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Preface

This guide is designed 10 sérve &5 a sowrce of marketing methods
and sirategies which manufacturers and entrepranaurs can refer to

when the need arises. Because the array of secondary-processed
wood products and markets is so broad, some methods and strale-
gies will apply to your firm directly, others will not. Keap in mind that
this guide was developed to provide guidance for both manufactur-
grs of consumer products and indusirial products.

The guide Is divided into two main parts. The firs! nine chapters
pertain to marketing concepts, quick marketing research methods,
ways to locate customers, axporting, and financing. The sacond
part, the appendixes, provides valuable sources of additional
information. The appendxes ara comprised of lists of various forest
products directories, state agencies thal provide assistance to
manufacturars, forast products organizations and trade shows on a
state-by-state basis for the 20 northeastern states. A wealth of
marketing information ks contained within this guide; it is up to you o
use it to your advantage.
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l. INTRODUCTION

Marketing is the backbone of mest profitable wood products compa-
nies. But marketing, itself, is a concept which many manufacturers
and entreprenaurs struggle with daily, Consaguently. this guide is
designed to assist wood products manufacturers and entrepreneurs
with thair marketing needs, The guide can be used for exploring,
analyzing, and tackling a variety of markets, or it can be used as
insight and food-for-thought about the marketing of wood products.

Mary of the concepis contained in this publication are used success-
fully by wood products manuifacturers and entreprenawrs.  Thay ara
offered to serve 8s a guide, not as the gospel. What may work Tor
one manufacturer, may not work for another. The key 1o successiul
marketing Is identitying the pardicular sirategies that will make your
company more competitive and profitable.

This guide focuses on the marketing of secondary-processedivalue-
added products, which, in the contesd of this guide, are products
derived from kiin-dried lumber. These products range from a simple
surfacing of rough-sawn, dried lumber, to the manufacture of high-
quality furniture. Ewen though there are many steps separating these
two examples, the simple surfacing of rough lumber iz a value-added
process. Because hardwoods predominate the northeastern United
Slates, most examples in this guide partain to hardwood products:

Wood products are divided into two major end-use market classifi-
cations: consumer and indusirial. Examples of products manufac-
tured for the consumer market are furniture, ficoring, paneling, archi-
tectural millwork, doars, and kitchen cabinets, Such products are
generally found in homes, businesses, and institiutions., Examples of
products manufaciured for the industrial market are dimansion,
furniture pars, railroad ties, pallets, and containers, Normally, these
products are not used directly by the general public or the average
consumer, Marketing exampiles for both the consumer and industrial
markel ara included in the guide,



Il. MARKETING

An executive vice president of a major forest products company
once defined marketing as: “The procesa of moving goods from the
producer to the consumer. It stans with finding out what the consum-
ers want of need, and then assessing whether the product can be
made and soid at a profit,”

This epproach to marketing proved to be extremely effactive for tha
company involved, Identifying customer needs s a key factor for a
successiul business, In today's soclety, the most successiul compa-
nies are the ones with the dosest tes o their customers. They listen
to what their custemers say, and react accordingly.

In general, the final consumers of many secondary-processed wood
producis are homeowners. They give an accurate Indication of
consumer needs and preferences, There are ample ways for a firm
to gain insight into products sought by thesa howsehold consumers.

P by Ed Ceesa

Homeowners' tazies and prefersnces affect the demand for secondary-
processed wood products.



For example, visiting recently-completed residential homes or
subscribing to home-type magazines that cover current trends or
consumer preferences are two methods. Magazines such as Fine
Home Buwiiding, Home, Country Decovaling ldeas, Country Living,
Remodeifng loeas, and Victorian Homes are widely distributed,
Most bockstores camry a variety of these types of magazines. For
manufacturers of dimension and component parts, trade journals
such as Wood & Wood Products, Fumniture Design & Manufacturing,
and Cabinet Manulaciuring & Fabvicating provide insight about
demand and markets.

Consumer tastes and prefarences vary by locale or region. The
more awane you are of these preferences, the easier it will be to fit or
alter your product ling to meet consumer demand. On a local basis,
visiting real astate open housas, home shows, and professional
contractors and remodelers provides insight into what products,
styles, and colors are in demand.

Consumer tastes and preferences come and go,  For example, in the
1850's, hardwood flooring was the prime floaring material used in
residential homes. However, with the development of synthetic
carpets and vimyl sheet flooring, hardweood flooring u=age declined.
Recenily, trends have changed. Hardwood ficoring B once again
being used in new residential homes becausa i increases rasala
value and desirability. The industry is also successfully promating a
complamentary wall and ceiling product.
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Complementary hardwood flooring products ke wall and ceiling paneling have
helpad boost aales of the hardwood fooring Industry.



ll. THE 4 P'S OF MARKETING

Successful marketing incorporates fowr key factors: product, promao-
tion, prica, and pdace (distribution). These factors are referred to as
the 4 P's of marketing. Using the 4 P's in the right combination allows
a manufacturer to satisfy his customers' needs and wants while
maintzining a profitable business.

1. Product(s)

Products are physical objects or sarvices that satisfy consumer
naeds and wants, Anything derived from wood can be considerad a
product. Two important wood product classifications are:  commaoo-
ity and specialty. Wood commeodities are products such as 2 x 4's,
2 x 8's, hardwood lumber, softwood lumber, structural plywood, and
oriented strand board. In other words, wood commodities ane
indistinguishable products that are manufactured by many compa-
nies. The purchasa of these products is usually diclated by prica.
For example, consider thal a customer is given the choice of buying
a construction grade 2 x 4 manuiaciured kom ping harvestad in State
A versus a construction grade 2 ¥ 4 manufactured from pine has-
vested in State B, Hf the 2 x 4's look similiar, but the price for the State
A 2 % 4 |= less than the prica for the Statla B 2 x 4, the customar will
purchase the State A 2 x 4, WhyT? Because 2 ¥ 4's of tha sama
struciural grade have basically the same mechanical and structural
properties. Consequently, there is no reason to buy the more expen-
Sive 2 X 4.

Specialty products are products that are unique in one way or
ariather and have few substitutes, Consequently, they are not as
price-sensitive as commodity products. For example, consumers
gre able to purchase 2 x 4's from a variety of bullding supply cutlets
end home center stores, but they cannot easily obtain clear-four-
sides, surlaced-four-sides walnut boards from these souwrces. Con-
saquently, consumers needing surfaced walnul boards for a weak-
end woodworking project are usually willing to pay a high price for
these "specialty tams' if they are able to find them at all. This is



because there are few, if any, desirable alternatives, unilke tha
situation described for 2 x 4's. Typically, sales of spacialty products
are |ess affacted by cyclical changas in the economy, than are
commodity products. Exampies of specialty hardwood products
include custom maniels, millwork, cabineds, and sodid raised-panal
doors.

Corieny o Woadwonlks, fae, Morganrows, WY
Speclalty products like the oak mantel above oflen bring premium prices,

2. Promotion

Promolion is communication used by companies to inform custom-
ers about who they are and what they are selling. Successiul promo-
tion can stimulate product demand. Types of promotions Include
advertising, selling, packaging, and, to a lessar ectent, public rela-
tions. Basically, promotion lets potential customers know about your
products or Sarvices,

There are ample sources of promotional media from which to
choose. All media types should be thoroughly investigated to see
which types best reach the desired customers. For additional
information on this subject, ssa Chapter V|, Localing Customars,



Examples of promations include:

= Store flyers * Photo catalog of
* Direct mail products

* Word-of-mouth * Point-of-purchase
* Videos literature

* Displays in retail stores * Advertisements in
Displays at trade shows newspapers,
Displays in your own magazines, and
showroom trade journals

The packaging of 8 product showld be used to promote as well as o
protect. Because ihe package is highly visible, it plays an imporfant
marketing function,

in addition 1o protecting vour product, the package serves as &
medium o

1.) prosmeole your produec
2.) promole your company
3) educate customers about your product

For the consumer markel, many examples ol product packaging are
found in building materal oullats, depadment slores, and homa
centers. Before deciding how best to package your product, deter-
mine how similar producis are packaged, merchandised, and
promoted, This can be accomplished through industry contacts (je.,
rade shows, joumnals/magazines, and packaging firms which service
the indusiry) and by browsing through siores.

Far the indusirial markel, an example of packaging promotion is
dimension neally stacked and shrink-wrapped on a pallel with youwr
campany logo displayved In a highly visible place.  Appearance is an
important facior when a buyer initially receives your products. For
example, if your shipment of 5,000 cak door stiles and rafls |s



received by a cusiomer in a form that does not indicate care or

quality, but your competitor's product does, your customer may give
the compatitor preferential traatment.

.Fniﬂlr.‘s.!wd Sosliel Ol
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Courtey of Alfweod Products, nc., Cumberland, MD

This package nol only profects the product, but visually plves the customer
product infarmation which is wsed when making a purchasing decislon.

Produdt literature aiso plays an important marketing function. It
answers questions such as: What is the product? How is it used?
How do you care for it? How do you install and finish it? How do you
repair it? Product literature can range from directions printed on the
package, to a brochura, to a piece of plain white paper with typewrit-
ten instructions. Product literature is designed 1o educate customers,
The more they know, the mora likely they will be satisfied.



3. Price

Assessing whether a product can be made and sold at a profit is
another important factor to consider when planning your company's
marketing strategy. Determining price can be a difficult process and,
too often, is learned through trial and error. Many factors are incorpo-
rated in developing a price. The major ones are:

* Fixed costs * Quality
* \Variable costs * Service
* Profit - timely delivery

* Supply/demand factors
- mftr's production capabilities
- buyer's demand/need/desire
* Availability of substitutes
* Past relationships with customer
- regular, infrequent, first time
* Credit worthiness of customer
- customer payment habits
* Competition
Fixed costs, such as building and equipment expenses, are costs
which require payment whether a product is produced or not. Vari-
able costs, such as raw material, labor, and electrical costs, are
expenses incurred in manufacturing a product and vary based on
production levels. Raw material (lumber) costs are of particular
importance to wood products manufacturers. For example, accord-

ing to the National Dimension Manufacturers Association, raw
material (lumber) can be 40 to 60 percent of the production cost to

manufacturers of dimension and component parts. Profit is the



amount of monetary return desired as the reward for producing and
marketing a product.

