mobile Floor
Source. That’s when I
hired my first retail
salesperson. When he
wasn’t out running his calls he would be in the showroom. I
have 15 of them right now on the road and they do very well.
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From humble beginnings
Snapshots from AFS’ 

original location in 2000

1 Todd Sackett, a friend of Jason Goldberg's, with original employees Perry Stover and Vickie Mascarello • 2 Goldberg and Bob
Mosher, the company's IT consultant who has been with AFS since day one • 3 Mascarello, Goldberg, Teresa Bush, Todd
Sweeney, Roger Slack • 4 Sales team: Slack and Joan Hullinger • 5 Tim Henson, current president of the builder division

1 2

4
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Building the America’s Floor Source brand
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Twenty years ago, when we were
first starting out, our advertise-
ments had one simple goal: make

us look legitimate so builders would ac-
cept our calls. 

So, we took out full-page ads in
Builder Update, the magazine of the
Central Ohio Building Industry Associa-
tion. And just like anytime we do any-
thing, we stepped it up. We worked with
an ad agency, hired models, shot original
photography. The whole thing was at a
different level than most local trade ads.
It worked. After seeing our professional
ads in every issue, builders who used to
just brush us off started taking us seri-
ously. And we’ve been advertising in
the publication ever since.

We change the campaigns periodi-
cally. Some feature photos or illustra-
tions; others are text driven. In any
case, the message stays consistent. Our

ads targeted to builders always talk
about our key competitive advantages
and our commitment to builders.

An added challenge that many of us
in the flooring industry have is our mul-
tiple audiences who have different
wants and needs. What’s important to a
homebuilder might be different than
what’s critical to a property manage-
ment client and different still from what
a residential homeowner values most.
Yes, they all want a good product at a
fair price, but the details are different. 

To ensure effective messaging across
audiences, we’ve developed audience
profiles for each of our divisions. These
profiles include the wants and needs of
each group, and we then use these pro-
files to develop all our marketing tactics.

It’s important that, even if we have
unique message points that vary from
audience to audience, the overall brand
look, feel and message must be the
same. Whether it’s a flyer targeted to a
specific business prospect, a television

by b r a d  d r e s b a c h

Jason Goldberg, founder and CEO of
America’s Floor Source, holds an enlarged

image of one of the very first America’s
Floor Source print advertisements. 
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From the first print campaign, America’s
Floor Source has consistently created print

advertisements that grab attention and
deliver one key message per ad. Today, 
social media outreach plays a large role.

campaign promoting our Mobile Floor
Source to homeowners or an Instagram
post that’s likely to hit both homeown-
ers and homebuilders, it all must exude
the same brand essence.

However, building our brand has taken
a lot more than just running good ads

and creating professional brochures. Our
brand is everything a prospect, customer
or client experiences regarding our organ-
ization. It includes what our fleet vehicles
look like; how we greet people when they
walk into our stores; our product mix; the
experience someone has on our website;

the way we set appointments and com-
municate schedules; what people hear
and read about us in the media; the
quality of our installations, etc. 

In short, our brand is everything. 

Brad Dresbach is chief branding officer at AFS
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MOBILE FLOOR SOURCE: 
a more convenIent

way to shop for floorInG

When customers need new
flooring but are short on time,
the Mobile Floor Source brings
the America’s Floor Source
showroom to their living room
where they can coordinate
flooring selections with their
existing furnishings and décor.

by J o s h  k ly n n

to their paint colors, cabi-
netry and furniture. This was
designed to improve cus-
tomer satisfaction and build
on America’s Floor Source’s
reputation for excellent cus-
tomer service.

The Mobile Floor Source
was a huge hit with retail
customers. So much so that
Goldberg purchased more
vehicles to service home-
owners throughout the re-
gion. Today, that fleet has
grown to 15 units serving
homeowners across central
Ohio and Indianapolis.

Appointments with Mo-
bile Floor Source can be
made Monday through Sun-
day at no cost to the home-
owner. A personal flooring
advisor is assigned to each
customer; before arriving at
their home the advisor
reaches out to discuss the
project. This ensures that
when the advisor arrives at
the customer’s home, he or
she is equipped with an as-
sortment of samples that
fits with the customer’s vi-
sion. For those who don’t
know exactly what they’re
looking for, the advisor can
make recommendations and
provide design inspiration.

Once in the customer’s
home, the advisor walks
through to examine the ex-
isting flooring, review basic
information about usage,
check subfloor conditions
and discusses any concerns. 

Once the flooring prod-

In 2009, America’s Floor
Source had a substantial
share of the Columbus

homebuilder market but al-
most no retail sales—primar-
ily because it had no retail
stores and had never really
focused any attention on re-
tail sales. How could it com-
pete in this competitive mar-
ket without investing heavily
in opening stores all over
town? Enter the concept of
the Mobile Floor Source.

Jason Goldberg, founder
and CEO of America’s Floor

Source, purchased a Dodge
Sprinter van and installed
custom shelving to transport
hundreds of flooring sam-
ples. Suddenly, America’s
Floor Source didn’t need a
bunch of showrooms. In
some ways, the Mobile Floor
Source was like having thou-
sands of showrooms, one in
every living room throughout
Central Ohio.

The vehicle would be
driven by an experienced
flooring salesperson and
bring samples to customers’
homes. Customers would
see flooring products under
their own lighting and next

ucts have been selected, the
advisor measures the room,
draws up a diagram and pre-
pares a detailed estimate
right on the spot. Many cus-
tomers opt to move forward
during their appointment,
and the advisor completes
the order, arranges payment
and, if the materials are in
stock, provides an installa-
tion date right away.

The personal flooring ad-
visor then takes on the role
of project manager, following
up with the order, tracking
any material shipments and
keeping tabs on the installa-
tion process.

In addition to providing
America’s Floor Source with
an economical and effective
way to compete in the retail
flooring market, the Mobile
Floor Source has proven to
be a hit with customers who
love the convenience of not
having to drive across town
to a store, the comfort of
shopping in their living room
and the confidence of know-
ing exactly how the flooring
will look in their house.

Josh Klynn is the vice 
president of marketing for

America’s Floor Source





Tailor made
sales support and installa-
tion teams,” said Jason
Goldberg, CEO. “So basically
we have people who special-
ize in understanding and
servicing that specific divi-
sion.” 

The processes and ap-
proaches for each division,
while sometimes similar, can
be very different, he noted.
“For instance, we have a
team of inspectors who pre
and post inspect all our
builder work. Whereas in re-
tail we have the Mobile Floor
Source for in-home shop-
ping. The needs of a builder
can be very different from
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The “buck-shot” ap-
proach of servicing
various end-user ac-

counts might work for some
retailers, but that’s not the
case with America’s Floor
Source. Whether it’s builder,
property management,
wholesale or retail consumer,
the key to success, according
to the company, requires
taking a varied and tailored
approach to the respective
end-use sectors.  

“Each division of our com-
pany has separate sales,

by r e G I n a l d  t u c k e r

that of a retail customer.”  
Generally speaking, a retail

customer is usually more in-
terested in getting the best
quality product for the best
price. While cost/value is im-
portant to other end users,
it’s not the only considera-
tion. “A homeowner may be
interested in paying more
due to the fact that it is in
their home, while a property
management company is
usually more primarily fo-
cused on availability of prod-
ucts and price,” said Haley
Keefe, customer service
manager, Louisville region. 

Tim Calhoun, assistant
manager, Louisville region,
agreed, providing further dif-
ferentiation. While many
builders seek a quality prod-
uct at a great price, it’s also
top of mind for property
managers. The key is to be
competitive while protecting
margins. “The best way to
approach it is with quick
turnaround and the fairest
price along with great cus-
tomer service,” he explained.
“With retail, you have to have
a more personable approach.
You have to get to know the
customer and be able to re-

late to them, make them feel
at home. The more you know
about the products and how
to install them, the more they
are likely to listen to you and
go with what you say and
want to buy from you.” 

AFS views its tailored ap-
proach to serving the various
end-use markets as a point
of differentiation between
the company and its com-
petitors. For Chris Howell,
CFO, it’s all about making
those key points of differen-
tiation apparent to the cus-
tomer in each of those
channels. As he explained,
“For retail, customers can
come into our location and
walk the store, or we have
the Mobile Floor Source if
they would rather see the
products in their home or
shop at home. With whole-
sale, we offer multiple facili-
ties and those customers
have specific locations within
the store for them. However,
they can still use the entire
showroom if needed. We also
have the outlet center for in-
dividuals or businesses look-
ing for a bargain or special
deals. Our builder
clients have the option of

No one size fits all for
America’s Floor Source customers

Builder

Property
management Retail



fcnews                                                                                       July 20/27, 2020 23

using a designer and our de-
sign centers to help them
with various selections and
flow through the entire
home.”  

The specialized approach 
To ensure each end-use mar-
ket segment receives the ap-
propriate attention,
America’s Floor Source em-
ploys specific teams that
specialize in a given area.
“These teams are the experts
of their specific segment and
can meet the expectations
and perform at a very high
level,” Mike Stinnette, presi-
dent and COO, explained. 

