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Its what's underneath that counts
Floating floors are still one of the newest forms of floor covering. Unfortunately, there is 
some misinformation with regard to what goes underneath, especially when it comes to 
upgrading the underlayment. 

Here is a breakdown of different types and uses of underlayments, as well as an easy way 
for you to know and explain to your customer how to make the best decision.

 Base grade 2 in 1 or foam and film: This type of underlayment is usually used with  
 rental properties, base grade laminate floors, it is also used by home flippers who  
 may be more concerned with appearance and not so much with quality and long  
 lasting performance.

 3 in 1 pad: It is the same as above but with an additional layer of film for added  
 moisture protection.

 3mm pads: These pads add a little more forgiveness to subfloor imperfections and  
 may provide more sound deadening qualities.

 Upgraded pads: They usually provide sound resistance, and may also include mold  
 resistance and additional moisture control properties. 

Here is where the choice can get tricky. How do you know and, more importantly, how 
does the consumer know she is getting the best product for her project? Is a recycled 
product better? Many of today’s recycled underlayment's can hold moisture and water 
from spills, ultimately destroying the floor above and creating mold growth underneath. 

Is bouncing a golf ball over a sample the best way to know the underlayment will absorb 
sound? I’ve done this over samples and then over completed installations and learned that 
hollow sound pockets create inconsistency in sound with pads that are particularly dense. 
Is the consumer going to play golf on his new floor or walk on it?

Independent testing is not only the easiest way to learn if an underlayment can perform, 
it makes sense. Just look to see who did the test. If the information is not available it may 
be the manufacturer’s test and not an independent lab. IIC and STC tests provide both 
impact sound deadening qualities and through-floor sound transmission as well. 

Most tests are performed over an 8-inch slab. Even though I knew an 8-inch slab yields 
better results, I decided to have my company’s pad, Silent Blue™, tested over a 6-inch 
subfloor. I also wanted the laboratory to use a standard 8mm laminate floor. If the under

Surviving the Storm -
A retailer's guide to

weathering a down economy

I refuse to participate in this recession
As seen in Floor Covering News May 11, 2009 

I've spent the last 10 years discovering, analyzing, researching, understanding and 
improving my ability to maximize performance on specific tactical opportunities in my 
businesses while helping some of my clients do the same.  While vacationing in the Florida 
Keys last week, I heard Jimmy Buffet's new song that included the words, "I refuse to 
participate in this recession."  They were the wisest I'd heard in a long time.  Following is 
a fresh perspective that will help you not participate in the current economic chaos.

Marketing
The problem with marketing is you can have the best ideas in the world, the best products 
and the best installers, but if you're hidden somewhere in the middle of the crowd, you're 
not going to make a dime.  You have to stand out. You have to have people notice you 
and be unique.
   One of the things I believe has been happening in our economy for a long time is that 
businesses are moving into two tribes: Those that compete on price alone and those that 
revere and market their uniqueness.  Businesses that market on price can be successful 
for a short period of time.  However, they will soon be replaced by another company that 
has figured out a new price angle.
   The challenge in promoting your business is to easliy and quickly tell people what 
unique thing your service can do for them in a way that will make your prospects want to 
know more.  But there is competition out there, right?  Wrong. You have no competition. 
You have to discover what unique qualities you can offer that the other dealer hasn't 
figured out yet - legitimate, unique and fresh perspectives that will enhance and enrich 
your clients' lives.  Just stay clear of the word better.  Better doesn't mean a thing.  When 
someone tells me they are better, I immediately ask: Better how? Better why? What is 
better to you might not be better for me.  Clearly define your uniqueness and your busi-
ness will grow.

Be unique
Here are a few examples of Unique Selling Propositions, or Unique Negotiating Advantages 
that have made billions of dollars for some companies in different industries. They can 
help you find a fresh new headline for your advertising as well as sharpen your presenta-
tions. Keep these questions in mind as you read them. Why is your offer unique? What 
can you offer that other dealers cannot?
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Product evolution: Innovation at the speed of thought

August 18/25, 2008

Looking back at the growth laminate flooring has experienced over the past 15 years, it is 
not difficult to understand how this segment has enjoyed such a rapid evolution.  The 
most significant improvement of all may have been the introduction of glue-less laminate 
floors.  We saw the launching of companies specializing solely in this new category even 
when boards had to be glued and strapped together.  Many more businesses followed as 
installation became even simpler with the removal of the glue step.  The mechanical lock-
ing technology originally developed for laminate floors was such an improvement it didn’t 
take long for it to cross segments; it is now seen in wood, bamboo, cork and even a vinyl 
floor. 