Intangible factors vary in importance depending on: company size,
product line, product life cycles, and time. All of these factors are
interrelated.

There are a variety of pricing strategies; however, two of the more
common methods for determining selling price are competitive
pricing and profit-oriented pricing. Competitive pricing is based not
only on cost, but also on the selling price of similar products. Profit-
oriented pricing is based on your variable and fixed costs, plus a set
percentage or dollar amount (profit). For example, if the cost of
producing and marketing a birdhouse is $5, and you decide that you
want to earn a $2 profit per birdhouse, your selling price is $7 (profit-
oriented pricing). However, if your competitor is also manufacturing
birdhouses and selling them for $6.00, you may want to readjust your
selling price (competitive pricing). Many companies use both
methods from time to time.

An alternative to reducing your price would be to emphasize the
intangible price factors. Factors such as quality and reliable service
may enable you to charge a premium and simultaneously increase
your market share. Often times, entering into a new market via the
low-cost manufacturer is not wise because of unacceptable profit
margins. Ultimately, you must decide what is an acceptable profit
margin or return on investment.

4. Place(Distribution)

“Place” refers to the distribution channels used to move or transport
products from your facility to your customers. The most appropriate
distribution method for your company will depend on who your final
customer is and which method is most efficient and cost effective in
moving your product to your customers. Examples of distribution
methods are retailing products directly, distributing to wholesalers or
brokers, and distributing to other manufacturers.

10
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A varlety of distribution channels are avallable to manufacturers. Each has
its advantages and disadvantages depending on your product line, size of
company, and other business factors.

Usually, the closer the sales of your producis are to the final con-
sumer, the higher the price received. For example, 3/4" x 1-5116" x 7'
clear, surfaced-four-sides, oak dimension is sold to a large door
manufacturer for stiles at approximately $1.95 per piece. If that same
piece of dimension is merchandised to a home center, it brings a
price of approximately $2.45 — a 26 percent increase. Why? The
dimension scld to the door manufacturer has several production
steps and channels of distribution to go through before it reaches the
final consumer. When sold to a home center, that piece of dimension
is bought by the final consumer and has no more channels of distri-
bution to go through. The key point to remember is that even though
that same piece of dimension brings a higher price sold to a home

center, there are more marketing costs and effort required in this

11



particular market, For example, a door manufacturer may purchasa
a truckload of dimansion at one lime, wheraas a home center may
purchase 1/20th of a truckload. Thus, to sell a trucklcad to home
centers, It would have to be merchandised to 20 of tham (L.e., more
cost, more labor, mare time and probably, more headachas). Utt-
mately, thesa issues and marketing strategies are dedded by you -
perhaps by trial and edror.

Normally, manufacturars of dimension and furniture components
distribute thair products directly to their customers. Howewver, when
breaking into new markets, these manufaciurers often use agents or
brokers. By using an agent, manufacturers utilize the agent's exper-
tize and knowledge about the particular market, thus, minimizing the
break-in period. Also, the closer the manufacturars ara (o thesr
customars (physicaily), the more frequently they ship direct.

12



IV. QUALITY AND SERVICE

A company needs two additional items for success in today's
business environment: quality and service. A company's knowledge
and ability to produce “quality” products in conjunction with reliable
service are critical for success in today’'s competitive marketplace.

1. Quality

Today's consumers are quality conscious. Drying defects such as
splits, cracks, and checks and machining defects such as snipes
and uneven milling marks are unacceptable to consumers. Many of
these defects are preventable by utilizing properly dried lumber and
by alleviating processing problems; which may be easier said than
done. Ewven grain pattern and color variation affect perceptions of
quality.

Courtesy of Appalachian Hardwood Center, Morgantown, WV

Drying defects are unacceptable to most customers. Utilizing lumber thatis
dried properly will eliminate many quality problems.

13
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Depending on the quality-consciousness of your customers, excessive milling
marks could create customer purchasing problems.

2. Service

Providing prompt service is vital to achieve and maintain customer
satisfaction. Customers are frustrated when orders are not delivered
on time. Manufacturers who provide fast turnarcund times and
prompt deliveries while maintaining quality are more likely to be
profitable than firms who do not. Cther important service factors are:
1) return/refund policies, 2) knowledge and competence of your
salesforce, 3) knowledge and competence of your buyer's
salesforce who may be reselling your products, and 4) education
customers receive on your products and their uses. The importance
of each factor will vary depending on the product type and your
company's business philosophy.

14



Courtesy of Mon Do-It Center, Morganiows, WV

Educating persons who will ultimately be selling your products to final con-
sumers is an imporiant aspect of servicing capability. This example shows the
Importance of having a knowledgeable salesperson (in relation to your
products) in a home center store.

15



V. SIMPLE MARKET RESEARCH METHODS

The next two chapters are oriented toward locating customers and/or
ways to identify markets for products. Chapter VI, Locating Custom-
ers, specifically outlines methods for identifying customers. This
chapter highlights simple ways to learn more about wood products
markets and marketing.

Listed below are ways in which you can research and analyze
potential markets for your products and/or identify potential new
products for your company to manufacture. These suggestions are
oriented toward awareness of consumer needs and wants.

1.) Visit local home centers, department stores, lumberyards and
other retailers. Notice the types of wood products being merchan-
dised and how they are being promoted. For example, how is
hardwood paneling packaged? In what quantities is it offered? How
is it promoted within the store? What customer types are targeted?
Then ask yourself, “Can my products be merchandised similarly?"
Also, which products are sold out? Which products does the retailer
have trouble keeping in stock? Face-to-face discussions with store
managers can be informative.

2.) Attend and consider exhibiting at trade shows, such as home
shows. Beyond developing new sales leads, much knowledge and
advice pertaining to all aspects of business operations can be
obtained at these shows. The personal contacts made can be
particularly rewarding, and often one will learn what similar manufac-
turers are actually doing. For additional information on trade shows,
see Chapter VI, Section 6, Trade Shows.

3.) As mentioned in Chapter Il, Marketing, one method of identifying
trends and staying current and familiar with your industry is to sub-
scribe to trade journals and magazines. To learn about the various
journals and magazines which are published, check with your local
bookstore or library, as well as the organizations listed in the Appen-
dixes.

16



4.) Discuss ideas with individuals who are knowledgeable about
markals and consumer prafarences, Carpenters, remodeiers, and
lumberyard and home center retailers are good sources of Informa-
tion for vour local area.

Pl by Bl Ut

Knowlsdge aboul markels for your ares |8 resdily svallable, If you seek L.
Professionel remodelers and contractors can provide inaight on local markets.

5.) Abtend real eslala open houses o dalermine currant trends for

wood products and whether or nol these markeats can be tapped by
your comparny.

6.} Visit your local home builder association, chamber of commearce,
and small business associgtion. Individuaks in these organizations
may provide Iinformation about overall business operalions and
consumer needs and wanis for wood producis.

7.} Communicate with manufacturers of finished wood products,
particularly if you are considering supplying them with dimension or
component parts. These manufacturers can ba located by search-
ing through industrial and commercal directories (sea pages 30-31,
33) and semetimes through state foresl products direciony(s) that are
listed in Appendix A.

17



8.) Most state forestry agencies employ staff personnel who have
expertise in forest products utilization and marketing. Often, they
have knowledge about current marketing activity. Appendix B lists
the state forestry offices located in the 20 northeastern states. When
contacting these offices, ask to speak to a forest products utilization
and marketing specialist.

9.) The USDA Forest Service, State & Private Forestry, Northeast-
ern Area, employs a forest products specialist in each of its three
field offices. These individuals can supply you with general market-
ing guidance and direct you to other knowledgeable professionals.
Addresses of field offices are:

USDA Forest Service, S&PF  USDA Forest Service, S&PF

Concord & Mast Roads 1992 Folwell Avenue
P.0O. Box 640 St. Paul, MN 55108
Durham, NH 03824-9799 Phone: 612-649-5244
Phone: 603-868-5936 FAX: 612-849-5285

FAX: 603-868-1538

USDA Forest Service, S&PF
180 Canfield Street
Morgantown, WV 26505
Phone: 304-285-1536

FAX: 304-285-1505

10.) Many land grant universities employ wood products extension
specialists as part of their forestry/wood technology programs.
These professionals can provide information pertaining to forest
products. Specific expertise depends on the university's research
and technology transfer emphasis. If the specialists cannot answer
your questions, they usually can direct you to someone within the
university system who can. Appendix C lists the land grant universi-
ties in the 20 northeastern states that employ wood products exten-
sion specialists.

11.) Forest products and marketing consulting firms are available for
hire. Services they provide include market analyses, identification of
marketing strategies, development of marketing plans, development
of promotional strategies, etc. Generally, these firms can be identi-
fied by contacting the organizations listed in items 8, 9, and 10.

18



Vl. LOCATING CUSTOMERS

One of the most common problems for wood products manufacturers
and entrepreneurs is locating customers. A great frustration for many
companies is manufacturing a quality product and then having
difficulty finding customers to purchase it. Below are some sugges-
tions for identifying potential customers.

1. Word-of-mouth

Perhaps the best way to acquire new customers is through satisfied
customers. Once you have established a clientele of satisfied
customers and developed a positive reputation, these people
usually come back to purchase additional products as the need
arises. These established clients also communicate their satisfac-
tion to friends and neighbors. It is critical to provide first-time custom-
ers with quality products and reliable service and to continue this
strategy with existing customers. Often, loyal customers buy your
product, even if it is more expensive than that of your competitors,
because they know they can depend on you.

2. References

As stated above, satisfied customers will come back when the need
arises. Often, friendships develop with your most loyal customers,
and periodically, these customers are willing to talk to prospective
customers about your product line. Keeping a record (reference list)
of satisfied customers and referring your potential customers to them
can be an effective marketing technique.