By design, these segment
experts are groomed with
the expectation that they will
grow into roles of increasing
responsibility. To that end,
America’s Floor Source
makes it a point to hire or
promote from within its ros-

ter of experts. Each AFS ac-
count manager is a specialist
within the division they are a

part of, and all account man-
agers prospect and network
within the community in

which they work.  
As Tim Henson, president

of the builder division, ex-
plained it: “A builder account
manager concentrates on
learning and understanding
the new home construction
business. They attend builder
association events and semi-
nars, and they study the
products that best suit resi-
dential new construction ap-
plications. Internally, the AFS
builder account manager de-
velops relationships with
manufacturer representa-
tives who also are dedicated
to and specialize in working
with home builders, working
together to offer our builder
customers the best possible
line of products that best fit
their unique needs. We do
the same thing in our prop-
erty management, commer-
cial, wholesale and retail

continued on page 24

I M P R E S S I O N S
“Twenty years in business
and more than $100 million
in revenue is an unbelievable
accomplishment for
America's Floor Source
(AFS), and that deserves
celebrating. Furthermore,
Jason Goldberg's
entrepreneurial spirit and
forward-thinking approach
has laid the foundation for

significant growth. At Schönox, we believe our
innovative, service-first approach is an excellent fit
with AFS. We see a continued partnership, due to so
many similarities, full of collaboration and collective
growth for both companies."

—Mike Penney, senior vice president, 
nation and strategic accounts, Schönox
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Continued from page 23

divisions.” 
Erik Warren, vice president

of residential operations for
AFS, shared his philosophy
on approaching the different
market segment. “Property
management is like the train-
ing ground; it teaches how to
manage an account, how to
prospect and the most basic
flooring products,” he ex-
plained. “Builder is a different
animal altogether. It is really
about planning and execut-
ing—like a party
planner. Wholesale is where
you need material experts
and an installation under-
standing. In a sense, it re-
quires the most flooring
knowledge. You really need
to know a lot to answer
questions from contractors
and installers. Retail is the
complete sale. You need true
salespeople, but they need to

wear every hat. To do it well
you have to be quick, effi-
cient, bright, empathetic,
confident and very de-
tailed. Builder has a whole
team on both sides to help
plan the party, but retail is all
you and you need to get it
right because there is some-
one living in that house.” 

It’s all about the customer 
AFS said it owes much of its
success to relationships the
company has forged over its
20-year history. These close
ties have provided valuable
insight into customers’
wants and needs in each
segment. “Having engaged
relationships with our cus-
tomers is key to making sure
AFS is providing and offering
the right product and serv-
ice,” said David Sexton, gen-
eral manager, Columbus
West. “We are partners in
the process and that makes

us uniquely positioned.” 
America’s Floor Source

has spent years developing
unique customer profiles
that help the company un-
derstand the shopping expe-
rience within each market
segment. Each profile is tai-
lored by market and cus-
tomer type. On top of that,
the company also studies the
various decision journeys
that its customers experi-
ence and makes the neces-
sary changes as needed to
keep up with changing times. 

“These tools allow us to
customize our marketing—
digital, social, email and be-
yond—ensuring that each
individual receives messag-
ing specific to their needs,”
said Katelin Ahern, market-
ing automation manager.
“We work diligently to under-
stand our customers’ moti-
vations, eliminate
frustrations and ensure the
purchase process and overall
experience is beyond their

expectations.” 
While the respective mar-

ket segments have different
needs and parameters, they
all are approached with the
same basic concept: satisfy-
ing the customer. “Everyone
in the company has the men-
tality that we are all here to
facilitate the needs of the
customer and ensure they
are being provided the serv-
ice they require without hesi-
tation,” said Holmes Elder,
retail store manager. “Being
flexible and having the ability
to adapt at a moment’s no-
tice allows AFS to stay multi-
faceted and a leader in each
segment.” 

Rocky Maxwell, vice presi-
dent of the company’s
Louisville region, concurred.
“We approach each one with
the same sense of care, ur-
gency and consistency. Each
division has its own niche,
and we strive to pair up the
appropriate people with each
customer or division.” 

Effective tips to providing customized service
In an operation geared toward serving a variety of clients in different end-use
markets, it’s important to have structures and guidelines in place to ensure the
needs of those clients are served appropriately. Following are some tips AFS rep-
resentatives employ regularly to address those needs:

Know thy customer. “Find out who the decision maker is and what is impor-
tant to them and their business model and in what order, and then address
each,” said Dick Fadley, vice president of estimating. “Remember, there are dif-
ferent decision makers in a company. What’s important to one may be lower on
the list for the others, i.e., production managers, purchasing managers, opera-
tion managers and principals, etc.” 

Bring the right attitude. “Make every customer feel like they are your most im-
portant customer,” Fadley added. “Treat them the same, make them feel valuable.” 

Follow up accordingly. The deal doesn’t end with the sale. To ensure you have
satisfied customers, it’s important to touch base with them every step of the
process—even after the sale. “We do this in every division,” Fadley explained.  

Maintain consistency in your dealings. Clients may differ according to their
specific focus, but the one common denominator is their need to feel special.
“Every customer is important and receives the same respect and service,” said
Cary Jerris, president, Indiana region. “We make sure we are consistent in our
approach with our core values and virtues.” 

Be friendly and flexible. “Each channel has different expectations on price,
product selection and urgency during the sales process,” said Rich Haight, direc-
tor of business development. “We design our efforts to create customer satis-
faction when meeting the different expectations.” 





I REMEMBER WHEN
PNC BANK WAS NOT
WILLING TO

SUPPORT OUR GROWTH. 5/3
BECAME A TRUE BUSINESS
PARTNER TO ADVISE AND
HELP US WHILE AFS GREW
LOCALLY AND EXPANDED
INTO NEW MARKETS AND
LOCATIONS.”

— Chris Howell, 
chief financial officer

“Mohawk has been a really
good partner over the
years. it does a good job
with branding and helps
drive custoMers to us. we
have good relationships
and get good service froM
theM. My favorite person
to deal with at Mohawk
was Mike stinnette. he was
the regional vice
president for My area for
years. i thought so highly
of Mike that i eventually
convinced hiM to leave
Mohawk and be the
president and coo of afs.”

—Jason Goldberg, CEO

“Shaw Industries has been our
best and largest partner for 
20 years. They get it. They are
very consistent in what they
do. They are understanding 
and work with us on all
fronts. Their people are top
notch. They are honestly the
model, in my opinion, for a
successful manufacturer 
when you factor in every
aspect of what's important.”

—Jason Goldberg, CEO

“
5/3 BANK

“Over the years,
they have been a
great supplier of
sundries and
supplies.”
—Jason Goldberg, CEO

“We have used
Carpenter pad for 
18 years, and they have
always provided us with
the best pad in the
industry. They have
made sure we were
taken care of every time
the industry had pad
shortages so we did not
have disruptions in our
business.”

—Jason Goldberg, CEO

“We have a great
partnership with
Mannington, and they
have really nice
products that connect
with the consumer.”

—Mike Stinnette,
president and COO

ALL TILE/CARPET 
CUSHION SUPPLIES

CARPENTER

SHAW INDUSTRIES

MOHAWK

MANNINGTON

THE DIXIE GROUP
ENGINEERED FLOORS

“Great style, fashion and
design between their three
lines. Our designers love
working with their fun
patterns, colors and styles.”

—Jason Goldberg, CEO

SCHLÜTER SYSTEMS
“Over the years, they have provided
expansive training to our staff,
installers and end users. Very
responsive and always willing to
jump in and help.”

—Jason Goldberg, CEO

“They have worked hard to
build relationships with us
over the last few years. They
offer us some unique options
that help control inventory.” 

—Jason Goldberg, CEO
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SUPPLIERS brInG value throuGh PARTNERSHIP
by m e G a n  s a l z a n o

Amajor part of any retail business in onboarding new suppli-
ers. But it can be easier said than done. For Jason Goldberg,
America’s Floor Source CEO, the key qualities of a good

vendor/retail relationship boil down to integrity and partnership.
“At my former employer, prior to starting AFS, suppliers were not

treated like partners,” Goldberg said. “They were just someone you
bought things from and you charged them back at every opportunity
you had. I simply disagree with this way of doing business. We treat
our suppliers as partners. We need each other to be successful.”

The following supply partners have made a lasting impression on
AFS and its leadership:





28 July 20/27, 2020 fcnews

America’s Floor Source didn’t evolve
from a fledgling organization that
started out behind a small church

in Columbus, Ohio, into a $100 million,
multi-location company 20 years later by
backing down from challenges. Every
step of the way CEO Jason Goldberg and
his team dealt with challenges, and often
turned those challenges into golden op-
portunities as they grew into one of the
industry’s most influential retailers.

FCNews spoke with Goldberg and his
executive team about challenges and op-
portunities facing the flooring industry
today and how AFS deals with them.