Since it’s commencement in Europe in 1977, some of the first characteristics were that 
stains were virtually impossible, and wear patterns were unheard of.  Fading was never an 
issue.  Indentation resistance was superior to many other categories, and cleaning a lami-
nate floor only required vacuuming and/or damp mopping. 

Retailers are improving the finished product today by offering end users quality underlay-
ments.  We see the volume of basic foam and film steadily diminishing as upgraded pads 
with superior moisture and sound protection rise.  In the past retailers offered sound 
control only for high-rise apartments, condominiums and offices.  These days floor cover-
ing sales professionals explain to consumers the benefits of added sound control for single 
–story units.

Underlayments evolve
Additional moisture protection was a necessity for certain installations, and an additional 
layer of film was used for a short time.  Then 3 in 1 underlayment and other pads with 
improved moisture protection were quickly developed.  One of the end users’ few com-
plaints was the hollow sound produced by the floating floor, so new pads were created 
specifically for these floors featuring enhanced sound deadening qualities at prices far 
below previous alternatives.

As the industry matured, it responded to issues like added moisture protection and sound 
control almost as quickly as they appeared.  Underlayment companies that concentrate on 
products for laminate flooring have no choice but to evolve with the growth of the cat-
egory.  Research and development departments focus not only on the retailers’ needs, but 
also on the consumer’s expectations.  Laminate flooring and related sundries have proven 
that product innovation can come at the speed of thought. 

Underlayments make the upgrade easy
Originally published in Floor Covering Weekly September 15, 2008

By Emily J. Cappiello  

Upgrading the underlayment sale is one way dealers can increase their margins and prof-
its while also providing customers with a satisfying retail experience. 
Starline Associates features an underlayment product called Silent Blue™.  It is designed 
for high-end wood and laminate products according to Ray Rodriguez, president.  “Silent 
Blue™ is a closed-cell structure pad which helps eliminate the need for a moisture barrier 
(and) it has one of the highest sound ratings available” Rodriguez said. 
To help dealers sell upgraded underlayment offerings, Rodriguez credits originality and 
looking outside the flooring industry for marketing ideas.  “My two favorite industries to 
emulate when upgrading pad are the automotive and retail electronics segments,” he said.  
One suggestion he gives dealers is to mention the product upgrade to the consumer, just 
as electronic retailers suggest an extended warranty.  “The possibilities are limitless and 
coming up with new innovative ideas to upgrade are easy when the consumer’s best inter-
est are a priority”, he said.  Another tip that Rodriguez gives to dealers looking to sell 
underlayment upgrades is to include the price of better padding in the floating floor’s 
installed price.  Just like the auto industry includes so many upgrades in the vehicles they 
sell. 
The customer, Rodriguez explained, is also one of the biggest factors in the future of the 
underlayment category.  “By focusing on the consumers’ needs and wants, we are devel-
oping new and improved items.  With the introduction of more floating floors, particularly 
in hardwood and bamboo, we will soon discover pads that will be specifically engineered 
for these products rather than adaptations,” he said.

Article originally Published in Floor Covering News April 21/28 2008 issue.