3. Yellow Pages

One of the most useful publications available for locating customers,
and for having them locate you, is the yellow pages. For example, if
you are trying to contact all lumberyards or home centers in your
county, consulting the yellow pages in telephone directories can be
an effective method to help find them, Normally, you can request
directories from your local telephone company for the areas you

19



want to covar. It is also possible to obialn directaries for your entire

state.

On tha olher side of the coin, a wall-developed advertizament

placed in tha yallow pages may reward you many times over. Most
people routinely use the yellow pages, especially when trying to
locate products or unusual items. A well-written advertisement that
briafly conveys pertinent information about your company’s products,
senvice policy, and business hours can bring you a surprising

number of new cusiomers,

Space Ads

DAISY'S FLOWERS & GIFTS
i Fell Raraas Figia
CHHN T AL Tt
T, Fim & Ocsaaany

L3a] Piireer 88 555-0513
2HS - 1 inch
DAISY'S FLOWERS & GIFTS
Flowees For Al Occesons
Flowers By 'Wira
Frea Defivery
1343 Figwewr B -oaire T 5550813

Display Ads

argy s
LORISTS

555-345

& (haaisy Faral Desgm
» Frall Raskiy

= Dty = Weddingt

& Fumsrmy

« Epasial Dexasimny
1248 Flowes Sireal
Miom -Fri Taks- TPl
Sai -Swun 10k SR

|

Courterpof CdeP Telephone, Greendsell, MDD

Yellow page ads come in 8 variely of aizes and shapea, The wording of the
ad Is critical for it lo be effective. Contact the adveriising department of your
lacal telephone directory for additional infarmation.



4. Direct Sales

Approaching customers directly with your products (s an effective
marketing strategy for many companies, For example, assuma you
are starting a8 small company that manufactures hardwood flooring,
paneling and molding. Your product is high-quality, but sales are
low. What will you da? Will you sit by the phone and wait for it to ring,
or will you try & direct sales approach similar to the following ex-

Ayl

Tha first slep for a direct sales approach is o meke samples of your
products. Samples of fioaring and meilding 4°, 8°, or 12" in length are
adequate, For the second slep, tape a business card or stamp your
name, address and telephone number on the back of each sample.
Mext, with your samplas in hand, drive 10 new residential construction
sites and visit with contractors and buillders. Give them samples and
try to obtain a feel for thair needs. Do the same for existing bulldings,
homes, and offices that are being remodeled or renovated, You
probably are nat going to make an immediate sale with your first
contact, but &t least thess potential customers will Krow abaul your
company for future building needs,

21



Courtesy of Fimberydt Soves Wood Products, [iianiows, P4
Product samples with appropriste company information an them can be
an effective method for leaving a long-term impreasion en polenfial
cusfomers, Samples are normally not discarded &8 offen 88 brochures
ar olher paper [ileraiure,

5. Picture catalog

Ancther method would be for a manufacturer fo develop a piciure
cataleg, For example, if your firm manufactures and installs kilchen
cabinets, take pictures of your finished cabinets and organize them
inta a descriptive calalog. The catalog can be used as an effective,
low-cost sales fool 1o attract cusiomers.

It your firm produces products for the industrial market, a catakog of
your products and facility could be wseful Piclures of your products,
machinery, production Bne, packaging area, and office are useful
when communicating with customers, espedally # you are on a
business trip. Oflen, buyers appreciale having additional knowledge
about your company, especially when your facility is a thousand
miles away,



8. Trade Shows

Cne of the most popular means of introducing products to potential
customers s trade shows. Obtalning booth space at a trade show,
such as a home show, anables you 1o promote your products 1o a
select audience that, by iz very nature, is interested in the type of
products you are manufacturing. Trade shows vary depending on
the type of products and markets they are orented toward. For
example, some trade shows cater to the general public (ie. home
shows, mall displays); others cater to tradefindustrial business
professionals (ie. International Woodworking Machinery & Furniture
Supply Fair, Atlanta, GA).

Local home shows are a patential oplion for companies manufactur-
ing products such as ficoring, paneling, molding, doors, furniture,
cabinets, and other household items. To find locations and dates of
home shows, conlact your stale home builders associalion (see
Appendix D).

Various forest products organizations, located in the 20 northeastern
states, sponsor tfrade shows. For a list of these shows, see Appendix
E. Also, severalf national and regional rade shows are listed in the
Appendix.

Once a decision is made 1o axhibit al a show, a design for an attrac-
tive booth display is needed. The dasign of a boath is important,
because it is the first impression potential customers (atlendees)
have of your company and products. An example of a design is
depicted on page 24.

In order to maximize show succass, it is imporant to follow-up on
show leads, This can ba the dilerenca batween a potential cus-
tomer and a new customer, Additionally, a follow-up letter o individu-
als on the attendee registration list may be productive.

For a small manufacturer, the cost of booth space, travel, and lodg-
ing may ba prohibitive. By sharing booth space with anothar manu-
facturer, costs are reduced. Even if you do not exnhibit, trade shows
still provide many benefits. Interacting with other businesses at irada

23



shows generales usaful contacts regarding potential customers,
supplies, manufacturing technology, promotional techniques and
product lines similar to your own.

BerganiEs= 7

sGifte & A

Cowrieiy of Woodworks, fnc., Morgamicsan, W15

A well-designed display will attract potentisl customers to your booth and
assistwithopening lines of communication,

7. Print Advertisements

Print adveriisements are an effective method for locating customers if
you understand the advenising madium, its intended avdience, and
its advertisement costs, Advertisaments may be placed in many
types of prirted material such as newspapers, fiyers, magazines,
and trade journals. An advertisement such as a classified ad placed
in the daily newspaper or weekly paper, can be financally reward-
Ing.

8. Trade Journals & Magazines

Trade journals and magazines provide some of the best marketing
opportunities via print advertisements. Journals and magazines are
valuable because they reach a select audience. By selecting
appropriate journals and magazines for advenising your products or
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sanices, you can get your message (o those most interested.

Thara are journals and magazines that focus on nearly every market
that exists in tha United States. Once you (dentify several potential
journals and magazines, call the advertising depariments and
request @ media kit. The address and telephone number are nor-
maily listed on the first or second page of the magazine. The madia
kit contains specific information about the publication's circulation,
subscribers, advertisement requirements, advertisement rates, and
other marketing services. Nommally, there is a three-manth period
between the date the journal or magazing receives an advertiseament
and the date & is published,

Other marketing oppordunities offered by some jounals and maga-
zines include;

1.) Subscriber mailing lists. These lists are normally sold on & per
1000 basis. Lists can be purchased for a particular segment of
subscribers (ie. by industry segment, by state, by region, etc).

2) Telemarketing programs. For example, f you were planning a
business trip to the west coast, certain publishers will contact speci-
fied companias you would ke to visit and set up appoiniments for

you,

3.) Reader services. For example, publishers will inciude a postcard
in their journal that lists numbers which coincide with advertisements,
The reader, il interested in a particular product, circles the reference
number on the postcard and mails & to the publisher. The publisher
in return prints mailing labels of interested readers and sands them 1o
the manufaciurer,

4) Postcard packs, Some publishers periodically send their
subscribers a deck of postcards, Each postcard is an advertise-
ment for & product or service. One side camries the advertiser's
message. The other side serves as a reply card with the
manufactures's name, address, and phone numbser.



B.) Special sections, press releases, and editorial opportunities,
Cenain issues of journals and magazines focus on a particular topic,
market, or industry segment. Opportunities may exist to promota
yvour product line through an anticle, press release, or lefter 1o the
editor in these issues. Contact the publisher for additional informa-
tion.

9. Mail order

For manufacturers located in areas away from their customers, & maill
order business is an oplion, provided your product ling can be
shipped relatively easily and inexpansively. Many crafts are mar-
kated this way, The success ol a mail order company often de-
pends on determining the bast means of advertising your product
line, Examples of mail order business advertisements are found in
many trade journals and magazines., When exploring this opficn, you
first need to identify approgriate trade journals and magazines, Mext,
cantact their advertising offices and request a media kit. Then follow
the recommandations for advertising in journals and magazines
listed previoushy.

Mary mail order businesses develop product catalogs as pant of
their marketing programs. Once a company is established, a cata-
log of its products can be developed and distributed to potential
customers upon request or through direct mailings. Malling lists of
potential customers can be generated from trade show aftendee
lists, telephone directories, prior inquiries, marketing companies,
journals, magazines, elc,
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10. Customer Contact Lists

An up-fo-dale customer contadt st can be extremealy valuable, but
developing and securing such & list can be frustrating. However, with
ingenuity and creativity it can be developad. For many markets,
specific direciories of poteniial customers exist. For exampie,
SUPPOSE your company wants 1o target do-it-yourself customers who
patranize the home center market located in the New England states.
Where do you find a listing of New England home centers, the types
of products they merchandise, and the customer types they cater to?
CHAIN STORE GUIDE Information Services, a professional market-

ing firm, publishes a directory called Home Center Oparators and
Hardware Chains which lists home centars with annual sales of ong

million dollars or more within all 50 ates. For a wood products
company targeting the home center market, this directory is invalu-
able. For more information, contact the company at the address
listed on the following page.
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CHAIN STORE GUIDE Information Services
822 Coconut Palm Drive

Tampa, FL 33619
Phone: B13-664-6700
Fax: 813-664-6882
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11. Print Advertisements on Pens, Pencils, Letterheads,
Notepads, etc.

=mall token #ems such as pens, pencls, calendars, and notepads
have valuable marketing implications for many manufacturers. The
range of items that you can place your name, address, ielaphone
number and other pertinent information on is overwhalming, Various
mail order companies and local office supply houses offer such
products.  These items can be effective marketing tocds and can be
distributed to potential customers during initial and subsaquent
meatings.

12. Industrial Directories

Industrial directories are a useful source of informaticn when idantity-
ing potential customears because these directories list companias
that manufaciura all iypes of products. Most are divided by major
industry groups, which are classified by Standard Industrial Classifi-
cation {(SIC) codes. SIC codes were developed for use In the classi-
fication of businessas by type of activity in which they are engaged.
It Is & method which the United States government uses 1o document
statistical data on businesses. Fortunately for us, many publishars of
Industrial directories use SIC codes as industry classifications.

