Turning on the Tile
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Design. Innovation. Sustainability. These three key
words are the cornerstone of global carpet tile leader
InterfaceFLOR’s philosophy. We're more than aware of
the first and, indeed, through its product portfolio, the
latter two. Today we've come to the company’s
Northburgh Street showroom looking for a fourth:

inspiration.

hose of you with a keen eye for

branding, marketing and advertising

will be all too aware how tricky and,
let’s face it, how risky it can be to set the
marketing pace — to head into unchartered
brand waters. To do so takes immense
confidence. It takes courage. This is, in many
ways, a leap of faith. It’s not by accident,
therefore, that industry leaders are so often
the ones to take these leaps. We find that
pretty inspiring.

We’re sat with InterfaceFLOR’s Senior
Marketing and Branding Director EMEAI
Michele Tacovitti and Regional Director of
Marketing UK & Ireland Lynne
Gawthorpe, to discuss the company’s new
marketing and branding initiative. Actually,
initiative is precisely the right word — this is
a move away from the ordinary, from the
mundane and the, frankly, uninspiring
marketing that this sector often settles upon.

‘When you see that traditional roomset,
with the desk and the chair in it, the norm
for advertising in our sector, the floor is
often the area that people care about the
least in terms of design and specification —
Michele immediately confesses. “Yet at the
same time, we constantly get requests from
architects and designers to be given
inspiration — so it’s quite a tricky situation;
even though the floor is the last part of the
project, designers do appreciate being given
inspiration and design ideas. This very much
goes in line with this change. We cannot
forget about sustainability, but I think we
must now really get back into design — this,
of course, starts with products’

‘Our brand values are Design, Innovation
and Sustainability; Lynne explains. “These

have always been there; it’s just that
externally we’re now expressing the design
and innovation side much more.

‘I believe we have some of the very best
looking products in the industry, Michele
continues. ‘But then they were presented in
a very traditional way — in a normal, average
way. There’s nothing wrong with that,
although that was not doing the products
any justice. Choosing a beautiful roomset
with classic design furniture is all well and
good, but all you can see is the beautiful
furniture — what about our product? So,
when we realised we really had to address
our design communication we looked first
at the products — and we then brought
products back to the fore in all our
marketing communication material. We take
the product and we build the story around
the product. The product came first here —
although in the future it will be a joint
venture between anticipating design trends,
inspirational product design and
inspirational communication. More and
more we will work towards a situation
where trends and product innovation are
shown through design-led communication.
We realise that innovation doesn’t
necessarily mean finding new materials for
carpet tiles!

‘There is a real passion behind what
we’re doing. You need to build that passion.
Actually, we’re talking to really passionate
people about design — and I think we need
to get that across.” ‘I think we were losing
something in the communication. It was
important that we moved this forward very
quickly — and once we formed a strategy
we really wanted to jump into it, rather
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than waiting a year. Maybe that’s the real
risk we have taken. We already have the
products, we already have the design — and
this is coming through people who are so
passionate and so committed.

‘When you have that true passion and
commitment it doesn’t always occur to you
to ‘scream it out’ such as our sustainability
message, which is our passion and
commitment rather than a commercial
message. I think we believed in it so much
that we actually forgot about
communicating it. Eventually that turned
against us as people started getting mixed
messages from others who were using
sustainability as a commercial tool.

Michele is spot on.Too many companies
and individuals have turned this issue into a
sales tool, rather than a genuine benefit. The
irony, of course, is that only those who are
passionate and committed can communicate
that benefit in the correct manner and, as
Michele says, these are the same people
who are so immersed that they forget to do
exactly that.

Moving on from the issue of
sustainability (both in terms of this feature
and the new InterfaceFLOR marketing
focus), the genial Michele’s fingerprints can
be seen all over the fresh company literature;
the photography is outstanding, the roomsets
and backdrops dazzling, the ideas leftfield
and the whole look and feel is punctuated
with fun and attitude. We love it.

Impressive new collections Ambiance,
World Textiles and Design Unlimited —
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each far from the run-of-the-mill, average,
volume products — have now been lifted
further with the help of this inspiring
campaign. Speaking of inspiring, where did
the inspiration for the artwork, branding
and themes come from? T've always said it’s
not easy to communicate design and
innovation — you can only show the
products. Earlier in the year we were
innovative bringing an inspirational designer
feel to communicating sustainability with

our Let’s Be Clear campaign — a very
different approach, while maintaining core
beliefs of giving nothing more, nothing less
than the truth — we embarked on
expressing it in a way that wasn’t dry. “We
have a fashion element to this campaign —
but underlying everything in there is the
truth behind what we do, Lynne agrees. ‘It’s
questioning and it’s about us trying to have
a much more engaging and provocative
conversation. For example, we have a CPD
that has been accredited by the RIBA
which sits just underneath this, and we also
have the Environmental Product
Declarations — so there’s a lot of really ‘hard’
stuff under this. So this evolution in
marketing communication of flooring came
from the desire for a fashion element.

We move back to talk about the fashion
element. Michele, we learn, knows a thing
or two about this sector, having worked
with the likes of Louis Vuitton. ‘I come
from retail fashion, he confirms, ‘and retail
fashion is all about taking a brand, turning it
into products and presenting it to customers
without losing anything from the start point
to the end point — that’s where I was
coming from. My start point was Design,
Innovation, Sustainability and my end point
was a product catalogue, the website, articles
in newspapers and magazines. Something
was wrong in that process — I could not see
all of that Design, Innovation and
Sustainability, which was the start point of
the products being fully translated through
the communication, when I first joined this




company. The inspiration was not truly
working its way through to our customers
in our collateral communication.

‘At the time I joined, one of the
collections — World Textiles — was being
completed. I saw that this collection was
inspired by world and ethnic culture,
fashion, fabrics and costumes — which I
thought was fantastic. I saw the products
and they were beautiful. Then I looked at
the images and I said “This is how you’re
going to present this story to customers?
This is wrong. The story had been lost. We
weren’t communicating it in the right way
and had so much to offer from a design
perspective.

“The evolution we have embarked on is
to communicate product in a way where
nothing is lost. I wanted a seamless
transition from our designers to marketing
to customers.

“We now have at least one designer at
every single photoshoot. I wanted to know
why each product looks like it does — so we
are telling that story and nothing is lost in
communication. It’s about taking the
products and letting them tell their own
story. Why put them under a table and a
chair?’

Michele is, once again, spot on. The
brilliant new InterfaceFLOR collections are
now supported with high quality, vibrant,
dramatic, fun and inspiring imagery. And,
importantly, each image tells the story
behind the product.

Now that’s inspiring
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