Cork the Intelligent GREEN choice for underlayment

The Cork Oak Tree (Quercus suber) is a mid-sized Evergreen Oak Tree native to southwest Europe 
and northwest Africa. 
The tree forms a rugged thick bark which can be harvested every 9 to 12 years. The harvesting of 
the bark does not harm the tree and a new layer of cork bark grows, making it a renewable 
resource. 
Widely cultivated in Spain, Portugal, Algeria, Morocco, France and Italy, with Portugal accounting 
for 50% of the world’s harvest. Cork is also cultivated on a smaller scale in China, Japan and 
Korea. Cork Oaks cannot be legally cut down in Portugal except for forest management’s felling of 
old unproductive trees. 
Cork Oaks live from 150 to 250 years. Virgin cork or male cork is the first cork bark removed from 
trees that are approximately 25 years old. Another 10 to 12 years are required for the second 
harvesting and trees can be harvested 12 times during their life span. Cork harvesting is done 
without any machinery. Wine Corks represent 15% of cork usage but 66 percent of revenues. Cork 
stoppers for wine bottles are generally the first to consume the product leaving much waste that is 
used for all the other products including but not limited to floors and underlayment. Conducting 
business in an environmentally sustainable manner is a smart choice. With the world’s population 
quickly rising, and the spread of economic growth narrowing between the rich world (Europe and 
the U.S.A.) and the developing world (Asia), the scale of the world’s economic production will soon 
be several times what it is today. 
Our voracious use of the earth’s resources, are leading to an environmental crisis never before 
experienced. Human economic activity has never impacted natural processes on a global scale. 

Responsibility
Humanity shares a common fate. We have entered a new century with 6.6 billion people living in 
an interconnected global economy producing over $60 trillion of output each year. 

We face an important choice. Keep going on the path we are on and the world is likely to experi-
ence environmental catastrophes, or work together where each industry offers their consumers 
eco-friendly choices. It is the floor covering retailer’s choice to offer his or her customers a green 
option whenever possible. For your ceramic tile, stone, marble and floating floor customers living 
or working in a high-rise with sound requirements cork underlayment is the best ecologically 
sound choice bar none. 

Cork Benefits
Additional benefits to the end-user include corks natural ability to repel insects, a substance in 
cork called suberin also protects from mites and mold. Suberin protects cork from rotting when 
exposed to water for a long time. Cork is naturally fire resistant, in nature the suberin in the cork 
bark protects trees from forest fires. When cork is burned it does not release any toxic gasses. Its’ 
inability to absorb dust and the fact that cork does not cause allergies are two strong health ben-
efits. Cork has been used under tile floors longer than other forms of sound control with both 
durability and quality that has stood the test of time. Durability is corks best known trait with 
applications in public buildings dating back to 1898. With all these benefits in addition to such 
eco-friendly traits, it is no doubt that cork is an intelligent choice that should be offered whenever 
possible.

How to add another profit center to your Retail Floor Covering Business 
while providing your customers with a relaxed shopping experience. 

 

 

WARNING! You need a running waterfall in your showroom to sell, they don’t sell from 
pictures alone. *10% off of your next floor covering purchase when you buy a qualifying 
waterfall for your showroom. (Containers, truckloads and close-outs excluded)
 

We are pushing the 
boundaries   and   experi-
menting with  new 
opportunities for the 
Floor Covering Retailer 
and Interior  Designers 
to enhance their busi-
nesses with new profit 
centers. 
Our latest addition: 
indoor waterfalls. Add 
a unique, elegant and 
attention-getting design 
that not only  puts your 
customers in a relaxed 
state, but is an easy 
profit booster. Did we 
mention the minimal set 
up effort?

No Plumbing Re-
quired! An indoor water-
fall is so unique that 
many customers, while 
looking to improve their 
home by purchasing new 
flooring, just won’t help 
but be pleasantly sur-
prised by the sight and 
sound of one in your 
showroom. Many may 
ask where they can get 
one too, making it an 
easy sale when you show 
them all the different 
models and sizes avail-
able in your color cata-
log. Just call us 1-866-
752-6548

and ask for a free water-
fall catalog. One with no 
prices on it,  and a simi-
lar booklet with your 
cost, so you can mark 
them up as you decide. 
The standard markup is 
50% to 120%. 
Indoor Waterfalls add a 
stunning balance of sight 
and sound to any busi-
ness or home.

Underlayments

Upgrading…The key to profits.

Article originally Published in Floor Covering News September 3/10 2007 issue. 

The following are two analogies that explain how other industries do a very good job of 
upgrading, thereby increasing their profits. In the first method the upgrade is already 
attached to the core product and produces 100% results. The second approach gives us a 
little more flexibility and still produces high results. The easiest methodology to instill new 
profit systems in your business is to simply look outside, into other industries that have 
already perfected similar systems.