Challenges
“The biggest challenge is finding great
people who have the same values and
work ethic that we have at AFS,”Gold-
berg said. “Whether that be an employee
or an installer, finding the right people for

your team is paramount to having and
growing a successful business. We have
done extremely well with this challenge
as we have a team that I would put up
against anyone in the country. And that
team continues to grow at a rapid pace.”

Another big challenge is installation
and having qualified installers to do the
work. “This one is never going to go
away and it separates the good from
the great,” he added. 

Installation is not the only bugaboo.
Technology within the flooring industry
is another major challenge. “I have been
very vocal on this front as I feel our in-
dustry does not have proper technol-
ogy for the future,” Goldberg explained.
“I founded Retail Lead Management to
solve some of these problems, and we
continue to invest heavily in this plat-
form. I also founded TraLaMa, the Trade
Labor Marketplace to help on the in-
staller front.” (See pages 52-57 for
more on RLM and TraLaMa.) 

Chris Howell, CFO, attested to the
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challenge of keeping up with rapidly
changing technology. His recommenda-
tion is to embrace it. “Technology has
continued to help us with training, and
once utilized will help improve the en-
tire floor purchase experience.” 

AFS also noted jobsite readiness and
ensuring the customer understands the
expectation of a ready-to-go job.
“Whether this be subfloor levelness,
temperature or scheduling, this will al-
ways be challenging,” said Rocky
Maxwell, vice president, Louisville re-
gion. “However, we work hard to set
the expectation up front.” 

Opportunities
Successful retailers are always looking

CHALLENGES TO
OPPORTUNITIES

How potential stumbling blocks can be
leveraged to your advantage

While the flooring industry continues to struggle
with the installation shortage, retailers who
proactively address the issue will stand out.

From the showroom to
the warehouse and

beyond, AFS is staffed
with hard-working,

committed individuals.
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for opportunities to grow vs. maintain
the status quo. America’s Floor Source is
one of those companies. “There are so
many opportunities for a company like
ours in this industry—too many to even
list,” Goldberg said. “Let’s just say, we do
over $100 million today and feel that $1
billion is not out of the realm of possibil-
ity. There is that much opportunity for
AFS out there because we are an elite
company comprising elite people.”

This “next opportunity” philosophy is
embraced across all levels of the com-
pany. “Expansion, growth and maintain-
ing standards are challenging but offer
the opportunity to capture more busi-
ness,” said Holmes Elder, retail store
manager. “When done properly, with
good management and proper training,
we can continue to separate ourselves
from our competitors. Challenges are
opportunities with the right plan.” 

Specifically, AFS said it looks for op-
portunities to grow its footprint within
existing markets, either through larger
locations creating more of a destination
shopping experience or opening addi-
tional locations within its current mar-
kets. At the same time, the company

remains on the lookout for opportuni-
ties to open in markets in which is does
not currently operate. 

At AFS, however, it’s not just about
opportunities to grow revenues—al-
though that’s clearly the objective of any
business-minded retailer. It’s also about

giving employees opportunities to grow
within their own roles. “The best thing
about AFS is the opportunities from
within,” added Tim Calhoun, assistant
manager, Louisville region. “We always
look to promote from within our
branches. Hard work pays off here.”

I M P R E S S I O N S
“Engineered Floors has had a great
relationship with America’s Floor Source going
on nine years. There has always been a mutual
respect between our two companies. We have
similar goals and aspirations that we feel have
benefited both parties. We have an excellent
relationship that is built on honest, open
dialogue. We are all comfortable with sharing
our goals and expectations with one another. 

“AFS has a direction mapped out. They are
focused on growing and offering a unique

experience to their customers. AFS runs their business in the most
professional way, and this is evident in how they conduct themselves.”

— Brad Matthaidess, regional vice president, Engineered Floors







Shaw Floors cites Goldberg’s
entrepreneurial spirit 
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In Ken Jackson’s storied
career at Shaw Industries,
the chief financial officer

has mentored scores of
flooring retailers and rubbed
elbows with hundreds of
CEOs, inside and outside the
flooring industry.

Few, if any, have left the in-
delible mark that Jason Gold-
berg has. Jackson, who
recently retired from Shaw In-
dustries after a 30-year career,
has known Goldberg for 12
years after first meeting at a
benchmarking seminar related
to the builder business.

Jackson said he quickly dis-
covered Goldberg was special.

“He has as good an entrepre-
neurial spirit as anyone I have
ever known. He is very smart,
bright and driven. A lot of peo-
ple can be smart, but they
don’t put the energy into it. He
is interested in business and
how to grow it.”

When Jackson first met
Goldberg, he said America’s
Floor Source was generating
revenues in the mid-teens
(millions). Today, as it com-
memorates 20 years, AFS is a
$100 million business. “Noth-
ing surprises me about Jason,”
Jackson said. “A wise man
once told me that he would
rather bet on people than on
anything a resume would say. I
had absolutely no doubt he
would reach the $100 million

by k e n  r y a n mark. I would never
bet against him.”

Not only is Gold-
berg an outstanding
entrepreneur, Jackson added,
he is an innovator. He recalled
a Shaw Flooring Network con-
vention during which Goldberg
made a compelling presenta-
tion on behalf of a lead man-
agement program he
developed. Goldberg subse-
quently signed up retailers for
his lead management soft-
ware. The program, Retail
Lead Management (see story
on page 52), is widely success-
ful today.

“Jason is unique; he figures
out a way to do something,
trains his employees and in-
stills in them the discipline to
carry it out,” Jackson said. “He
wants his people to succeed,
and they will succeed if they
follow his lead.”

Jackson also cited Gold-
berg’s entrepreneurial spirit in
developing TraLaMa (short for

Trade Labor Marketplace), a
novel online platform designed
to connect businesses to the
labor they need. (See story on
page 56.) “He thinks differently
about how to approach issues.
In developing TraLaMa, he sur-
veyed probably 1,000 people
representing different trades.
He put his own resources into
it, and he did a lot of research.”  

But it’s Goldberg’s vision
that really impresses. “He looks
beyond the immediate horizon,
thinks about how to solve is-
sues, and then invests in solu-
tions with an aim to profit off
it,” he said. “He builds a team
and believes in accountability.
He’s a forward thinker and in-
novator—probably as much as
anyone I have come across in
all my years, and I have seen a
lot of people. He’s a fine person
and has built a great business.”

Ken Jackson

Shaw remains a No. 1 supporter
Over two decades, Shaw Industries and
America’s Floor Source have forged a
productive and profitable relationship
with Shaw emerging as the retailer’s
No. 1 supplier in terms of revenue.

This mutually beneficial relationship
has grown stronger over the years, ac-
cording to Vance Bell, Shaw Industries’
chairman and CEO, and Mark Tucker, vice president of builder sales. The two execu-
tives shared their feelings about AFS and Jason Goldberg, CEO, with FCNews.

“Jason is one of the brightest minds in flooring ,” Bell said. “He is innovative and is
driving new solutions and platforms in the retail business. In 20 years, Jason has
built—from scratch—one of the largest and most successful flooring businesses in
the country. Shaw is honored to be a supplier and partner to America's Floor Source.”

Tucker noted Goldberg’s business acumen and entrepreneurial drive. “Jason is not
your typical flooring dealer,” he said. “His ability to service and adapt to all flooring market
segments has set him apart with his customers. He has always pushed the envelope—
he’s not willing to sit around and wait for someone else to do it first. His passion and
commitment to innovation have made America’s Floor Source a great partner for Shaw.”

Vance Bell Mark Tucker
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For two decades, America’s Floor Source (AFS) has serviced
a vast network of customers—from small wholesale firms
to property management companies to large national

home construction groups. Whether the business managed
apartments or built 400 homes a year, the AFS staff was there
every step of the way to ensure success was achieved.

Executives representing these diverse sets of companies gave
AFS high marks for its systems, service and staff expertise. 

Following are comments from some of those customers. 

Andrew Brindley, 
H-E Homes
Indianapolis
For us as a builder, we have
worked with a lot of trade
partners for 15-20 years, so
when we switch trade part-
ners it is a very calculated de-
cision about which we are
incredibly cautious.

Everyone likes to talk about
their big service component;
however, AFS does help its
clients have better experi-

ences in the showroom. They
ensure our process and their
process is met. They have an
amazing service team that ac-
tually checks their installers’
work before the project
starts. I don’t know how many
times AFS has caught a
chipped tile before the project
started. Things are fixed be-
fore we have to say anything. 

We submit all our blue-
prints for estimating pur-
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poses, and they actually go
through the blueprints and lay
out where the carpet is going
to be laid, where the carpet
and hardwood are going to
go, where the seams go. They
make sure the installer puts it
in correctly, so it is handled
right the first time and we are
not left with too little or too
many materials at the end. 

We’re called High Efficiency
Homes. I would be lying if I
told you we didn’t value effi-
ciency in our partners, and
they are efficient.