SIC 24, Lumber and Wood Products Except Furniture, and SIC 25,
Furniture and Fixures, are probably the SIC codes that will interest
you most. A description of wood products SIC codes is found in
Appendix F. Normally, larger wood products manufacturers, who
produce products such as furniture and chairs, are induded in thesa
directories. Many of these manufacturers purchase dimension and
component parts from smaller manufacturers. Conversely, you may
want to consider listing your company in an industrial directory
because of iis potential for developing new customers.

Following Iz an example of how you can use industrial direclories.
The axampla canters on a company that is interested in manufactur-
ing dimension parts, such as squares. The squares will eventually

ba turned into chair legs, and tha target market will be furniture and
chair manufacturers. A quick and simple marketing research method
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to analyze the potential of this market would be to develop a list of
chair and furniture manufacturers from selected industrial directories,

such as the ones listed below. Send the companies a lelter or
contact them by telephone and briafly describa your comparry and
the products you manufacture or are willing 1o manufacture, Assass
the likelihood of those companies purchasing your products.  While
conducting the survey, be sura o obtain specifications from each
furniture and chair manutacturer regarding required size, type, and
quality of tha product needed.

Industrial directories may consist of several volumes. Many collage,
university, and public libraries and economic development organiza-
tions have copies. Following is a kst of selected industrial directo-
ries.

Directory(s) of Manufscturers (by slale)
Commierce Register, Inc.
190 Godwin Avenus
Midland Park, NJ 07432
Phone; 201-445-3000
FAx: 201 -870-T0GE

MacRAE's Industrial Directory(s) (by stale)
MacRAE’S Biue Book (nalional)

817 Broadway

Menw ork, MY 10003

Phone: 212-673-4700

Thomas Register of American Manufaciurers
American Export Register

Thomas Publishing Company

One Penn Plaza

MNew York, NY 10119

Phone: 212-695-0500

FAX: 212-200-T965

Industrial Directory(s) (by siate)
Harris Industrial Directory (national)
Harris Publishing Company
2057 Aurora Road
Twinsburg, OH 44087
Phone: 216-425-8000
FAX: 216-425-T150
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Regional Business Directory(s)

Industry Specific Directory(s)
Dun & Bradstreet Corp. Information Services

Thiea Syhvan Way
Parsippamy, MJ 07054-38086
Phone: 201-605-8700
FAX: 201-605-6911

13. State Marketing Bulletins

An adverisement placed in a slate marketing bulletin |5 anolher
option. Many companies find this to be a successful marketing
technique. State marketing bulletins are published by state forestry
offices and are traditionally orlented toward primary-processad
products; however, adverisements for secondary-processed
products are becoming more common. To oblain further information
concerning ad placement, or 1o be placad on the mailing list of a
particular bullatin, sea Appandix G.

Cimrrrery af the state foreniry agencies of W, M~ & WV

Depending on the type of product and type of markets, advertisements In
stats marketing bullating can be an effective low-cost marketing technigue.
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14, Stete Forest Products Directories

Most state forasiry offices maintain forast products directaries that list
manufacturers of varlous wood products. These direclories are
frequently distributed to polential customers. For example, state
agencies, representing their forest products industries at trade
shows, distribute these directones to show altendees. Consequently,
it is wisa to list your company in your state directory. Appendix A lists
forest products directories published by state, as well as the ad-
dresses and phone numbers of the publishing agancy.
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Having yourcompany ifeted n your state s forest products directory s another
way lo increase your exposurs to potential customers. Also, the direclory may
provide you with a list of potential customers.

16. Commercial Forest Products Directories

A variety of commercial forest products directories exists, with each
warying in style, content, and organization. All have valusble informa-
tion about the forest products industry. They can be used as a
source for identifying customers.



Following is a st of selected commercial directories.

Directory of the Forest Products Industry
Miller Freeman Publications
500 Howard Street
San Francison, CA 84105
Phone: 415-905-22300
FAX: 415-905-2230

Graen Book-Hardwood Lumber Marketing Directory
Millar Publishing
1235 Sycamore View
Mamphis, TH 38134
Phome: 501-372-8280
Fax- 801-373-6180

Wood & Wood Producls Red Book
Vance Publishing Corp.
400 Knightsbridge Parkway
Lincodnshire, IL 60069
Phona: TOB-634-4347
Faix: FO8-634-4370

Furniture Design & Manufacturing Woodworking

Industry DNrectory
Defa Communications, Inc.
200 M. Michigan Awenue

Chicago, IL 60611
Phone: 312-222-2000
FAX: 312-222-2026

16. State Forest Products Assoclations & Relasted Groups

Most states have at least one association of wood-interest group that
reprasents or provides assistance to the forest products industry.
Contact these groups to understand how they operate, thair potential
benafit to you, and your polential banaflt to them. Appandix H lisis
forest products associations and related groups thatl may assist you
with your company’s marketing program and/or general operation.



17. Trade Associations

Trade associations are generally comprised of a group of manufac-
turaers specializing In a paricular ssgment of the industry, For ex-
ample, the Mational Cak Flooing Manufacturers Association (s
comprised of members who primarily produce cak flooring. Trade
associations generally market their members” products and services
through various promotional and educational programs Including
trade shows, newsletters, workshops, advertisements, etc. They
represant their members on legal matters and environmental con-
carns, establizh and maintain produc standards and specifications,
and colied and distribute economic trend and market information 1o
their members, Your company may wish o consider [oining a trade
association. Appendix | ists associations which represents manu-
facturer of secondary-processed wood products,

18. Seminars & Workshops

Forest products associations, industry groups, government agen-
cies, and universities periodically conduct seminars and workshops
on various segments of the forest products industry. Many of the
seminars and workshops are marketing oriented and often provide
information on potential customers and effective ways of reaching
these customers. These workshops are advertized in stale market-
ing bulletins (sea Appendix G), by direct mail, and by word-of-maouth.
Ofien, manufacturers miss many opportunities by not attending these
workshops. Peopia are busy and money is usually tight, but the time
and money spent at a quality workshop is time and monay well
spant. Mot only do you gain from the knowledge acquired, but also
from the comacts. Workshops in the 20 northeastern states range
from log and lumber grading, (o kiln drying, to processing and
manufacturing, to marketing and exporting, with everything in be-
tween. Usually your state's forest products utilization and marketing
slaffs (ses Appendix B) and wood products axtansion spacialists
(see Appendix C) are familiar with upcoming workshops in your area.



Vii. CASE STUDY: Sunsot Hardwood Company

The following case study I an example of how one might wse the informa-
tion and ideas in this guide in the developmeni of a marketing plan.

Sunset Hardwood Flooring Company manufactured sirip and plank
fiooring for over 40 years, Back in the 1950's, marksls wara excep-
tional, and buyers practically knocked the company's doors down to
buy thair sirip ficoring. As wall-to-wall carpating bagan 1o compela
strongly against hardwood flooring, sales started to shrink,

Today, the comparny produces only a tanth of the volume it did
during the heydays of the 50's. Only a few employees are neaded 1o
maintain the operation. For the last 20 years, the company’s market-
ing strategy was lo sit by the telephone and wait for orders,

When the owner of the company decided 1o retire, he soid tha
struggling company to a young businessman who was familiar with
marketing and homeowners' tastes and preferences for interior wood
products, Although the new owner knew very little about manufaciur-
ing flooring, the employees knew quite well how (o manufaciure top-
guality flooring. By combining the strength of the existing workforee
and the new owner's marketing knowledge, the company made
some major changes. Ywhat do you think they weare? Think what you
would have done if you were the new owner.

The first step was to add a new product line. It was basically V-
grooved plank ficoring, but instead of marketing it as a floor cover-
ing, it was marketad as a wall paneling. In paticular, the naw owner
realized that the housing boom in the adjacent matropaolitan area had
new homeaownars who wantad a distinct charecter or flavar for thair
homes. He identified this need by visiting with new residential
contraciors and carpenters and homeowners, discussing thelr needs
and wanis a5 well as any possible opporunities for his company 1o
meet their needs.

From his market assessment, he developed a wainscating product
from the existing fiooring product line in lengths of 32 and 38 inches.
The company also developed a panel cap molding that sat nicely
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on top of the wainscoting, The panel cap served as bolh a chair rail
and a decorative covering for the top end of the walnscoting.

The new owner realized thal mos! of these homeownars warng Ln-
aware ol his company’s new product line; conseguently, he devel-

oped a marketing program geared at increasing consumear aware-
ness. The marketing program is outlined below:

1.) The Product

a. Two species: red and white oak (species currently being
manufactured into strip and plank fiooring)

b. Two grades; dlear and character marked

c. Lengths: 32° and 36"

d. Widths: random (a combination of the following widths; 2%, 3%,
4", 5%); same width {all 2* or 3°, elc.)

@, Other characteristics: wainscol was sanded, edges were
baveled

f Developad a panel cap to fit on top of the wainscot (red
and white oak)

2.) Pricing Scheme

Because the wainscot product was a specialty em, not a com-
modity item, the pricing strategy followed accordingly.

a. For the clear grade, the price was:
Random width: 30% higher than the standard flooring price
Specific width: 40% higher than tha standard flooring price
b. For the character-marked grade, the price was,
Random width: 20% higher than standard fiooring
Specilic width: 30% higher than standard flooring
¢. For the panel cap, the price was:
The same as baseboard molding sold 85 a complementary
product with the flooring



3.) Promotional Strategy

a. Samples: The company produced 24" x 32° wainscaot
samples (with the panel cap attached) in red and white oak,
clear and character-marked grades, stained and finished. A
variety of stains was used to demonsirate tha color affect.
The backs of the samples were stamped with the company
logo, address, phone and FAX numbers, as well as the
grade, type of stain, and finish. The displays weare used 1o
educate and entice new residential contractors, remodelers,
and homeowners to purchase wainscol,

b. Informational brochure: The company developed a brochure
on the characteristics and guality appeal of thelr wainscoting
that included: suggestions for what types of rooms to install it
in, installation instructions, finishing instructions, and instruc-
ftions for care after inslaliafion. The imformational brochura
served to educale homeaowners on the guality of the wain-
scating and how to install . It also served as a handout for
professional contractors to distribute 10 potential customers.

g. Office display: Wainscoting in both red and white oak, clear
and character-marked grades, was installed in the

company’s offices providing customers a firsthand ook at the
company’s wainscot product line.

d. Photo display: The compamy organized 8 series of photos of
residential homes with the company's wainscot product
installed.