Remember the last vehicle you purchased? Did it come with handles to crank up the win-
dows or power windows? How about a climate control system? Was a satellite radio or CD 
player already included? Most of these upgrades are standard on most vehicles, but when 
it comes to floor covering, upgraded underlayments aren’t always included or sometimes 
not even offered at all.

Now, just pretend for a moment that you just purchased your brand new dream car. It’s 
beautiful and going to look spectacular in your driveway. The new satellite system sounds 
awesome; but just before you pull into your driveway you try to roll down the window to 
say something humorous to your neighbor who’s getting his mail - only you can’t find the 
button for the windows anywhere, and then you notice a window crank handle.

The above scenario is not that different from a woman walking on her new floor for the 
very first time with hard heeled shoes and hearing an annoying click-clack sound. Or not 
feeling like she is sinking into her new carpet but noticing that it feels firm like a concrete 
floor. She wonders why there is no cushiony feeling like on her neighbor’s floor. She might 
even say the following to herself about her new laminate flooring; “Betty’s floor just 
doesn’t sound so loud, I just wish someone would have told me.” This is not something 
any floor professional would ever want to hear about a job he or she was associated with.

The key to profits is also the key to the consumers’ enjoyment, they go hand in hand. 
Profits are necessary. If your store or stores are in a competitive market where you may 
have to advertise a low price that cannot already include a high end underlayment, 
upgrading for both your business’s well being and your clients’ enjoyment is a responsibil-
ity every professional internalizes and makes part of his or her repertoire. 

The best marketing consultants advise to simplify the buying process whenever possible. 
Many authors describe this as make it easy for your clients to do business with you. The 
auto industry has simplified the process of upgrading by including many upgrades as part 
of the package, a simple formula to emulate.

Article originally Published in Floor Covering News July 23/30 2007 issue. 

BOTTOM$ UP
How To Turn An Ordinary Product Category “Underlayment” 

Into An Extraordinary Money Maker

In simple terms, there are only three things to pay attention to when growing your busi-
ness.

Whether you own the company, or you are a salesperson growing your account base, all 
you do is: 1. Find more new clients. 2. Sell more products to your existing clients. 
3. Get your existing clients to buy more often, or refer more new prospects to 
you more frequently. All three items are equally important and this article will concen-
trate on number two: selling more products to your existing clients using an immediate 
back end sales tool called underlayment. Here are just a few examples you can start using 
immediately to start skyrocketing your profits with underlay and simultaneously helping 
your clients receive more enjoyment out of their new floor. 

1. Incorporate a new sale or offer where you already include the best underlayment avail-
able. If your competitors are not doing this then get started immediately. The easiest way 
to increase your profits with underlayment or any other product is to differentiate. Your 
advertisement or direct mail piece, flyer, postcard or website could read something like 
this: This week only we are including the LAMINATE PAD with the HIGHEST SOUND 
RATINGS available in the U.S. with every installed purchase of over 500 sq. ft. (when you 
buy XYZ brand laminate floor). We believe your new floor should not only look great, but 
sound solid and feel more like a real wood floor.

(When you buy XYZ brand, or color,) can be removed or added to help promote whatever 
laminate brand you have in stock.

2. Whenever your underlayment is not ON SALE or not already included with the floor an 
easy way to upgrade is simply not to discuss the pad until the end. Once the homeowner 
has selected the color and style floor she wants, show her the base grade underlayment 
and then the best choice underlayment for her floor selection and let her know the differ-
ence in total dollars. It’s also a good idea to show your client an underlayment upgrade 
chart at this time if your underlayment has one. You can request one for free at 
Samples@StarlineUSA.com ask for the FREE SILENT BLUE™ underlayment Compari-
son Chart. Lets say a hypothetical client has 1500 square feet that needs replacing and 
they are investing $4.00 - $6.00 per foot on their new floor; that’s approximately 
$7,500.00. Now for an additional 40¢ per sq. ft. or only $600.00 more she can enjoy a 
quieter, or more comfortable, more stable, or softer, longer lasting, better floor that will 
add years of enjoyment to her carpet, tile, laminate or wood floor. It’s less than 10% of

Article originally Published in Floor Covering News March 12/19 2007 issue.