Brad Yates, Manor Homes
Dublin, Ohio
America’s Floor Source is our
first and only flooring partner,
and we have been with them
since our inception 11 years
ago. A lot of companies talk
about their customer service,
and it can be overstated.
Where AFS shines is they are
not scared to get on a job site
to make sure all the materials
are there or to get in front of
a customer—even if it’s our
customer. The personal touch
they give all the way to the
senior levels is impressive.

We are sole source with
those guys, and we do 400
homes a year. To be able to
pull that off with one source is
amazing; it helps tremen-

TIES THAT BIND
For AFS customers, it’s all about relationships

dously and speaks volumes
that we can go with one part-
ner. They are an awesome or-
ganization.

Jay Smith, Fischer Homes
Louisville, Ky.
Fischer Homes entered the
Columbus market in early
2010 and that’s where we first
started working with Amer-
ica’s Floor Source. 

Since that time, our rela-
tionship has grown. We
started working together in
Indianapolis in late 2010,
Cincinnati in 2016 and when
we opened our Fischer
Homes operations here in
Louisville in 2017.

America's Floor Source is
truly a partner in our business
of delivering quality homes to
our purchasers. They help us

remain competitive by provid-
ing a wide selection of the lat-
est flooring designs. But what
really sets America’s Floor
Source apart is the quality
and customer focus of their
people. Tim Henson, Rocky
Maxwell (in Louisville) and the
rest of their organization are
committed to error-free in-
stallations and customer sat-
isfaction.

America’s Floor Source
provides competitive pricing,
which is a positive
attribute. They have their own
internal quality control proce-
dures. More importantly, they
are a ‘do the right thing’ or-
ganization. They are always
willing to work together to
find mutually beneficial solu-
tions in our customer-driven
competitive environment.

Manor Homes
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Aside from working hard to
deliver our homes on sched-
ule and of the highest quality,
they are just great people. We
always find a way to have a lit-
tle fun along the way.

Tom Craig, 
Tom Craig Flooring
Columbus, Ohio
I’ve known Jason [Goldberg,
CEO] probably 30 years, and
have been doing business
with AFS for all 20 years they
have been around. I remem-
ber where they started—in
the back of a church—and to
see where they are now is
amazing. 

If I only had $1 to my name,
I would give it to Jason Gold-
berg because he would make
so much money back for me
with that $1.

I buy all my material from
Jason; the benefit of that is
he has connections with all
the mills. He supplies my
samples that I give to my cus-
tomers. He makes sure the
product is here for me, cut for
me and warehoused for me. If
there is an issue, he will take
care of it. 

I am a small guy that is
backed by a multi-million-dol-
lar business, and I get any-
thing I want from them—all I
have to do is ask. No matter
what I need, he is there to
help me and make me money,
which makes him money. I
couldn’t do this business
without him.

Will Benton, Pulte Group
Louisville, Ky.
Personally, I have been doing
work with AFS for two years.
My company has been doing
work with AFS for 10-plus
years. What makes AFS stand
out to me is their partnership.
They care about the cus-
tomer and about providing an
exceptional experience. The
Louisville management team
of Tim Henson and Rocky

Maxwell are fantastic to deal
with.

The value AFS brings to a
builder like the Pulte Group is
the ability to fully service the
account. AFS will bend over
backwards to meet deadlines
to get the customers the
products installed correctly in
a timely manner. 

Any business you are in is
based off relationships. Tim
Henson and Rocky Maxwell
have been true professionals
and believe in building lasting
professional relationships.

Josh Costanzo, 
Preferred Living
Dublin, Ohio
We do our deals with Randy
Carter. I don’t like dealing with
anyone else because the man
takes good care of me. If I
have to get something done,
he goes above and beyond to
help me; he’s amazing. If I call,
in a moment’s notice he calls
back. He has always come
through for me. The customer
service I get from Randy is
worth its weight in gold. 

Jay Bennett, RH-Homes
Hilliard, Ohio
I have been doing business
with Jason since he started
AFS. He has always been hon-
est and straight forward and
always goes the extra mile to
meet my needs. In fact, all of
the AFS staff bends over
backwards to hit the schedule
set for them. 

When a problem arises,
they do all they can to correct
the problem ASAP. Most of
the time they are able to flip
some installs to make sure the
schedule is met. 

The value they bring to me
is that I know I don’t have to
worry about their phase of
work. I know it will be done on
time and done right. It has
been a pleasure doing busi-
ness with Jason and his staff

for the last 20 years. 

Steve Knazek, 
Schumacher Homes
Canton, Ohio 
We’ve been doing business
with them for 13 years, and
the way they can complete
jobs correctly and on time is
what makes them stand out.
The quality and communica-
tion that you always get job
after job is special.

Jim Gericke, 
Durable Floors
Columbus, Ohio
I work almost exclusively with
AFS and have for 13-14 years. I
spent a lot of years in the
flooring business—wholesale
and retail. They do it the best
in having the people who can
answer my questions and ful-
fill my needs. They inventory a
large scale of products, from

Schumacher Homes

continued on page 36



base grade to upper-end
goods, and I can hit any price
point I need to depending on
the customer. If they don’t
have the answers, they will
get them to me quickly.

Derek Gazafy, 
Pulte Homes
Columbus, Ohio
AFS has been doing business
with Pulte in Columbus for
over 15 years (the relation-
ship started with Dominion
Homes who Pulte acquired
five years ago). What makes
AFS different than other
companies, in my opinion—
even compared to compa-
nies in unrelated trades—is
their consistency in perform-
ance and commitment to our
account. Too often, as com-
panies grow, the perform-
ance, service or care for an

account diminishes. We are a
large account and AFS has
grown its business very well
over the years, but we still
are getting the performance
and attention to the account
as if they were starting out.

The value they bring I can
say in two words—pre-
dictability and partnership.
Home building is dynamic,
with new challenges every
day in material supply, labor,
weather, etc. AFS is a partner
that we can count on to
make things happen no mat-
ter the setbacks. Both of our
companies recognize the
value in partnership and the
predictability we bring each
other as we work together
through the highs and lows.

Jeremy Patton, 
Epcon Communities
Dublin, Ohio 
AFS employees spend the

time to make sure everyone
knows the right way to install
the job. The experience of
their team helps, and the
team’s tenure allows for
long-term relationships to
work together. AFS is a cus-
tomer service-focused busi-
ness that understands what
builders need and what cus-
tomers want.

Tony Tipton, Tee’s Flooring
Columbus, Ohio 
I have worked with reps from
all locations in Columbus and
the hands on I get from all of
their reps is above the norm.
Pricing matters as well, but
the communication sets
them apart for my needs. I
own my own flooring com-
pany, so the value they bring
to me is more in the day-to-
day activities such as order-
ing promptly. Their
warehouse is hands on—
quicker and friendlier than
any other company.

But the most important
attribute for me is the con-
sistent process on the day-
to-day grind. I used to buy
from three different compa-
nies—one being AFS—and
found myself leaving
AFS satisfied and with a
smile on my face; the other
two, not so much. Peace of
mind matters; loyalty mat-
ters; and AFS excels in mak-
ing me feel that we matter. 

I realize we are just a little
fish in a big pond, but over
the years my family and
friends have been able to
support not only our fami-
lies, but others in need as

AFS helps us get to that fin-
ish line time and time again. I
personally am very grateful
to be a part of their journey.
Hopefully, we go another 20
years together.

Tim Gagnon, Pulte Homes
Carmel, Ind. 
We’ve been doing business
with Jason for approximately
10-plus years. What makes
AFS different or unique is
their top leadership manag-
ing their business. They un-
derstand the industry,
customer needs, trends and
the housing cycle. There is
high business acumen in all
their leaders. What really
stands out are four things:
flexibility, understanding, ac-
count intimacy and profes-
sionalism.

Michael King, 
Rockford Homes
Columbus, Ohio
We have been working with
Jason and his staff for more
than 20 years. I believe we
were his second major
builder in central Ohio when
he started AFS. From the
first day they started AFS, he
and his staff have operated
with the upmost integrity.
Their scheduling, installation
and service are second to
none in the industry, they are
always on time, the finished
quality is great and if a serv-
ice call is needed after clos-
ing, the service is excellent. 

Michelle Heareth,
Perfection Builders
Louisville, Ky.
They are a very large com-
pany that treats us like fam-
ily. We have a hotline to our
reps, and they are quick and
responsive.

They bring consistency,
reliability, professionalism
and attention to detail. Their
reps go above and beyond
for anything I need.
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The power
of giving back
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When you’re fortunate
enough to achieve a
measure of success

in life or business, it’s impor-
tant to pay it forward and help
those who are less fortunate
or in dire need of assistance.
That’s the philosophy that
America’s Floor Source
embraces in its ongoing
support of organizations that
are near and dear to the heart
of its CEO, Jason Goldberg. 

“I understand the struggle
that many people face—some
with little or no help to make it
better,” he stated. “I’m in a po-
sition to make a difference.”

A case in point is the com-
pany’s support of an organiza-
tion called In Christy’s Shoes,
which addresses the many is-
sues facing women today—
homelessness, unemployment,
domestic abuse, substance
abuse and human trafficking
chief among them. As the or-
ganization’s longtime leading
sponsor, America’s Floor
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Source is focused on helping
victims of abuse and neglect,
or simply those in need of
help, get back on their feet. 