8. Personnal The company allocated 20 percent of the axisting
salesparson's lima to promoting and marketing the new
product fine.

4.) Distribution

The company had no trucks. They shipped their products via
commarcial irucking and continuad that method for wainscot

shipments. Shipping charges were paid by the company for
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orders of S1000 or more,

The marketing program was two-tiered. It was directed to both
professional contractors, as well as do-it-yourself homeowners. An
advantage was that once contractors started using the company's
wainscot and their customers were satisfied, these contractors
recommended it o othar homeowners, A second advantage was
the compary aiso reachad the final customers, who may want to
install it themsedves later in other areas of their housa.

Armed with a weli-thought-out product line, pricing scheme, promo-
tional strategy, and a planned distribution system, the company
salesforce hit the road. Samples were given to professional contrac-
tors operating In the metropalitan area and advertisaments ware run
in the local newspapers and yellow pages. The new product ine
was also promoted to the company's existing flooring customers.
Becausa the new product line required little addiional investment in
the manuiacturing operathon, risk was minimized,

The company's first yvear sales goal was $75,000 while the sales
goals for the second and third years wera $140,000 and $270,000,
respectively. How do you think they did? Would you have done
arnything differently?



Viil. EXPORTING

The export market for secondary-processed wood products s
growing and varies depending wpon the product, country, trade
palicies, and various olher factors, Export marketing initially sounds
frightening and unappealing to many manufaciurers and entrepre-
neurs; howevar, thara are many manutacturars who successiully
expor their producis. As with any new polential market, it needs o
be studied, researched, analyzed, and approached with caution,
The purpose of this chapter is to direct you to sources of exporting
knowledge and assistance.

To test this market initially, consider working with an expart agent o
an export broker, These people are familiar with export documenta-
tlon, payment methods, and specific country markets. Normally,
expart agents charge 8 commission or fea for their servicas and will
generally handie the marketing, distribution and documentation of
your products. For a manulachurér venturing into the export market,
working with an export agent is a logical choice. However, the agent
contrals much of your marketing.

Export brokers purchase products directly from you and resall them
to forelgn customers. They minimize your risk, but your total refurn is
reducad becausa the broker changes a commission 10 do the work

required 10 get your product overseas,

Bath of these strategies - working with an agent or a broker — ara
options for entering Into the expor arena.  Eithaer way, you can [eam
what foreign customers want or require, and they get to know your
products and company. However, utilizing these export marketing
strategies indefinitely may cosl you edditional exporting opporiuni-
ties.



In acdition to using export agents and export brokers, other ways (o
enter into the export market exist. For example, the U.S. Department
of Commerce, International Trade Administration (ITA) offers numer-
ous export-oriented programs. These include:

Export Counseling

Export Video Tapes

Trade Opportunities Program
Commercial News USA
Agent/Distributor Service
World Traderss Data Reports
Matchmaker Events
Cverseas Trade Missions
Owerseas Catalog and Video/Catalog Shows
Foraign Buyer Program
Cverseas Trade Fairs
Custom Statistical Sarvice

For detailed information about specific programs, contact the [TA
office nearest you by consulting your telephone directory under U.S.
Government or contact the Washington, D.C. office:

U5, Department of Commarce
imternational Trade Administration
14th Street & Constiution Avanwe, NW
Washington, D.C, 20230
1-B00-USA-TRADE or 202-377-0375
(B72-8T23)
FAX, 202-377-4473

The 1-800-USA-TRADE number can be used as a "one-stop”
information source on export programs offered by most federal
agencies,



The Small Business Administration (SBA) also offers exporting
programs for small businesses. Some of their programs are:

Export Counseling

Export Training

Export Information System

Matchmaker Events

Service Corps of Retired Executives (SCORE)
Small Busingss Development Centers

Many of these programs are administered through the Office of
International Trade. Information concerning these programs can be
obtained by contacting the SBA office nearest you. Consult your
telephone directory under U.S. Government or contact the Washing-
ton D.C. office:

Small Business Administration
Office of International Trade
6th Floor
409 Third Street, SW
Washington, D.C. 20416
Phone: 202-205-6720
Fax: 202-205-7272

The U.S. Department of Agriculture, Foreign Agricultural Service
(FAS) provides export services such as:

Export Counseling

Foreign Buyer Lists

Trade Leads

Foreign Market Information

Technical Assistance

Wood Products: International Trade in Foreign Markets

(quarterly)

FAS has Agricultural Trade Offices (ATOs) located in U.S. Embas-
sies. The ATOs conduct activities such as working to develop and
expand markets for U.S. agricultural products. The ATO's ad-
dresses are listed in the FAS Overseas Directory.
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FAS also developad, "A Guide to Exporting Solid Wood Products,®
(USDA, FAS, FPD, AH No. 662, July 1990). This guide is designed to
assist U.S, wood products manufacturers with developing successiul
export markating sirategies. It includes mathods to obtain accurate
and up-lo-date export marksting information so that the production,
scheduling, and shipping of U.5. wood products can be done profit-
ably. To obtain a copy of the handbook or to obtaln additional
information about FAS programs, contact:

USDA Foreign Agricultural Service
Forest Products Diviglion,
Room 4647-5
14th Street & Independence Avenue, SW
Washingion, DC 20250
Phone: 202-T20-0638
FAX: 202-F20-B461

The USDA Forest Service's Forestry Sciences Laboratory located In
Princeton, WV, has an extensive data base of statistical trade
information and analyses targeted toward most major domestic and
international hardwood product markets. Laboratory staff can be
contacled at:

Northeastern Forest Experiment Station
Forestry Sclences Laboralory
Foute 2, Box 562-B, Gardner Area
Princeton, WV 24740
Phone: 304-425-8108
FAM: 304-425-1478

Most states provide exporting assistance in one form or another,
Mormally, manufacturers can obtain assistance through their state
commerce/international trade department (Appendix J) and/or
their state forestry office (Appendix B). Marny states have regional
or local export assistance programs, oo, The location and contact
persons for these programs can be obtained by contacting the stale
export assistance agencis listed in Appendix J.

The Appalachian Export Center for Hardwoods (APEX) has pro-
grams designed 10 increase the quality and value of hardwood
exports from the Appalachian region.



The two programs most pertinent to manufacturers are:

1. Qutreach: trade assistance, workshops, technical publications
2. Research: international market analyses, requirements and
opportunities

Additionally, APEX publishes a newsletter which includes current
export information, an international report, listings of trade leads and
trade shows. APEX also publishes “Statistical Quarterly,” which lists
quarterly export figures of hardwood products in terms of value,
quantity, species, and country, Other APEX publications include
country profiles and research briefs on exporting and export markets,
For information on these programs, contact:

Appalachian Export Center for Hardwoods
West Virginia University

P.O. Box 6061

Morgantown, WV 26506-6061

Phone: 304-293-7577

FAX: 304-293-7579

The American Hardwood Export Council (AHEC) is the leading
international trade association for the U.S. hardwood industry,
representing the committed exporters among U.S. hardwood compa-
nies and all the major U.S. hardwood product trade associations.
Programs and services which AHEC provides to its members
include:

Market Development Programs & Market Intelligence
Trade Missions, Fairs, and Exhibitions

AHEC Membership Directory

Technical Information and Seminars

Promotional Assistance

For additional information, contact:

American Hardwood Export Council
1250 Connecticut Avenue N.W., Suite 200
Washington, D.C. 20036

Phone: 202-463-2720
FAX: 202-463-2785
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. FINANCING

Cash fliow problems periodically plague wood products manufachur-
ers and entrepreneurs becausa a significant portion of a company's
cash Is often tied-up in inventory of accounts receivable. It is wise to
plan ahead for expected and unexpecied cash needs and cash flow
concems. Several sources of capital exist from both public and
privale CONCams.

Federal and state governments have programs which provide
financial assistanca to businesses. Normally, a tramendous amount
of lead time is neaded for processing these types of loans, and they
may require you to release company information that you may not
want to release. However, these sources have proved to be useful
to some companies seeking funding for certain types of ventures.

Narmally, obtaining a government loan will require the same amount
of effort and paperwork that ks required for a private loan. Conse-
guently, it is wise to plan ahead and have a business plan devel-
oped which includes cash flows, market analyses and sales projec-
tions for &t least three years. Letters of commitment from customers
to purchase your products are valuable, aiso.

The U.5. Small Business Administration (SBA) has programs which
provide businessas with loan assistance. By law, a business must
first seak financing from & bank or other landing institution before it i3
gligible for SBA loan assistance. SBA offers two basic types of
lpans: guaranteed loans and direct loans. A guaranteed |oan is
usually made by a private lander such as a bank and is guaranteed
up to 90% by SBA. Direct loans are available only to businesses
unable to secure an SBA guaranteed loan, Direct l0ans are ax-
tremely hard to sacura,



To obtain further information on SBA loans, contact the SBA office
nearest you or the Washington, D.C., office at:

Small Business Administration

Office of Financial Assistance
409 Third Street, SW
Washington, D.C. 20416
Phone: 202-205-6490
FAX: 202-205-7064

Most state commerce/development departments offer some form of
potential financial assistance for certain business ventures. To learn
more about the programs offered within your state, contact the
appropriate agency list in Appendix K. These contacts may be able
to direct you to private lending sources also.
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X. APPENDIXES

Additional sources of information for secondary wood products
manufacturers and entrepreneurs located in the 20 northeastern
states are listed in the following appendixes. Every feasible effort
was taken to ensure the correctness of the listed sources. [f an
agency/organization was omitted, it was unintentional. The Utilization
and Marketing Supervisors from the State Forestry Offices in the 20

northeastern states provided the majority of the information listed in
this section.



