


hen it comes to flooring, there

is nothing quite like Amtico

International’s diverse and
extensive product collection. From the latest
design trends to cutting edge technologies,
Amtico International has been at the
forefront of flooring innovation for more
than 40 years. Renowned for some of the
world’s best selling flooring brands, Amtico
International has become synonymous with
quality, design and innovation.

2011 is an exciting year for Amtico as
the company has recently undergone a
radical brand overhaul, resulting in a brand
new design-led visual identity. The striking
new ‘T Amtico’ identity has been designed
to project individuality, inspiration and
creativity and will be translated across both
the Amtico brand and product range.

To support the new look identity and
creative theme, Amtico International is also
embarking on its biggest and most radical
product launch in its history. With over 150
new products across its two brands, the
2011 collection will be made up of striking
new designs, including new design formats
and cutting options, to allow even greater
creativity than ever before.

We’ve come to London’s fashionable
Charlotte Street Hotel to meet with Lorna
Williams — Amtico’s Product and Brand
Design Manager — and find out more about
this exciting new direction for the
company. Lorna begins by telling us a little
about the processes behind the innovation.
‘The hub of the design team is still in
Coventry — because it’s so important for us

F- OUSs

to dip in out of the factory all the time; to
trial new products, to work with the guys
on the line — plan out what our next design
concept will be.

“We’ve even returned back to a number
of old ideas. There were a lot of processes
and effects we used to have that we have
revisited. That’s so great for us. We take
these ideas, book in trial time with the
factory and then work up new design

concepts building on our original ideas. We

know design trends come in and out — for
example, we used to have lots of traditional
marbles and high-grade woods; they’ve
petered out in recent years, but now they’re
coming back — and they’ll come back
slightly differently than before, they can’t
stay away forever. We’ve designed our own
new take on these that’s both contemporary
and usable.

‘A good example of a recently launched
product is Infinity — which we make
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internally. We make all the layers of the
product and in the middle we’ve created a
layer where we sprinkle different pigments,
pearlescents and metallics — we add different
quantities and various different methods, to
create a completely organic effect so that no
tile is ever going to be the same. It will be
balanced and even across the floor and it
will look great as a product — but this is
something that is completely new and
unique to us. This isn’t just a print. This is
what the core of our design team is about,
new innovations and pushing boundaries.
This is a high design product and we really
engage with the grass roots of how it’s
made.

“We are a design team, but we like to get
our hands dirty too. We are in the lab,
creating these different layers, on a smaller
scale. It’s a really exciting hands-on
approach. It’s not just looking at pretty
patterns — I think a lot of people think
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we’re a bit fluffy as designers, but we really
do get involved with the nitty gritty of
making these products work.

It shouldn’t go unrecognised that Amtico
has undertaken all this in the most difficult
economic climate.

“We just felt that this was the right time,
Lorna explains. “We’ve really been investing
in the development — and we’re always
looking two or three years ahead. We had
the ideas and the business felt that we were
ready to go with them.

‘Although we'’re always developing lots
of different concepts, we don’t necessarily
go straight out and launch all of them.
Maybe old Amtico, 15 years ago, might have
done that. We go out and talk to architects,
designers, end users and various other
sectors, and try to understand what we
should be launching — what’s really going to
be used and how our customers want to use
our products.

“When we brought the new products
together we felt that they were so relevant —
they all came together to create a beautiful
usable pallet that complemented the rest of
the range. With the rebranding, we felt we
really needed to push what we could do
with these products. In the past, I don’t
think we were talking enough about what
we can do.

‘The rebrand is very much about the
individual; I Amtico. It’s is all about using
the products for what you need them to be,
in the way you want to use them. It’s all
about being creative and designing your
own space.

‘Key for us right now are the core
products — the products our customers need
—and we’re constantly looking to refresh
them and offer even more. This isn’t rocket
science trending — this is necessary and
important. It’s subtle changes in trends. For
example, people want to see things that



look less like laminate and more like real

wood — they want to see a few natural
features like knots and cracks running
through wood grain or fragments of fossil
in a stone, things that make the products
feel real.

‘At the same time, I think we used to be
a little too literal with some of our
products. For example, if you're a specifier
and you want something that has a stone or
a concrete feel, you don’t necessarily want it
to look exactly like concrete — you want a
beautiful, refined concrete feel, something
that has a nice aesthetic, colour and a
texture. That seems to be the conversation
we are having more and more. Usability is
vital — we always have to think practically at
the same time.

As part of its radical brand overhaul, and
to inspire designers and specifiers to
experiment with exciting new product
combinations, Amtico has grouped its new

52 mix | 118

product ranges according to shade or tone.
Designers and specifiers can now choose
from Wood, Stone and Abstract ranges that
include collections such as Golden Woods,
Design Woods, Neutral Stones, Warm
Stones, Abstract Elements and Abstract
Indulgence. “The new range of formats,
product ranges and cutting options opens
the door even wider for designers, enabling
them to express their creativity in a more
daring way; Lorna reveals.

Before we take our leave, we ask Lorna
where she and the design team get their
inspiration from. ‘Not many flooring
companies can boast a dedicated team of
designers who travel the world to bring the
latest trends to their customers, but we see
design in a different light.

“We travel a lot to cities, suppliers and to
exhibitions. Product design and
development is at the heart of everything
we do and we often find inspiration in the

most unlikely of places. Our team comes
from a variety of different backgrounds and
creative influences, so we are never tied
down to a specific house style. Instead, we
look to the future, seek out new ideas, gain
feedback from customers and absorb the
latest trends in order to create designs that
will stand out from the crowd.

‘Most of the product creation is done in-
house and this allows us to explore a
multitude of materials and textures as part
of the design process. This has resulted in
some really exciting designs over the years
and our latest portfolio goes even further,
demonstrating how product combinations
and design layouts can enhance the way
flooring is perceived. We are looking
forward to seeing how the new range and
brand image is received by both our
customers and the wider design
community.

I Am impressed