Given the important role
women play in the world,
Goldberg said it’s critical that
society shows its support.
“When you were a kid, who
was the strongest person to
step up in your life?” he
asked rhetorically. “It was
likely your mother or a
mother figure who raised
you. As you grew up from
child to teen and young man
or woman, it was most likely
your mother. As an adult,
who is the strongest person
in your life? Women repre-
sent strength and stability.”

There are times, however,
when even they need help. He
referenced all-too-common
scenarios such as single moth-
ers struggling to get by. During
these times, Goldberg said, it’s
up to everyone to lend a help-
ing hand. “Not all women are
in a position or are lucky to
have people around to provide
help,” he said. “We all need our

communities to step up.”
Becky Sweeney, CFO and

co-founder of In Christy’s
Shoes, cited Goldberg’s en-
during support of the organi-
zation. In particular, the
commitment of the retailer
and his entire team on the re-
cent ‘Step Up for Women’
campaign. “Jason not only
provided us with financial
support but also leadership,”
she said. “He is always reach-
ing out to suggest ways of im-
provement or just to say,
‘Good job!’ We have reached
an audience that we could not
have otherwise without his
support. We are truly grateful
for America’s Floor Source’s
support year after year.” 

Spreading the love  
Over the years, America’s Floor
Source has also supported nu-

America’s Floor Source finds
purpose in supporting a host

of worthy causes

In Christy’s Shoes, an
organization near and dear to
America’s Floor Source, draws
support from a wide range of
sponsors and special events.
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merous other organizations
and causes such as child liter-
acy efforts, the battle against
cancer, housing and more.
These include:

2nd & 7 Foundation—pro-
motes literacy by providing
free books to children in
need. The foundation, which
recently celebrated its own 20th

anniversary, has donated more
than 400,000 books to kids in
need since it started in 1999.

Herbert J. Block Memorial
Tournament—benefitting can-
cer research at The Ohio State
University Comprehensive
Cancer Center (OSUCCC). This
popular tournament has raised
$6.3 million for the OSUCCC. 

Habitat for Humanity—dedi-
cated to building homes and
providing shelter for people
who have been displaced by
natural disasters or facing
other hardships. Habitat

houses are large enough for a
family’s needs, but small
enough to keep construction
and maintenance costs af-
fordable. The labor of volun-
teers and partner families,
efficient building methods,
modest house sizes and no-
profit loans make it affordable
for low-income families.

Special Olympics of Ohio—a
global inclusion movement
using sports, health education

and leadership programs to
empower people with intel-
lectual disabilities. Special
Olympics Ohio provides year-
round sports training and
competition in 18 different
sports for nearly 22,000 chil-
dren and adults. 

Pelotonia—a three-day expe-
rience that includes a week-
end of cycling, entertainment
and volunteerism to fund life-
saving cancer research.

Through its first eleven
rides, Pelotonia raised more
than $207 million for cancer
research. Thanks to its gener-
ous funding partners, Peloto-
nia is able to direct 100% of
every rider-raised dollar to
cancer research at The Ohio
State University Comprehen-
sive Cancer Center, James
Cancer Hospital and Solove
Research Institute.

Columbus Jewish Federa-
tion—representing a new way
of thinking about Jewish phi-
lanthropy, supporting com-
munity needs and how to
engage the next generation of
philanthropists and leaders.

The Villages of Indiana—
helping abused, neglected and
abandoned children find sta-
ble families. The organization
opened its first family model
group home in April 1980, in
Bedford, Ind. Today, it oper-
ates more than 20 offices.

Special Olympics Ohio provides year-round sports training and
competition for more than 20,000 children and adults.
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fort. “Your warehouse, delivery staff
and installers are just as important to
your image as your sales team,” said
David Sexton, general manager–
Columbus West.

Tip #4: Keep customers happy
The best type of advertising is by cre-
ating happy customers. So said Allison
Schmaltz, executive assistant. “Day in
and day out, over half of our retail op-
portunities are generated by repeat
customers and referrals,” she said.
“Therefore, customer service has to be
a priority. Providing excellent customer
service should be a goal of every em-
ployee in every department in every
position at your company. Being well
versed in all things flooring, honesty,
having integrity, communicating effec-
tively—these are all attributes that con-
tribute to providing great customer
service.”

Tip #5: ‘Quit lying to yourself’
Goldberg said he hears retailers all the
time say they are better than the com-
petition. “Here’s a reality check for
most of you: You are not. Just because
you say it does not make it so. George
Costanza [actor from “Seinfeld”] says,
‘It’s not a lie if you believe it.’ Well, I’m
here to tell you to quit lying to yourself
because you are not helping your busi-
ness. I constantly analyze where we are
falling short against others and then
put plans in place to improve so we are
significantly better than what or who
we are up against.”

Team Columbus East
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train on the things they think are im-
portant because it’s what everyone
else is doing. The reality is you are
most likely training on the wrong
things. Some things can make a much
bigger difference than others. And
those things are typically not what the
masses are working on.”

Tip #3: Emphasize teamwork 
Build a committed team by putting
your employees first. “Their happiness
and well-being are important, and it
will show when they represent you
with your clients,” said Theresa Gomez,
customer service manager, Indiana re-
gion. “Set the bar high by improving
your staff through training on installa-
tion methods, product knowledge and
modern technology to better meet the
needs of your customers.” 

Don’t forget to celebrate with your
team in recognition of its accomplish-
ments. “We do a Hall of Fame cere-
mony every year to honor three em-
ployees who have earned the right to
be called AFS Hall of Famers,” Gold-
berg said.

Truly understand that it is a team ef-

Achieving success in the flooring
retail business isn’t merely about
training or hard work or lead gen-

eration systems or delivering excellent
customer service. It’s all these things
and more, according to executives from
America’s Floor Source.

The executive team and staff
touched on several key points—from
integrity to technology—that go into
developing a winning formula.

Here are five valuable tips to help
any retail business:

Tip #1: Stay on top of your leads 
Prospective customers not only start
their buying experience online, studies
show they may spend all of their time
online. As such, having the right lead
management platform in place is es-
sential for flooring retailers today. “If
you want to improve your business—
then get on this platform,” said Jason
Goldberg, CEO of America’s Floor
Source and creator of Retail Lead Man-
agement (RLM), a first-of-its-kind soft-
ware system specifically designed to
help flooring retailers manage their
leads. “From there, you need the disci-
pline to use it and hold people account-
able. No other technology can help
your team and company more than this
simple, affordable platform for manag-
ing leads. It’s a game changer when im-
plemented and used properly.”

Tip #2: Train vigorously 
The right team with the right training—
nothing is more important to your
business than the right people. “Build a
solid team that you never stop train-
ing,” Goldberg said. “Most companies

FIVE TIPS
TO

BETTER
RETAILING
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Employees reflect on
winning culture at AFS
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Behind every great company is a
team of employees committed to
its success. That’s certainly the

case with America’s Floor Source, which
prides itself on not only the caliber of em-
ployees working for the company but also
the sheer dedication they bring to the job
day in and day out.

Following are the experiences some of
them shared: 

Erik Warren
Vice president 
residential division
“What I like best is that
we are on a quest for ex-
cellence. Jason con-

stantly pushes us to be
better today than we were yesterday. I
have always felt very aligned with the di-
rection of the company and am con-
stantly challenged.”

William Gibson
Chief technology officer
“Management encour-
ages and is not afraid to
embrace new ideas and
learning. This leads to

continual improvement
and growth, so employees feel like they
are contributing and moving the company
forward. That sense of accomplishment
and purpose makes AFS a great place to
work.”

Todd Sandberg
President, wholesale
sales and chief 
procurement officer

“The main benefit I see
with AFS is that it’s a

growing company with op-
portunities to develop your skills and
grow. I have seen many people start in
warehouse and sales assistant positions
move up to sales and management posi-
tions. With the growth we are seeing, the
need for skilled people is so important,
and Jason is willing to spend the money
to develop skills in people.”

Tim Henson
President 
builder division
“I have been with AFS or
Jason my entire 32-year
flooring career. I have

seen time and time again
his willingness to invest in people and
how that culture has spread throughout
his company. A company with this kind of
culture is a company I am truly honored
to be a part of.”

Chris Howell
CFO
“I have worked for Amer-
ica’s Floor Source for 10
years. My role has
changed over the years

and consisted of every-
thing from entering invoices for payment,
processing payroll and financial closing of
the books. The main benefit I like about
the company is the opportunity to better
yourself. Hard work is rewarded and if the
company does financially well, everyone
gets rewarded.”

Dan Canterbury 
Estimator (original AFS
member) 
“Through AFS, I am able
to grow both as an indi-
vidual and employee as

the industry’s challenges
change with the market. Our manage-
ment team has helped me adapt and
learn new skills as the market has
changed. We are always encouraged in
both personal and educational develop-
ment.” 