Appendix A: State Forest Products Directories

Most state forestry agencies publish some type of forest products
directory(s). Traditionally, these directories have been oriented toward
primary processing. Listed below are directories which include manu-
facturers of secondary wood products and primary wood products. As
mentioned in the text, these agencies promote their forest products
industry by distributing directory(s) upon request. The information listed
about manufacturers will vary from state to state. To obtain copies of the
directories or to have your company listed in your state's directory(s),

contact the appropriate agency.

Connecticut:

Secondary Wood Products Mfirs. Dir.,

Yankee Forest Cooperative
Primary Processing Directory
Division of Forestry
Dept. of Environmental Protection
State Office Building
Room 260
165 Capitol Avenue
Hartford, CT 06106
Phone: 203-566-5348
FAX: 203-566-7921

llinois:

Sawmill Directory
Dept. of Conservation
Div. of Forest Resources
600 North Grand Ave.
Springfield, IL 62706
Phone: 217-782-2361
FAX: 217-785-8405
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Delaware:

Secondary Processors
Primary Processors
Delaware Dept. of Agric,
Forestry Section

2320 South Dupont Hwy.
Dover, DE 19901
Phone: 302-739-4811
FAX: 302-697-6287

Indiana:

Secondary Forest Prod-
ucts Industries

Primary Forest Products
Industries

Division of Forestry

Dept. of Nat. Resources

P.O. Box 283

Connersville, IN 47331

Phone: 317-825-6769

FAX: 317-825-6769



lowa:

8econdary Wood Products
Directory

State Forestry Nursery

2404 South Duff St.

Ames, 1A 50010

Phone: 515-233-1161

FAX: 515-233-1131

Maine:

Primary Processor Mill List
Bureau of Forestry

Dept. of Conservation

State House Station # 22
Augusta, ME 04333

Phone: 207-289-4995

FAX: 207-289-2400

Massachusetts:

Secondary Wood Products Mfirs. Dir.,
Yankee Forest Cooperative

Dept. of Environ. Mgmt.
Div. of Forest & Parks
100 Cambridge St.
Suite 1900

Boston, MA 02202
Phone: 617-727-3180
FAX: 617-727-9402
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Directory of Forest Products
Industries

College of Forest Resources

201A Nutting Hall

University of Maine

Orono, ME 04469

Phone: 207-581-2857

FAX: 207-581-2858

Maryland:

Secondary Directory
Primary Directory

Forest, Park, & Wildlife Service
Tawes State Office Building
580 Taylor Avenue

Annapolis, MD 21401

Phone: 410-974-3776

FAX: 410-974-5550



Michigan:

Forest Products Producers,

Truckers, Brokers, & Dealers
Wood Products in Michigan;

A Directory of Mills & Mftrs,
Wood Products Export Directory
Forest Mgmt. Division
Dept. of Nal. Resources
Stevens T. Mason Bldg.

P.O. Box 30028
Lansing, Ml 48909
Phone: 517-373-1275
FAX: 517-373-2443

Missouri:

Directory of Sec. Wood Processors

Directory of Primary Wood
Processors

Directory of Wood Drying Facilities

Forestry Division

2901 West Truman Blvd.
P.O. Box 180

Jefferson City, MO 65102
Phone: 314-751-4115
FAX: 314-893-6079

New Hampshire:

Directory of Sawmills
UNH Cooperative Extension
Pettee Hall

Univ. of New Hampshire
Durham, NH 03824

Phone: 603-862-1096

FAX: 603-862-1585
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Minnesota:

Forest Products Directory
Division of Forestry
Dept. of Nal. Resources
DNR Bldg., Box 44
500 Lafayette Road
St. Paul, MN 55155-4044
Phone: 612-296-6491
FAX: 612-296-5954

or
MN Extension Service
Distribution Center
Room 3, Coffey Hall
1420 Eckles Avenue
St. Paul, MN 55108-1030
Phone: 612-624-2790
FAX: 612-625-6286

Made in NH Directory of Mfirs.
Dept. of Resources & Econ. Dev.
Office of Business & Ind. Dev.
P.O.. Box 856

Concord, NH 03302-0856
Phone:; 603-271-2591

FAX: 603-271-2629



New Jersey:

Secondary Processing
Directory

Primary Processing Direciary

Diwision of Parks & Foresiry

Foresiry Services

CM 404

501 East State St

Tremon, NJ 08625

Phone: 608-262-2531
A Blrh-984-03T8

Ohio:

Secondary Wood Mitra,
Directory
Sawmill List

Division of Forestry
Diept. of Mal. Resources
Fountain Square
Columbus, OH 43224
Phone: 8§14-265-8703
FAX: B14-265-6703

Rhode Island:

Secondary Wood Products Mitrs. Dir,
Yankee Forest Cooperative

Primary Producers Direclory

Driv. of Forest Environment

Arcadia Headguaness

260 Arcadia Road

Hope Valey, Al 02832

Phone: 401-535-2358

New York:

Directory of Secondary

Wood-Using industries
Directory of Primary

Wood-Using Indusiries
Buresu of Land Resources
Environmental Cong, Dept,
50 Wolf Ad., Room 404
Albany, NY 12233-4252
Phone; 518-457-7431
FAX: 5B1-457-1088

Pennsylvania:

Woodworking Directory
Sawmill Directory

Kiln Dryers Directory
Dept. of Emviron. Fesources
Bureau of Forestry

P.0. Box 8552

2150 Hermr Sirest

Harrisburg, PA 17105-8552
Phome: T17-Fa7-2105

Fax: T1T7-TE3-5109

Vermont:

Directory of Mftrs. & Craftsmen

Directory of Sawmills & Venser
Mills

Depl. of Forest, Parks, & Recreation

Agency of Environ, Cons,

103 South Main 51,

Waterbury, VT 05676

Phone, BOZ-244-B716

Fad: B02-244-1481



West Virginia:

The Forest Industry

Dept. of Commerce, Labar,

& Enw, Resources
Division of Foresiry
Siate Capitol
Charleston, WA 25305
Phone: 304-558-2788
Fax: 304-558-0143

&1

Wisconsin:

Secondary Dirsctory
Primary Directory
Export Catalog

Dept. of Nat. Resources
3911 Flsh Halchery Rd.
Foule 4
Madison, W1 53711
Phone: G08-275-3276
FAX: B0B-275-3338



Appendix B: State Forestry Offices

Most state forestry agencies have staff personnel with expertise in
forest products utilization and marketing. These specialists may be
able to assist you with your marketing and exporting needs. When
contacting these offices, ask to speak with a person who specializes

in forest products utilization and marketing.

Connecticut:

Dept. of Environmental Protection

Division of Foresty
State Office Building
Room 260

165 Capitol Avenue
Hartford, CT 06106
Phone: 203-566-5348
FAX: 203-566-7921

lllinois:

Dept. of Conservation
Div. of Forest Resources
600 North Grand Ave.
Springfield, IL 62706
Phone: 217-782-2361
FAX: 217-785-8405

lowa:

State Forestry Nursery
2404 South Duff St.
Ames, |A 50010
Phone: 515-233-1161
FAX: 515-233-1131
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Delaware:

Delaware Dept. of Agric.
Forestry Section

2320 South Dupont Hwy.
Dover, DE 19901
Phone: 302-739-4811
FAX: 302-697-6287

Indiana:

Dept. of Nat. Resources
Division of Foresty

P.0O. Box 283
Connersville, IN 47331
Phone: 317-B25-6769
FAX: 317-825-6769

Maine:

Dept. of Conservation
Bureau of Forestry
State House Station # 22
Augusta, ME 04333
Phone: 207-289-4995
FAX: 207-2893-2400



Massachusetts:

Dept. of Emvdron. Mgmi.
Div. of Fofes & Parks
100 Cambridge St
Suite 1500

Bosion, MA 02202
Phone: 817-727-3180
Fax: &17-727-9402

Michigan:

Dept. of Mal. Resources
Forest Mgmil Division
Stevans T. Mason Bidg.
P.O, Box 30028
Lansing, Ml 48509
Phone: 517-373-1275
FAX: 517-373-2443

Missouri:

Forestry Division

2001 Wies Trumdan Bhd,
P.0. Bk 180

Jelerson Ciy, MO 65102
Phone: 314-TE1-4115
FAX: 314-B83-6073

New Jersey:

Divizion of Parks & Forastry
Foresiry Servicas

CN 404

01 East S1ale SL

Trenton, MJ DB&25

Phone; 609-292-2531

FAX: 609-984-0378

Maryland:

Forest, Park, & Wikdlife
Service

Tawes Siate Office Building
580 Taylor Avenue
Annapolis, MD 21401
Phone: 410-974-3776
FAX: 410-974-5550

Minnesota:

Diepd. of Mat. Resources
Division of Foresty

DhA Bidg , Box 44

500 Lafayeite Road

51 Paul, MN 55155-4044
Phone: 612-256-68481
FAX: 612-206-5854

New Hampshire:

UMNH Cooperative Extension
Pettee Hall

Lintv. of Mew Hampshira
Dwrham, MH 03824

Phome: 603-B62-1096

FAax: 603-B62-1585

Hew York:

Buraau of Land Resourcas
Emvronmenial Cons. Depl.
50'Wolf Rd., Room 404
Albamy, NY 12233-4252
Phone: 518-457-7431
FAX: 581-457-1088



Ohio

Dept. of Nat. Resources
Division of Foresty
Fountain Square
Columbus, OH 43224
Phone: 614-265-6703
FAX: 614-265-6709

Rhode Island:

Div. of Forest Environment
Arcadia Headquarters
260 Arcadia Road

Hope Valley, Rl 02832
Phone: 401-539-2356

West Virginia:

Dept. of Commerce, Labor,
& Environ. Resources

Division of Forestry

State Capitol

Charleston, WV 25305

Phone: 304-558-2788

FAX: 304-558-0143

Pennsylvania:

Dept. of Environ. Resources
Bureau of Forestry

P.0O. Box 8552

2150 Herr Street

Harrisburg, PA 17105-8552
Phone: 717-787-2105

FAX: 717-783-5109

Vermont:

Dept. of Forest, Parks, & Rec.
Agency of Environ. Cons.