Underlayment options grow for laminate, cork
 
Laminate floors sound and feel hollow simply because they float. Eliminating this feeling actually 
makes the difference between a cheap floor and a high-end one, assuming you are offering a 
quality laminate. An important element on the way to success in the laminate flooring business is 
making sure every potential client that
comes in your door, calls or schedules a shop-at-home is offered an opportunity to buy and enjoy 
a high-end feeling that is produced from the best underlayments. 

Growing variety
There are a growing variety of laminate underlayments available today. So which are among the 
best? Which should be avoided? For the sake of keeping it simple, I will classify them into three 
types: base grade, middle and high end, with a final few words dedicated to cork underlays. Lami-
nate flooring shares a similarity with carpet because, with both floor coverings, the pad makes a 
significant difference between a high-end finished product or just another floor. There is a purpose 
for base grade, often referred to as two-inone or foam-and-film. Rental property owners and home 
sellers are usually in need of a base grade laminate and underlayment. Cost may be the most 
critical element for these buyers, and base grade foam-and-film fits that need. It is lamentable to 
allow anyone buying laminate for their personal use, whether for their home or business, to walk 
away without at least knowing the difference a highend underlayment will make. Two-in-one is 
available in clear, green and blue films, typically with white foam attached.

Middle grade
Today’s middle grade underlayments are composed of 3mm to 4mm foams with attached metallic 
foils and serve very little purpose for sound control but show a little more apparent value, which 
does nothing for the consumer. Warning: Apparent value is meaningless for underlayment, which 
will only be seen by the homeowner if she is present during the installation and/or many years 
later during rip up and replacement. Many dealers are actually offering these middle-grade pads 
as their base grade product. Products such as closed cell EVA foam, polyurethane foam, felt, natu-
ral latex foam and poly blends are the most popular underlayment materials used for high-end 
laminate. True value comes from the amount of sound control derived from the pad. IIC and STC 
ratings will reveal this, with IIC of 72 and STC of 73 being the highest available today. Products 
such as Silent Blue™ from Starline provide these ratings at a surprisingly low cost. In fact, we 
even provide a free, easy-to-use upgrade chart to help simplify the process. You can request one 
by e-mailing samples@starlineUSA.com and ask for the free upgrade chart.

Cork underlayments
Of all the underlayments that are currently available for tile and wood, cork remains very popular. 
It has been used the longest and comes in a variety of thicknesses, with 1/8-, 1/4- and 1/2-inch 
being the most popular. Sound control rises as the cork thickness increases. Cork underlayment 
enjoys the mutual benefits of also acting as a crack suppressant, and provides natural stability 
against temperature changes. And, it naturally repels insects such as termites and the develop-
ment of microbes.

QUARTER ROUND SAVINGS!
7.87 - 8 linear ft. ea.

Quarter Round Primed White from: 17.4¢ a linear ft. 

Pallets: 17.4¢ per linear ft. (3200 pieces) FREE SHIPPING!
    (Only $1.39 ea.)                                    ( in continental U.S. only)

100 – 500pcs. 22.7¢ per linear ft. Call for shipping rates.
Only $1.79 ea.

0 – 99pcs. 28.6¢ per linear ft. Call for shipping rates.
Only $2.25 ea.

BLOWOUT SPECIAL 
1000 pieces only $1.39 ea. call for shipping rates.

“White quarter round, looks better than exact matching quarter round, because 
it doesn’t look like the floor is creeping up the walls”. 

- Kenneth Baer, Laminates U.S. -14 cities thoughout SE U.S.

“Primed white quarter round can be painted the same color as the base boards 
and crown mouldings, leaving the most beautiful finish I have ever seen on any 

laminate flooring job!” 
-Dan Karner, AJ Flooring – Plantation FL.

Primed White quarter round can be used on any 
WOOD FLOOR, CORK FLOORS and LAMINATE FLOORING!

Also used on Vinyl and Tile flooring.

Save Money, and offer your customers a better option than matching quarter 
round, There is already a 10 day waiting list.

Get on the waiting list today by calling: 
1-866-752-6548 now and place your order.

www.StarlineUSA.com

You won't find a laminate underlayment with more
sound or moisture control... Even if you pay more!