Todd Sweeney 
Vice president
wholesale division
“I have been fortunate to
have had opportunities to

by b y  k . J .  Q u I n n work in several different capacities in my
time here. During the past 18 years, I have
been able to move to/from locations and
divisions to fill several roles.

“We have the freedom within a frame-
work to do what we need to in order to
accomplish our goals. The drive towards
constant improvement and continually
learning is satisfying.”

Rocky Maxwell 
Vice president  
Louisville division
“I have been with Amer-
ica’s Floor Source for five
years. I always feel valued

and know that I have a
strong team behind me every step of the
way. This will always urge someone to
take the extra step and rise up. Being
given the opportunity to lead a branch
was such an honor. I felt that my hard
work had paid off and did not go unno-
ticed.”

Carla Porter
VP, merchandising 
and design
“I’m proud to have played
a part in the achievement
of $100 million in annual

revenue by the end of
2019, an aggressive goal set by America’s
Floor Source years ago, which seemed
impossible at the time to accomplish. But
with a vision, ambition, hard work and
persistence, anything is possible.”

Dave Oste
Vice president of 
operations, Columbus 
“We have always focused
on training, furthering ed-

ucation and self evaluation.
I have personally grown a lot in my time
here and, in turn, have been encouraged
to share my knowledge and experience
with my team but also across other
groups and with new hires. I love to see
employees grow, earn promotions and
prosper.”





RECOGNIZING
THE BEST

AMONG THE BEST
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Acknowledging his em-
ployees for hard work,
loyalty and dedication

has always been important to
Jason Goldberg, CEO of
America’s Floor Source. Since
founding his Columbus, Ohio-
based flooring business, Gold-
berg has consistently shown
his appreciation to the de-
voted team around him, host-
ing celebrations of success, of-
fering travel experiences and
providing opportunities for ad-
vancement.

In 2013, Goldberg began
formally acknowledging out-
standing members of his team
with the establishment of the
America’s Floor Source Hall of

Fame. The AFS Hall of Fame
was created to recognize
those who have made an in-
delible impact on America’s
Floor Source with a long his-
tory in the flooring industry.
The ideals set forth by the
company’s core values are
embodied by those who
would become part of this
elite group:  
1. Service 
2. Care/clean/consistent
3. Do the right, fair thing
4. Learning/reading/knowl-
edge/understanding/experi-
ence/reflection
5. Family & community 

The first inductees during
the initial 2013 ceremony were

Roger Slack and Joan Hullinger.
Slack and Hullinger were inte-
gral to the early success of
AFS, working together as a
sales team and managing ac-
counts. In the days before
America’s Floor Source, Gold-
berg had the opportunity to
work with Slack and Hullinger,
learning from them the flooring
essentials that would later help
shape America’s Floor Source.

Their induction was part of

a formal event that included
the entire company. Honoring
them as the first members of
the AFS Hall of Fame became
a source of inspiration for
years to come.

“Roger and Joan were sim-
ply the best,” Goldberg said.
“Their commitment to the
success of America’s Floor
Source was second to none.”

The next class of inductees
was honored in 2018. Sur-
rounded by over 200 AFS em-
ployees and spouses, Tim
Myers (posthumously), Rusty
Borah and Ray McGuire were
installed as Hall of Fame mem-
bers at a formal company din-
ner, this time including the
presentation of diamond-stud-
ded Hall of Fame rings.

Myers had a long history
working in the industry when
he joined the AFS team in
2013. He was widely known by
his colleagues as an outstand-
ing salesman, and was always
willing to impart his depth of

Roger Slack and Joan Hullinger,
charter members of the Hall of

Fame, at the 2013 induction.

AFS 2019 Hall of Fame 
inductees, from left, are: Randy

Brenly, Dan Canterbury and 
Hyo-Seung Lee.
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knowledge and experience on
anyone willing to learn. 

Borah came to work for
AFS in 2010 to help with ware-
house organization and
promptly became indispensa-
ble to the company. Mean-
while, McGuire was known as a
steadfast and conscientious
member of the AFS team,
helping to keep warehouse op-
erations smooth for nearly 18
years before retiring. 

In 2019, yet another class of
inductees was honored and
presented with Hall of Fame
rings. Nearly 400 AFS employ-
ees and spouses attended an-
other full-scale event, while
Randy Brenly, Dan Canterbury
and Hyo-Seung Lee were cer-
emoniously installed.

Brenly, who has been with
AFS almost since its inception,
was recognized for his expert-
ise as a skilled installer and in-
spector, thanks to his 35 years
in the industry and deep un-
derstanding of installation

methods, challenges and pit-
falls. Canterbury, an original
AFS employee, has been pro-
viding his estimating talents
for 20 years. His comprehen-

sive grasp of flooring layout
and the take-off process has
been a difference-maker as
the company has grown over
the years. Lee—affectionately

referred to as Mr. Lee—is the
first independent contractor
to be included in the Hall of
Fame. Mr. Lee’s induction is
the beginning of a new Hall of
Fame wing honoring inde-
pendent contractors, a vital
part of America’s Floor Source
operations. Also original to the
company from the start, Mr.
Lee’s meticulous approach
and careful organization en-
sures AFS projects run
smoothly and result in beauti-
ful installations.

The AFS team takes great
pleasure in celebrating these
exceptional individuals. The
loyalty and dedication exem-
plified by each of them has be-
come the standard pursued
company wide.

The success of AFS de-
pends on the care and dedica-
tion of its employees. The Hall
of Fame is the ultimate form
of recognition for employees,
celebrating outstanding lead-
ership and customer service.

I M P R E S S I O N S
“I have been fortunate to
work with Jason and his
team, as a supplier, since
the beginning. One of the
many things that I admire is
the vision Jason established
very early on. It was very
clear that he did not want to

just start a new flooring company, but rather establish
a company that differentiates itself—different in the
way they go to market, supplier relations, technology
and, most importantly, how they treat their
customers. Jason has a management team that shares
his vison and communicates that vision to all
associates. It has been a pleasure working with him
and his team.”

— Bob Stein, strategic account manager, SAR Floors



Lasting impressions
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Suppliers to America’s Floor Source attest to the retailer’s accomplishments,
vision and commitment to the success of its partners across the supply
channel. Here’s what some of them had to say:

“America’s Floor Source
and TDG work very well
together, and I am proud
of the strong working
relationship our regional
and local sales team has

developed with the AFS team. The
company culture is very positive, and it
allows our local salespeople to work
effectively with them in presenting new,
innovative products and discussing style
and design trends. Our relationship with
AFS continues to grow, and we look
forward to a bright future together.”

— T.M. Nuckols, president, The Dixie Group

“Mannington and America’s Floor Source have
had a long and successful relationship. They are
committed to doing everything first class and
setting themselves apart by providing the best
service and the best products. We at Mannington
appreciate the great partnership we’ve had over

the years and congratulate Jason and his team on this milestone
anniversary.” 
—Jay Kopelson, vice president, corporate accounts, Mannington Mills

“All Tile and Carpet
Cushions & Supplies is
proud to have a partner in
America’s Floor Source.
They have partnered with
us on both flooring as

well as supplies in order to provide their
customers with unique products that are not
available at big box stores or online
merchants. We congratulate Jason Goldberg
and his team on a great, first 20 years, and
we look forward to growing together during
the next 20 years.” 

—Bob Weiss, CEO, All Tile and Carpet
Cushions & Supplies

“Congratulations to America’s Floor Source on its 20th birthday
celebration. Southwind Carpet & Hard Surface is proud to be a growing
partner with a successful and innovative flooring retailer. America's
Floor Source’s unique business model challenges the status quo, which
has led to their growth to be among the largest flooring providers in
the nation. We look forward to continuing to partner with a great
organization.”

—Richard Abramowicz, executive vice president, Southwind Carpet & Hard Surface 

“The Stanton/AFS partnership has been a long-
standing, collaborative business relationship for
many reasons. Jason is a very smart leader who
has built a strong team from the management
level down to the retail and wholesale sales
associates. He is a true entrepreneur with
tremendous drive and leadership that has enabled his business to
flourish immensely over the last 20 years. We look forward to our
growth together over the next two decades.”  

—Jonathan Cohen, president/CEO, Stanton Carpet

“I have been calling on AFS since their inception
and cannot say enough good things about them.
Their team, from the top down, are the best of
the best. When they get behind a product and/or
program, they are committed and work hard at
making it successful.”

—Dave Buck, sales & marketing manager, Palmer Donavin
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“We have a really great relationship with
AFS and Jason Goldberg. Anything that
has to do with our system—installation,
heated floors, etc.—they incorporate
into their business model. It’s also a
great relationship as far as education.

Jason is a joy to work with—very personable and responsive.
We’re definitely appreciative of that relationship.”  

—Art Porter
territory manager, Cleveland Metro, Schlüter Systems

“Mobile Marketing is proud to be
America’s Floor Source’s digital agency. I
personally love working with Jason and
the AFS team. He is a visionary in the
space and is always challenging himself,
his company and his partners to find ways to continue to
improve the floor shopping process. We congratulate AFS
on their 20th anniversary and look forward to helping them
achieve their next major milestone.”