103 South Main St.
Waterbury, VT 05676
Phone: B02-244-8716

FAX: B02-244-1481

Wisconsin:

Dept. of Nat. Resources
3911 Fish Hatchery Rd.
Route 4

Madison, Wl 53711
Phone: 608-275-3276
FAX: 608-275-3338



Appendix C: Wood Products Extension Specialists

Below is a list of land grant universities in the 20 northeastern states
which employ wood products extension specialists. These special-
ists may be able to assist you with your marketing and wood pro-
cassing neads. When contacting the offices listed below, ask to
spesk with a wood products extension specialist.

llinois:

Department of Foresiry
University of [Binois
Turner Hall

1102 5. Goodwin Avenus
Urbana, IL 81801

Phone; 217-333-27710
FAa: 217-244-3219

lowa:

Department of Forestry
251 Bessey Hall

lowa State University
Ames, 1A 50011
Phone. 515-294-4465
g 515-284-1337

Massachusetts:

Dept. of Forestry & Wildlife
Holdewaorth Matural Resource Center
Univarsity of Massachusetta
Ambarst, MA 01003

Phone: 413 545-2665

Fax: 413-545-4358

Indiana:

Depariment of Forestry &
MNalural Resources

Purdue Uinkersity

West Lafayetie, IN 47907

Fhone: 317-454-3615

Fax: 317-496-1344

Mutting Had
University of Maine
Drono, ME 04669
FPhone: 207-581-2885
Fax: 207-581-2858

Michigan:

Foresiry Depariment
Michigan State University
East Lansing, M| 48824-1222
Phone; 517-355-0091

FAX: 517-336-1143



Minnesota:

Depariment of Forest Products
Kaufert Laboratory

University of Minnesota

2004 Fohwall Avenue

St Paul, MM 55108

Phone: 612-624-36159

FAX: 612-625-6286

New Hampshire:

Paties Hall

University of Mew Hampshire
Durham, NH 03824

Phone: G03-B62-1029

FAX, 803-B62-1585

New York:

Department of Nalural Resources

Femow Hall

Comeill Liniversity
lthaca, NY 14853
Phone: 607-255-2826
FAX: B0T7-255-0348

Ohio:

School of Matural Resources
0 Cotiman Hall

Ohhio State University

2021 Coffey Road
Columbus, OH 43210
Phone: &14-252.2268

FAM: B14-202.7432

Missouri:

1-30 Agriculture Building
University of Missourl
Columbia, MO 65211
Phaone: 314-882-4227
FAX: 314-882-1977

Wood Products Engineenng
Coll. of Env, Science & Forestry
Baker Laboratory

State University of New York

1 Forestry Drive

Syracuse, NY 13210-2786
Fhone: 315-470-6880

FAX: 315-470-6873

Pennsylvania:

Forest Resources Laboratory
Pennsyhania State University
University Park, P& 16802
Phone: 814-B63-2976

FAX: 814-B63-7193



Vermont:

Aiken Canter for Nat. Resources
University of Vermont
Burlinglon, VT 05405-0088
Prong: 802-656-3258

FaX: BO2-656-8683

Wisconsin:

Depanment of Forestry
University of Wisconsin
1630 Linden Drive
Madizon, W 53706
Phone: 608-262-9975
FAX: GDB-262-0922

West Virginia:

Appalachian Hardwood Center

West Virginia University
P.O. Box 6125
Morgartown, WY 26506
Phone: 304-283-7550
FAX: 304-293-2441

MNational:

Wood Products Extension
Program

Forest Products Laboratory

1 Gifford Pinchol Drive

Madizon, W1 53T06-23598

Phone: 608-231-9330

FAX: B0B-231-8552



Appendix D: State Home Builders Associations [(HEA)

Normally, several home builders associations exist within most
states, For example, there are 24 in lllinois, 8 in Maryland, and 1 in

Rhoda Island. To learn about the home buildars association nearast

you and their activities, contact the state-wide association or the
Mational Association of Home Builders from the list below.

Connecticut:

HBA of Connecticut
Suite 101

609 Farmington Avanus
Hartford, CT 06105
Phone: 203-232-1905
FAX: 203-232-3102

liinois:

HBA of Iingis
112 W. Edwards
Springfleld, IL 62704
Phona: 217-753-2963
FAX: 217-753-3811

lowa:

HBA of lowa

9001 Hickman Bd., Suite 2C
Die= Moinas, 1A 50322
Phona; 515-278-0255
FAX: 515-278-9626

Maryland:

Maryland BA

8 State Circle
Annapolis, MD 21401
Phone: 301-261-2097
FAX: 301-263-0078

Delaware:

HBA of Delgware

5161 W, Woodmill Dr. #19
Wilminglon, DE 19808
Phone: 302-884-2597
FAX: 302-994-9071

Indiana:

Indiana BA
Suile 100

1011 M. Martin Luther King, Jr. 51

Indianapoks, N 4E302
Phone: 317-236-6334
FAX: 317-236-6342

Maine:

HEBA of Maine

Fit. 32 South

F.0. Box 190

South China, ME 04358
Phone: 207-445-4580

Massachusetts:

Massachusetts HBA

& Beacon 51, Sulie 205
Bosion, MA 02108
Phong: &17-720-2340
FaX: B17-720-1879



Michigan:

Michigan Assoc. of HB
P.0. Box 16206
Lansing, MI 48901

Phone: 517-484-5833
FAX: 517-484-0306

Missouri:

HBA of Missouri

600 E. 103rd Strest
Kansas City, MO 64131
Fhone: 816-942-8800
FAX: 816-942-8367

New Jersey:

MNew Jersey BA
Bullding 200, Sulte 2C
666 Plainaboro Foad
Plainsbars, NJ 08538
Phomne: 809-275-BE88
FAX: 609-275-4411

Ohlo:

C¥hio HBA

16 E. Broad St., 12th Floos
Columbus, OH 43215
Phomne: 614-228-6647
Fax: 614-228-5149

Rhode Island:

Ahoda Island Builders Associston
Tha Omni Biltmore Hotel

11 Dorance Sirest

Providenca, Rl 02903

Fhone: 401-521-0347

FAM: 401.521.0304

Minnesota:

BA of Minnesota
2489 University Ava.
Saint Paul, MM 55114
Phona: B12-846-7950
FAX: 612-645-2860

New Hampshire:

HBA of New Hampshira
P.0. Box 2283

Concord, NH 03302-2283

Phone: 603-228-0351
FAX: 603-228-1877

New York:

Mew York State Builders Assoc.
112 State Street. Suite 1318

Albany, NY 12207
Phone: 518-465-2452

FAX: 518-465-0635

Pennsylvania:

Pennsylvania BA
412 North Second Street
Harrisburg, PA 17101
Phone: 717-234-5208
FAX: 717-234-9553

Vermont:

HBA of Vermont

P.0. Box 934
Wiliston, VT 05435
Phone; BI2-879-T766
FAX: BO2-879-0553



West Virginia:

HBA of West Virginia
70O Vieginia 31, West
Charieston, WA 25302
Phone: 304-342-5176
FAX: 304-342-5177

MNational:

Hational Association of Home
Builders

15th & M Sirests, W.W.

Washington, D.C. 20005

Phone; 202-822-0200

FAX: 202-B22-0559

Wisconsin:

Wisconsin BA

1438 N, Stoughton Rd,
Madison, W1 53714
Phone: 608-248-9512
FAX: 608-248-6473



Appendix E.

Forest Products Trade Shows

Many organizations and groups promote the forest products industry
within their state by sponsoring trade shows. To learn more about
the shows in a particular state, see the list below. Also, selected
regional, national, and international shows are listed.

Indiana:

The Indiana Wood Expo

Hardwood Lumbermen’s Assoc,, Inc.
200 Marott Center

342 Massachusetts Ave. -0T-
Indianapolis, IN 46204

Phone: 317-636-6059

FAX: 317-638-0539

lowa:

Holzfest

c/o Personalized Wood Products, Inc.
Amana Colony

P.O.Box 193

Amana, |1A 52203

Phone: 319-622-3100

Maine:

Fryeburg Fair
Fryeburg Fair Assoc.
P.O.Box 78

Fryeburg, ME 04037
Phone: 207-935-3268

61

Trade Shows, Inc.
P.O. Box 796
Conover, NC 28613
Phone: 704-459-9894
FAX: 704-459-1312

Wood Expo

High Noon Kiwanis Club
Parkview Plaza, Room 204
107 East 2nd Sireet
Ottumwa, |A 52501

FPhone: 515-682-8B549

Massachusetts:

Northeastern Wood Products
Exposition (NEWPEX)

(Springfield Civic Center,
Springfield, MA)

Drysdale Lee & Associates

& Abbott Road

Wellesley Hills, MA 02181

Phone: 617-237-0587

FAX: 617-237-9039



Michigan:

Migwest-Grand Rapids Woodworking
& Furniture Supply Fair

IGrand Rapids, Mi)

Trade Shows, Inc,

P.0. Box 796

Congwver, NG 28613

Phone: 704-455-9854

Fage: Tod-455-1312

Minnesota:

Northwestern Building Products Expo
Morthwest Lumbear Assoc.

Suite 130

1405 Lilac Drive M.

Minneapolis, MM 55422

Fhone; B12-544-6822

FaX: 612-544-0820

Missowuri:

Midwest Forest industry Show
Farest Products Assod.

611 E. Capitol Street, Suite 1
Jefterson Gity, MO 65101
Phone: 314-634-3252

FAX: 314-634-2531

New Jersey:

Eastern Region Kichen &
Bath Show

{Garden Siate Echibit Center,
Somersst, MNew Jersey)

Expositions East

19 Commiodore Court

Barnegat, MJ 08050

FPhome: 201-770-2769

Fax: 201-770-2837

Novth Star Exposilion
Timber Producers Associadion
1015 Tarrey Building

Druluth, MM 55802

Phone; 218-722-5013

FAX: 218-722-2065

Mid Atlantic Woodworking &
Furnilure Supply Show

{Attantic City, NJ)

Trade Shows, Inc.