Golf Ball test??? If you’ve tried the golf ball test, try it over a real sub floor with imperfec-
tions and learn about hollow sound pockets. A stiff pad will not conform around small 
debris and will create hollow sound pockets all over the floor. Silent Blue™ does not 
create hollow sound pockets therefore it remains quiet throughout the home or business. 

Zero complaints, zero warranty issues, zero claims!!! Silent Blue™ is selling at a rate of 
nearly 1 million square feet per month and yet we’ve never heard of a claim, defect or any 
complaint whatsoever having to do with product quality.

Highest Sound Ratings Available: tested by NGC, independent testing laboratories. They 
actually called us and couldn’t believe that such a thin pad has such high ratings. A 
thicker pad means nothing. Results are the only significant factor; you can’t see the pad 
anymore after it’s installed, and will never again be able to say “See, look how thick it is.” 
Beware… thicker pads can create more movement, meaning less stability and the sensa-
tion of walking on an unstable floor as well as cause the loss of joint integrity in the float-
ing floor. 
  
Moisture Proof: Closed cell construction; moisture can not penetrate Silent Blue™ pad. 
Just make sure the seams are taped with a continuous run of either a polyethylene tape 
or Silent Blue™ tape. 

ZERO RISK GUARANTEE: Test Silent Blue™ and compare it to your current pad upgrade 
for both sound insulation and superior moisture protection. If you are not completely 
satisfied, return your first order (up to 3 pallets) for a full refund including shipping.

Best Price: We are constantly looking, but after years of searching we have not found a 
comparable pad or even an inferior laminate pad upgrade with decent sound ratings as 
inexpensive as Silent Blue™

Starline Delivers the Best Value...

Starline Associates delivers the best value for the money with the introduction of Silent 
Blue™ laminate underlayment. Silent Blue™ combines closed cell construction, 72IIC 
&73STC ratings that reduce sound by as much as 65% along with waterproof technol-
ogy, eliminating the need for a vapor barrier. Silent Blue™ also overcomes most subfloor 
imperfections without leaving hollow sound pockets. 

While other laminate underlayment manufacturers try to impress with apparent value, 
Silent Blue™ delivers real results in a simple package. To hear it is to believe it. 

Best of all Silent Blue™ is priced so far below competitive pads because of 3 simple rea-
sons. 

1. No sales reps are used, saving the floor covering retailer and end user 10 to 15%.

2. Silent Blue™ is constructed in a way that does not make it necessary to apply a film 
    to it or the subfloor, saving the dealer and end user another 5 to 10%. 

3. No money is spent on apparent value, simply put it’s a simple pad made of closed cell  
    technology, we could have spent another 10 to 15% on appearance but decided to                     
    keep the price well below the alternatives.

Starline ships 12 million square feet of laminate and wood
underlayment in 2006 with zero claims

Luria's Communications' Market-at-a-Glance Surfaces 2007 - February 7-9

Fort Lauderdale, FL – Floor covering dealers in 41 States across the U.S. are increasing 
their profits with Silent Blue™ laminate Underlayment’s comparison chart.
“I use the chart after customers select the floor and ask which underlayment they want. I’ll 
show the basic 2 in 1 film and foam and then the Silent Blue™ along with the comparison 
chart. When they read that 7 out of 10 laminate flooring buyers are unhappy with the click-
itty clack sound of their new floor almost everyone instantly remembers a friend or relative 
that has had the same complaint. When they realize how inexpensive it is to avoid this annoy-
ing problem almost all want Silent Blue™” says Ricky Girgado of Laminate Warehouse Corp. 
in Davie, FL. 

Ken Baer of Laminates U.S. doesn’t even give the homeowner an option. “Every single lami-
nate floor we install in all of our locations covering three states go over Silent Blue™."

"You cannot buy a laminate underlayment with more sound or moisture control… 
Even if you pay more!", is our unique selling proposition,” states Ray Rodriguez, President 
and CEO of Starline Associates Inc. home of Silent Blue™ pad, as well as Star Silver™ 3mm 
Laminate Underlayment. “It really differentiates us from so many other pads available today. 
The chart has been a great eye opener for the public, and an easy tool for floor covering 
retailers some have even turned it into signage in their showroom.”