—Carol Cross, founder/CEO, Mobile Marketing

“We are proud of our unique and
rewarding business experience
with Jason Goldberg and
America’s Floor Source since
May of 2000, when a dynamic
and entrepreneurial

businessman purchased two licenses of our Comp-U-
Floor ERP Business Management Software. The nature of
our business relationship over the past 20 years may be
used as a narrow frame for us to describe our great
esteem and admiration for a true leader and innovator.”  

—Edgar & Alex Aya, Comp-U-Floor

“We deal with many contractors
throughout the country, but when you
think of the word ‘partner,’ America’s Floor
Source lives up the expectations of a true
partner. I have known Jason Goldberg for
years and value his leadership and
commitment to our partnership.”

—Bob Baldocchi, chief marketing officer, Emser Tile

continued on page 50
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“The nice thing about AFS is there’s a
culture of partnership when dealing with
Jason and the management team. Not
only are they looking out for their best
interests but also that of their suppliers.
We’re also both forward-thinking

companies, not only on the product side of business but
also on the technology side of the business. We’re definitely
appreciative of that relationship.”

—Troy Zwick, regional manager, MSI

“Accu-Cut has been working with Jason
and America’s Floor Source for 19 of the
20 years they have been in business. We
are honored and proud that they
considers our carpet-cutting machines a
vital part of their business. If you know Jason, you know he
has an incredible work ethic. He will always take your call
and is very honest. Congratulations to Jason and the entire
America’s Floor Source team!” 

—Trevor Brockie, VP/sales, Accu-Cut

“DriTac has had a strong and
prosperous partnership with America’s
Floor Source for several years. Our
company objectives align perfectly, as
we both strive to enable efficient,
reliable and diverse flooring

installations with a deep appreciation for our customers.
As an ally, they have proven to always go the extra mile to
meet the needs of their partners and customers.
Congratulations on this well-deserved 20th anniversary
milestone!”

—Dave Cima, eastern sales director, DriTac

“What I appreciate about Jason and his
whole team is the opportunity that they
offered to me as a new vendor. They are a
large and very successful company, which
can oftentimes make it difficult to get a
listening ear for a new product. We are
thrilled to be a tiny part of their overwhelming success, and
are excited to see how they grow in the future.”

—Joe Kennedy, president, Perfect Vents

“What makes AFS so special to work with
is the partnership at all levels, from the
sales associates to the C-suite. This kind
of engagement at all levels throughout
the organization has driven growth in
credit sales year over year. We greatly

appreciate your partnership over the years. Happy 20th

anniversary on behalf of the Synchrony team!”
—Anna Stickel, relationship manager, Synchrony

“AFS and Certified have had a very
successful partnership over the years.
Jason Goldberg and his management
team are welcoming, have allowed us to
present any and all opportunities and are
full disclosure on how to navigate and gain the business. We
are grateful for our partnership with AFS. Certified Flooring
looks forward to continued growth in our partnership over
the next 20 years.”

—Dave McGee, EVP/general manager, Certified Flooring

“Jason Goldberg has taken his
company from a start-up to a viable
business. He is driven and an out-of-
the-box thinker. AFS and its leadership
have been empowered to keep the
growth mindset alive. AFS regards

training on the products they use very important, which
meshes perfectly with Ardex’s philosophy on training. My
hope is that the partnership grows along with AFS in the
future as we work together to find solutions for their
customers.”

—Pete Basar, sales, Northeast region, Ardex

“It has been great to have a continuous
growing relationship with America’s Floor
Source over the years. Jason and his team
set themselves apart with their always
positive attitude, willingness to learn and
work with their customers and their desire
to give their customers the premium experience.”

—Jay Reikowsky, branch manager, Florida Tile

‘Impressions’ continued from page 49





Retail Lead Management tracks
prospects from start to finish
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Three years ago, Retail
Lead Management
(RLM) hit the market as

a first-of-its-kind software sys-
tem specifically designed to
help flooring retailers manage
their leads. Developed by
America’s Floor Source CEO
Jason Goldberg and an outside
tech partner, Retail Lead Man-
agement has grown to be-
come one of the most praised
solutions in the industry. “Be-
sides the fact that I believe we
write more business because
of it, [RLM] is just a great tool
for analyzing everything that’s
going on in our stores—from

lead management to sample
checkout, 30-day trends,” said
Steve Cosentino, vice presi-
dent, Capitol Carpet & Tile
with five locations in South
Florida. “I have recommended
it to other dealers since the
day I signed up. It’s really a no
brainer as far as I see it.”

For Mindy Arnette, residen-
tial sales manager, Brian’s
Flooring & Design, the system
has updated stagnant industry
norms. “We had our own way
of doing things as a company
and as individual sales reps but
using RLM has threaded all
facets of our business into one
entity,” she explained. “It sim-
plifies everything. Simply, it
has shown us where we excel

by m e G a n   s a l z a n o within our processes as well as
where we need to work on im-
proving.”

Deby Winter, owner of Car-
pet & Tile Warehouse in Vero
Beach, Fla., found the system
to be much more valuable
than its competition and knew
it would become an asset to
the company right off the bat.
“Many years ago, we used a
very inexpensive software pro-
gram from one of the better-
known flooring software
companies and it was awful.
Twenty-two years ago, we
started a check-out log on a
clipboard and then notebook.
These handwritten logs were
impossible to work with. I
scheduled a demo with Jason
and before the demo was
completed, I knew we were
going to sign up.”

While flooring dealers have
come to laud RLM, it originally
began as a solution for one.

“RLM didn’t start off as RLM,”
Goldberg explained. “RLM
started off because I needed a
better way to manage my leads
at America’s Floor Source. I
looked at 200 different CRMs
before deciding to build my
own because I realized what I
needed didn’t exist. So, we
came up with the name Retail
Lead Management, we
launched it and I took the top
100 list of flooring companies
and started calling every one of
them. Now, we’ve just taken it
to an extreme. We are so far
behind the times as an indus-
try. We’re getting better and
people are starting to advance,
but I think RLM has been in-
strumental.”

Today, the system is multi-
functional and enables users to
build leads and update a lead’s
stage as it progresses through
the sales funnel. All leads can
be viewed and managed on a

I M P R E S S I O N S
“America’s Floor Source has
been a longtime customer of
AHF products and our
portfolio of brands. The
entrepreneurship that Jason
Goldberg and his team have
brought to market has made
them a very successful

company, always staying focused on the future and
innovative ways to grow their flooring business. [Jason
Goldberg] has a very close pulse on the market and not
only on what is working today, but he drives his business
across channels and anticipates with impeccable timing
when to drive new trends into his showrooms. AHF’s focus
on new products along with AFS’ vision has created a
strong recipe for growth and success together.”

— Chris King, vice president, sales, AHF Products
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centralized dashboard while
notes and attachments—like
quotes and pictures—can be
added to a lead. Appointments
can be scheduled and follow
up tasks can be created.

Managers also have full visi-
bility and can assign and track
leads that are being handled by
their sales personnel. The data
within the system can be ex-
ported and automated email
notifications can be created to

keep users on task.
“Our customers never fall

through the cracks anymore,”
said Karyn Mitchell,
owner/CFO, Simply Floors,
which services the Denver,
Colo., area. “Lack of customer
follow up is the biggest factor
in lost sales. With RLM, sales
managers can watch over the
sales staff and make sure they
are following up and coach
them when they don’t. It helps

all the team members know
the information needed to
move through the sales and
operations process of a floor-
ing sale and installation. We
consider it invaluable to our
system and success.”

Keith Carlson, general man-
ager, material management di-
rector/web director, Century
Tile & Carpet, Chicago, agreed,
noting the importance of on-
line leads in today’s market.

“We all realize that today’s cus-
tomer is shopping for flooring
differently than they did in the
past, and navigating flooring
websites and making a contact
is just as important as a phone
that rings or a customer that
walks in the door. This tool al-
lows us to get that information
into a CSR’s hands almost the
minute it happens.”

Simply Floors’ Mitchell
continued on page 54
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added that the system not only
helps streamline processes
and hold RSAs accountable
but has helped grow the busi-
ness. “After fully implementing
RLM, our sales increased over
35% and our close rate has im-
proved,” she said. “Even great
sales staff are more efficient
with RLM.”

The system also has a sim-
ple, easy-to-use interface that
offers full functionality on
desktops, tablets and mobile
phones. “As complex as it is,
meaning all the tools it has,
[RLM] is really simple,” Capitol
Carpet & Tile’s Cosentino said.
“RSAs are in the store with
customers, the phone is ring-
ing, they’re filling out forms—if
you add something new, it has
to be easy and simple. And
that’s what RLM is.”

What’s more, Goldberg said
revenue derived from RLM is
reinvested back into the sys-
tem itself. “Every dime RLM
makes goes right back into
programming,” he said. 

Continued from page 53

Century Tile & Carpet’s
Carlson noted that giving RSAs
the ability to sell more is al-

ways a worthwhile
investment. “There really has
been nothing like this in our in-

dustry before. This is not a
‘break the bank’ kind of tool
and is very reasonably priced.”

Carpet & Tile Warehouse’s
Winter agreed, adding, “It’s im-
possible to calculate how much
time and money we have saved
since implementing RLM. I al-
ways felt it made us look disor-
ganized and unprofessional in
the eyes of the customer when
we could not find their paper-
work because it was misfiled or
simply disappeared. RLM is
worth every penny and more. If
you are in the flooring busi-
ness, you need RLM.”

While Goldberg admits on-
boarding the new system is “a
good 60 days of hardcore ef-
fort,” retailers agree the juice is
worth the squeeze. “The be-
ginning is somewhat painful as
you have to get your entire
team to adopt it, which is not
easy,” said Phil Koufidakis,
president of Baker Bros with
seven locations in Arizona. “But
the longer it goes, the easier it
is, and it’s one of those things
that we look back and say,
‘How did we function before
it?’ It has been a great addition
to our business.”

Moving forward, Goldberg
said two new tools will be
added to the software: sched-
uling and field management
and site assessments. “We’re
building scheduling and field
management directly into the
platform,” he explained. “So,
anyone who wants to know
how I run my field, schedule
and manage the installers,
when I give people RLM I’m
giving them the America’s
Floor Source blueprint.”

When it comes to site as-
sessment, Goldberg said it will
include the most important
measurements that can fall
through the cracks. “Floor flat-
ness, temperature, relative hu-
midity, moisture content of the
wood—all kinds of things that
you should be looking at, ana-
lyzing and recording that al-
most no one does.”

I M P R E S S I O N S
“A few years ago, Jason
Goldberg recognized a need in
the industry for flooring-
specific lead management
software, so he created RLM
and made it available to the
public. He was already
extremely busy with running

his large flooring business, but he had the energy and
passion to invest the time and money to provide a new
solution for the industry. We at QFloors appreciate the
sacrifice that went into creating his RLM software. Once
he launched RLM, he immediately worked to create an
interface so it would integrate smoothly with QFloors
business management software. Having RLM seamlessly
transfer leads directly into QFloors has been a benefit to
our customers wanting extensive lead management
options. We’re grateful to Jason for his willingness to
work to better the flooring industry.” 

— Chad Ogden, CEO/president, QFloors
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by r e G I n a l d   t u c k e r

TraLaMa aims to connect
retailers with installers

Most retailers who have ever
needed an installer or installa-
tion crew to complete a proj-

ect can attest to a common challenge—
difficulty locating a laborer with a
specific set of skills. TraLaMa—a novel
online platform designed to connect
businesses that need labor with in-
stallers/mechanics—aims to alleviate
that problem.

Developed by Jason Goldberg, CEO
of Retail Lead Management and Amer-
ica’s Floor Source, TraLaMa (an abbrevi-
ation for Trade Labor Marketplace), al-
lows installers—not just floor layers but
all construction trades—to use a dedi-
cated website (tralama.com) to connect
with dealers who are looking to com-
plete various jobs. 

How it works: A dealer or business
signs up with TraLaMa and pays a fee to
place a job posting in a given area. This
post will essentially include the type of
job as well as the day and time the instal-
lation needs to be completed. Once the
job is posted, qualified installers within
the dealer’s area will be notified. Next,
the installer can reach out to the dealer
to talk more about the job.

“We basically connect construction
labor with businesses that need trade
labor,” Goldberg explained. “Today, there
are a gazillion sites that connect labor to
homeowners. And then in some other
industries, there are some that will con-
nect labor with, say, restaurants. What
we do is we connect trade labor to busi-
nesses that need trade labor.”

In explaining the principle behind
TraLaMa—which functions like an app—
Goldberg used Uber as an analogy.
“When you take an Uber, it’s five bucks
to a hundred bucks, depending on
where you’re going,” he said. “But unlike
Uber, where the transaction occurs
through the platform, TraLaMa is a con-
nection site. All I’m doing is saying, ‘I’m
going to connect you, but you’re re-
sponsible,’” Goldberg explained. “I have
no liability.”

But here’s the best part, according to
Goldberg: There is no charge to the in-
staller or mechanic to use the tool; it’s
the retailer or business that pays for the
listing. Posting fees charged to retailers
can range anywhere from $19 to $75. As
Goldberg explained, the fee structure is
all based on time. “Let’s say you do a
30-day post on Indeed or even
LinkedIn, you’re going to pay approxi-
mately $300 for that post,” he said.
“But if you just want to do a 24-hour
post—there’s a nominal fee for that.”

For the laborers, TraLaMa is com-

pletely free—which is unlike the labor-to-
consumer model where tradesmen have
to pay for those leads, according to Gold-
berg. “And, by the way, not only do they
try to get installers on those platforms, it
can start to get a bit like HomeAdvisor
where they will call me and they’ll call Joe
the installer. Those sites are awful. If you
look, everyone always bitches about how
bad those leads are, and you’re paying for
those.”

Goldberg is quick to emphasize the dif-
ference between TraLaMa and third-party
sites installers use to find work, i.e.,
HomeAdvisor and Angie’s List. 

Existing sites and apps, he said, fail to
deliver on qualified leads for installers or
bona fide mechanics for retailers or con-
tractors. “If I’m looking for an installer and
I put it on Career Builder, Indeed or any of
those regular platforms, you get minimal
to no response because that’s not where
they’re at,” he explained. “We realized no
platform existed where true labor in the
construction trade can go to find work di-
rectly for a business.”

Another major aspect of the TraLaMa
program/app is it’s not exclusive to floor-

The TraLaMa online platform was designed to bridge installers with retailers looking for skilled laborers.
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ing. All totaled, there will be roughly 30
categories of laborers represented. “It’s
also siding, windows and framers—any-
thing pertaining to the construction
trade,” Goldberg explained. 

TraLaMa in practice 
To illustrate how seamless the system is
designed to work, Goldberg provided a
hypothetical situation: “Let’s say Amer-
ica’s Floor Source has a 500-square-foot
hardwood job starting next Monday, and
I want to get an installer to cover it be-
cause our own crews are overbooked
and I don’t want to try to push it. So, as a
retail owner, I agree to pay $20—or
whatever the charge is—to post it for 72
hours. I post the job and then that will
automatically feed to any trade laborer
who’s signed up. So, Joe the Installer can
see this and he can then click a button to
say he’s interested in doing that job.”

Another benefit for the installer is he
doesn’t have to go on the site each time
he’s looking for a potential job. Once he
has signed up, he will simply get a notifi-
cation about a new job in his geographic
area. “He can set his range to 10 miles,

25 miles, 500 miles, whatever,” Goldberg
said. 

Aside from the job-specific post,
there’s also a more generic listing that
might be of interest to installers search-
ing for more consistent work. For exam-
ple, a retailer might simply post an em-
ployment listing to the effect of: “I’m
looking for five installers or one installer
who wants to do hardwood for me every
single day. If you’re interested, let me
know and I’ll interview you.”

But what about verifying an installer’s
skill level? Who’s responsible for that?
Some existing sites that businesses and
consumers utilize to locate or vet poten-
tial laborers or contractors strive to put
consumers and users at ease by “pre-
screening” installers, electricians,
plumbers or other professionals, particu-
larly when it comes to licenses or history
of complaints. (The Better Business Bu-
reau is one of them.) In the case of
TraLaMa, installers are judged on an ac-
crual rating system. “When a retailer
connects with an installer, they may see
he has already done 20 jobs through
TraLaMa,” Goldberg explained, citing the

program’s star-rating system. “They can
see how people rated him.”

There is also a feature embedded in
the program whereby an installer can
rate himself or herself. For instance, in-
stallers can classify themselves as “inter-
mediate,” “beginner” or “advanced.”

Spreading the word 
In developing regional pools of in-
stallers, Goldberg said he is targeting
the usual suspects such as popular so-
cial media sites as well as installer-fo-
cused industry associations. “We can ei-
ther notify them if they’re a member of
any of the Facebook groups, where it’s
predominantly installer based, and we
can do targeted digital advertising
through social and Google,” he said. 

Phoenix has the most sign-ups right
now, according to Goldberg, but Dallas
and Atlanta are also key targets for the
sign-up initiative. “Of course, we are go-
ing to do our own markets,” he said.
“Once we have enough installers signed
up in the different markets, then we flip
the marketing tool toward the floor cov-
ering retailers.”
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No man is an island
In celebrating the 20th anniversary of

America’s Floor Source, Jason Goldberg,
CEO, took the opportunity to recognize his

dedicated employees for playing a key role in
the company’s success and longevity. 

“Thank you for making this company what

we strive for it to be each and every day,” he
said. “Your daily actions reflect our culture
and commitment to each other. This machine
we call AFS does not run without all of your
hard work, dedication and loyalty. Thank you
for all you do.”
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Congratulates 
America's 

Floor Source on 
20 years of success!