Starline Associates Inc. reports over 12 million square feet of laminate and
wood underlayment shipped in 2006 with zero claims.

“It’s been a pleasure not only watching Silent Blue™ grow so quickly but seeing so many 
retailers grow with it”, says Chuck McGivern Operations Manager for Starline Associates Inc.

To view the Silent Blue™ comparison chart visit www.SilentBluePad.com or floor covering 
retailers may call 1-866-752-6548.

The Truth about 12mm Laminate Flooring and 6,7 and 8.

Years ago when 12mm was first introduced in the U.S. many 12mm Laminate Floors were 
made with a softer middle core.  Now they are available with a dense core and help just a 
little with sound, and also feel a little more solid than 8mm laminate floors.  The sound 
difference is minimal and so is the feel, however many consumers believe that it must be 
better.  

Isn’t it better because it’s thicker?  The answer is no, the wear layer makes the difference 
and the wear layer just isn’t any different.  So a 12mm or ½” thick laminate floor will not 
last any longer than an 8mm.

Now we haven’t found a 6 or 7mm floor of much quality, these floors are generally fabri-
cated where cost is the major concern keeping quality at the lowest levels.  

We test all of our Duravel™ and Valu-Line floors for water resistance by placing a small 
puddle at the seam, all of our 8mm products will hold the spill for about 8 hours without 
swelling.  12mm floors hold for 3 hours, both products are treated at the edges with water 
sealers however since there is so much more high density fiberboard in the 12mm edge it 
gets absorbed very easily leaving a floor that sounds and feels a little more like a solid wood 
floor but does not hold up to water spills as easily. 

Underlayments: Every Floor Needs One Stressing The Importance Of What Goes 
Underneath
Article Number: 608 - (Click here to read the actual article)

Hicksville, N.Y.—Whether it’s cushion for carpet or underlayment for laminate, every floor 
needs the right product underneath it to be 100% effective regarding its performance and 
durability. As many in the industry believe, without the right underlayment, the flooring sale is 
only half complete. Several flooring executives recently told FCNews why more emphasis and 
focus is needed when it comes to what goes under the flooring. “They are extremely impor-
tant,” said Ray Rodriguez, president of Starline Associates, a company that specializes in 
laminate and cork underlayment. 

“They can create the success or failure of the floor. “First,” he explained, “because of the 
moisture resistance that they provide, but not only that, they act as sound control. An 
upgraded underlayment can really avoid the clickity-clack sound of most laminate floors and, 
in some cases, even hardwood floors, so that they can both feel and sound a lot stronger and 
a lot better with the noise eliminated. “We have both pads, including the base grade that 
doesn’t really do anything,” he added. “About 60% to 70% of our customers don’t upgrade, or 
only do so when required by specifications such as in a condominium or a high rise building.” 

Regarding the problems inherent in selling underlayment, Rodriguez noted, I ask all of my 
retailers to provide an upgraded pad under every single floor. “They use that as a selling fea-
ture to their customer saying, ‘You’re not just getting a base grade pad, you’re getting some-
thing with the highest sound ratings in the industry.’ Selling Tool “Sometimes they use it as a 
selling tool, and tell the customer, ‘We are going to provide it for free for you in this job,’ even 
though they do it for every single one. But some salespeople put so much emphasis on the 
floor, that they completely forget about upgrading the underlayment, which is extremely ben-
eficial for the end user. I’ve even talked to them and given a few tips. 

“One easy way is,” he continued, “if you want to concentrate on the floor, concentrate on the 
floor, and right when you are done and Mrs. Jones is about to give you a check, all you have 
to do is say, ‘Oh, by the way, which pad would you like under this floor,’ then he can show her 
a basic base grade, two-in-one foam and film, and also show her an upgrade. Usually, the 
customer will ask, ‘What is the difference going to be for me?’ “The salesperson can mention 
the sound-deadening qualities,” added Rodriguez. “An example would be a 1,000-sq.-ft. job. 
She might ask, ‘How much more would this cost?’ If the salesperson only sells it for $.40 to 
$.50 more, that’s $400 or $500 more on a job that may be $3,000 or $4,000 at 10% or less. 
So, it’s an easy upgrade. We still can’t get them all to do it but we’ve gotten a bunch of them 
to upgrade.” 

Cushion and underlayment manufacturers, such as Leggett & Platt, offer several types of 
products for all types of flooring. According to its Web site, the company offers cushion such 
as bonded, fiber, premium, prime and rubber products, and this is just for residential broad-
loom. It also makes underlayment for laminate floors. John Morgan, national sales manager of 
No-Muv Corp., which specializes in underlayments for area rugs, said, “the first thing it does 
is, it prevents the rug from moving. The second thing it should do is, prevent the rug from

Cleaning your new laminate floor

One of the advantages to your new laminate floor is how easy it is to keep clean.  While 
there are many products available, many will leave a buildup and that buildup can leave 
marks.  Here are two very easy options that will work just as good and in many cases 
better than any laminate floor cleaner available.

Mix a ¼ cup of Windex into a 30 oz spray bottle, fill the rest with water.  A table spoon of 
white vinegar mixed into the 30 oz spray bottle will also be as effective in leaving a streak 
free shine. 

Spray a small area of the floor at a time and immediately go over it with a micro fiber 
swifter.  If there is dust present you can remove the dust with a vacuum or a dry micro 
fiber pad on the same swifter first.

Do not wet mop the floor, the less liquid on your floor the better.

Place protective pads under furniture, you want to avoid scratches. 

Maintenance:  
Regularly sweep or vacuum to help the new appearance last.  Protect your floor from 
debris and moisture by using floor mats at all exterior entry doorways.

Floor Covering Weekly Interview
regarding Underlayment

Published in Floor Covering Weekly July 11th 2011

1. What are some of the most common misconceptions about underlayment products? 
(please be as specific as possible. For example, do people usually go cheap on underlay-
ment? Or do they think all underlayment is the same?) I have recently learned that one of 
the common misconceptions from the end user is that thicker must be better when it 
comes to underlayment.  In reality there are many underlayments thicker than Silent 
Blue® with lower sound ratings.  
Our volume with higher end products has consistently grown and taken away much busi-
ness from the base or midgrade products.  The public has quickly realized that it is better 
to spend just a little more at the time of their purchase to minimize the clickity clack 
sound that is so common with floating floors.

2. Now what are the solutions for each of these misconceptions? The solution to the 
common misconception that just because something is thicker it must be better, is to 
educate the end user by letting them know that the only thing that means better quality 
when it comes to floating floor underlayments is more sound and moisture control.  
Things like sound control can be compared by looking for independent testing and labora-
tory results for sound ratings.  Moisture control gets a little trickier and is where we spent 
endless hours researching and looking for the best way to protect floating floors from 
being destroyed when installed over concrete floors with possible moisture related issues.  
We decided that a closed cell foam was the way to go, and then years later we improved it 
by adding two layers (one over the other, not on opposite sides) of protective film for 
extreme areas such as basements.

 3.  Has the industry progressed a great deal over the last 20 years? If yes, how? If 
not, why do you think that? The U.S. introduction to Pergo back in 95 or 96 created the 
most rapid growing segment I had ever seen in the floor covering industry.  Underlay-
ments quickly followed and improved.   In the beginning all that was available was base 
grade 2 in 1 underlayment, but improved pads with more forgiveness for subfloor imper-
fections quickly followed along with underlayment pads with sound control.

100 million square feet of underlayment shipped

Davie Florida 08/03/2011  

Starline Associates Inc. today announced that it has reached 100 million square feet of 
underlayment shipped throughout the U.S. with zero claims.  “To celebrate we are offering 
our clients, floor covering dealers, designers and builders 10,000 square feet of base 
grade underlayment for free with every qualifying purchase of 2 or more pallets of Silent 
Blue®.”   Said Ray Rodriguez CEO of Starline Associates.

“Featuring a Zero Risk Guarantee along with the highest independently tested sound rat-
ings available has helped us surpass all expectations. “  The Eco-Friendly Silent Blue® 
material won’t harm the environment.  This lightweight biodegradable pad offers lower 
melting points, so it uses less energy in the manufacturing stage.  

For more information contact Charles McGivern at 1-866-752-654