P.O. Box 796

Conover, NG 28813

Phone: T04-455-0054

FAX: TO4-459-1312



Pennsylvania:

Timber Exposition
Hardwood Lumber Mfirs.
Assoc.
One Common Square
417 Walnut Street, Suite A
Harrisburg, PA 17109
FPhone: 717-236-9207
FAX: 717-238-6341

West Virginia:

Appalachian Hardwood Expo

Mercer County Technical
Education Center

105 Old Bluefield Road

Princeton, WV 24740

Phone: 304-425-9551

FAX: 304-425-0833

Regional Shows:

Carolinas Woodworking &
Furniture Supply Show

(formerly High Point W&F show,

Greensboro, NC)
Trade Shows, Inc.
P.O. Box 796
Conover, NC 28613
Phone: 704-459-9894
FAX: 704-459-1312

Rhode Island:

Rhode Island Home Show
Rl Builders Association
Omni Biltmore Hotel

11 Dorance Street
Providence, R.l. 02908
Phone: 401-521-0347

FAX: 401-521-0394

Northeastern Wood Products
Exposition (NEWPEX)

(Springfield CIVIC Center,
Springfield, MA)

Drysdale Lee & Associates

6 Abbott Road

Wellesley Hills, MA 02181

Phone: 617-237-0587

FAX: 617-237-9038



MNational Shows:

The National Home Cenler Show
(Chicagao, IL)

‘Yance Publkishing Corp.

400 Knightsbridge Parkway
Lincolnshire, IL 60065

Phone: TOB-634-4347

FAX: TO8-634-4379

The Mational Kitchen & Bath Show
MNalional Kilchen & Balh Assoc

BET Willow Grove Sireel
Hackelistown, NJ 07840

Phana: S08-852-0033

Fax: SB-B52-1885

International Shows:

International Woodwaorking Ma-
chinery & Furniture Supply Fair

{Georgia World Congress Centar,
Atlania, GA)

Reed Exhibition Comparny

1350 E, Touhy Avenue

P.C. Box 5060

Des Plaines, IL 60017-5060

Phone: 708-390-2420

FAX: T08-635-1571

Interhome

(Kobe, Japan)

Overseas Management: World
Import Market Co., Lid,

3-1-3 Higashi-tkebukuro
Toshima-ku

Tokya 170, Japan

Phone; 03-3387-3161

FAX: 03-3981-83T1

The Remodelers Show

Mational Assoc. of Home
Buildars

1201 15th Street, NW

Washington, DG 20005-2800

Phone: 202-822-0216

FAX: 202-822-8873

Woodworking, Machinery &
Furniture Supply Fair

(Anahsim Comeantion Center,
Anaheim, CA)

Marketing Assoc, Group

1516 8, Ponius Avenus

Los Angeles, CA 90025

Phone; 310-477-B521

FAX: 310-312-G684

Inferbuild

{Birmingham, England)
Information Sarvices, Inc.

4733 Bethesda SAvenue, Sufle 700
Bethesda, MD 20814

Phona: 301-656-2542

FAX: 301-656-3174

Interzum

(Cologne, Germany)
Messe- und Ausstellungs-
Ges.m.b.h.Koln
Messeplatz 1, D-5000
Holn 21, Germany

Fhone; 48-221-821-2542
Telefax: 49-221-821-3416



Tecrno Mueble Intermacional

(Woodworking & fumiture supgply show,
Guadalajara, Mexico)

Trade Shows, Inc.

P.O. Box 609

Conover, NC 28613

Phone: 704-453-3894

FAX: T04-453-1312



Appendix F. Wood Products
Standard Industrial Classification Codes

Probably the most useful standard industrial classification (SIC)
codes for manufacturers and entrepreneurs of secondary-processed
wood products are SIC Group 24, Lumber & Wood Products, except
Furniture; and SIC Group 25, Furniture & Fixtures. Listed below are
the 4 digit SIC codes for the industry segments of the two groups.

Major SIC Group 24. LUMBER & WOOD PRODUCTS, EXCEPT
FURNITURE

241  LOGGING CAMPS AND LOGGING CONTRACTORS
2411 Logging camps and logging contractors
242 SAWMILLS AND PLANING MILLS

2421 Sawmills and planing mills, general
2426 Hardwood dimension and fiooring mills
2429 Special product sawmills, not elsewhere classified

243 MILLWORK, VENEER, PLYWOOD, AND STRUCTURAL WOOD
PRODUCTS

2431 Millwork plants

2432 Veneer and plywood plants

2434 Wood kitchen cabinets

2435 Hardwood veneer and plywood

2436 Softwood veneer and plywood

2439  Structural wood members, not elsewhere classified

244 WOODEN CONTAINERS
2441 Nailed and lock corner wood boxes and shook
2448 Wood pallets and skids
2449 ‘Wood containers, not elsewhere classified
245 WOOD BUILDINGS AND MOBILE HOMES

2451  Mobile homes
2452 Prefabricated wood buildings



249 MISCELLANEOUS WOOD PRODUCTS

2491 Wood presaning
2452  Particleboard

2459 ‘Wood products, nol elsewhene classified
Major SIC Group 25. FURNITURE & FIXTURES
251 HOUSEHOLD FURNITURE

2511 Wood household furnifure, excepd upholstered

2512 Wood household fumnilure, upholstered

2514  Metal housebold furniure

2515 Mattresses and bedsprings

2517  Wood television, radio, phonograph, & sewing maching
cabinels

2519 Household furndure, not elsswhers classified

252 OFFICE FURMNITURE

2521  Wood office furniture
2522  Metal office furniture

253 PUBLIC BUILDING AND RELATED FURNITURE
2531  Public building and related fumilure

P54 PARTITIONS, SHELVING, LOCKERS, AND OFFICE AND STORE
FIXTURES

2541 Wood office & slore fixtures, partiions, shelving and lockers
2542  Metal office & store fixtures, pariitions, shakling and lackers

258 MISCELLANEOUS FURNITURE AND FIXTURES

2591 Drapery hardware and window blinds and shades
2529 Furniture and fixtures, not elsewhere classified



Appendix G. State Marketing Bulletins

As a service to the wood products industry, some state forestry
offices publish markating bulleting. Thasa bullating vary from state o
state in content, size, publishing frequancy, and circulation. Geney-
ally, these bulleting Est products and senvices for sale of wanlad, and
aften contain articles on subjects afecting the industry and lists of

upcoming workshops and evenis.

Delaware:

Forestry Marketing Newslatter
Delaware Dept. of Agric.,

Faorestry Section

2320 South Dupont Hawy,

Dover, DE 19904

Phone: 302-739-4811

FAX: 302-697-6287

Maine:

Primary Processors Newsleiier
Bureau of Forastry

Dept. of Conservation

State House Station #22

Augusta, ME 04333

Phone: 207-289-4995

FAX: 207-289-2400

Minnesota:

Fovrest Producis Bullatin
Division of Forestry

Dept. of Nal. Resources
DNA Bidg., Box 44

500 Lafayette Foad

51 Paul, MM 55155-4044
Phone: §12-208-8491
Faol: 612-256-5554

-0f=

llinois:

Wooden Dollars Marketing News
Exporting Forest Products

Dept. of Consarvation

Dwv. of Foresd Resounies

BOO Marth Grand Ave.

Spengfield, IL 62706

Phane: 217-782-2361

FAX: 217-T85-B4086

Dept. of Forast Producs
MHN Extension Senvice
University of MM

2004 Folwal Ave.

St Paul, MM 55108
Phomng: B12-624-5307
FAX: 612-625-6206



Missouri:

Wood Indusiry Bulletin
Forestry Division

901 West Truman Bhed.
P.O. Box 180

Jefferson City, MO 85102
Phone: 314-751-4115
FAM: 314-B93-6073

New Jersey:

Marketing Bulletin
Division of Parks & Foresiry
Forastry Senices

G 404

501 Easl State St

Trenton, NJ DBE25

Phone: 609-292-2531

FAX: B00-084-0378

Pennsylvania:

Marketing Bullelin

Dept. of Environ. Resources
Bureau of Forastry
2150 Hermr Street

P.Q, Box BS52

Harrisburg, PA 171058552
Phaone: 71 7-T8F-2105

FAX: T17-T83-5109

West Virginia:

Forest Products Bulletin
Dept. of Commearnca, Labior,
& Environ. Resources
Dilviséon of Forestry
State Capilol
Charlesion, WA 25305
Phone: 304-558-2788
FAX: 304-558-0143

New Hampshire:

ForestIndustry Marketing
Bulietin

UMH Cooperathve Extansion

121 Taylor Hall

Univ, of Mesw Hampshire

Durham, NH 03824

Phona: 603-862-1096

FAX- 603-862-1585

New York:

Marketing Bulletin
SUNY-ESF

107 Marshall Hall
Syracuse, MY 13210
Phone; 315-470-6533
FAX: 315-470-6535

Vermont:

Forest Exchange & informaiion
Bulletin

Dept. of Forest, Parks, & Recraation

Agency of Environ, Gons,

103 South Main 5t

Waterbury, VT 05676

Pihone; BO2-244-B716

Fisl: g02-244-1481

Wisconsin:

Woods Marketing Bulielin
Dept. of Mat. Resources
3811 Fish Haicheary Rd.
Route 4

Madison, W1 53711

Phone: 608-2T5-32T6

FAX: 8082783338



Appendix H. Forest Products Organizations
& Associations

MNumerous forest products-related organizations and associations
exist, Your involvemnant in one of thase organizations may serve you
and your firm well, Al a minimum, being aware of the organizations

nearest you could be beneficial,

Connecticut:

Wood Producers Assoc.
564 Great Hill Road
Guilford, CT 068437
Phaone: 203-457-0314
FAX: 203-457-1628

llinois:

Cashet Mitrs. Assoc.
708 Church Street
Evanston, IL 60201
Phaone: 708-866-8383
Fao: To8-866-0901

Hardwood Export Association
World Trade Center

321 M. Clark Street, Suite 550
Chicago, IL 80610

Phane: 312-467-0603

FAX: 312-46T7-0615

Maple Flooring Mftrs. Assoc.
60 Revera Drive, Suite 500
Morthbrook, IL 60062
Phone: T08-480-3080

Fax: T08-480-5262

Morh Amercan Wholesale
Lumber Assoc,

3601 Algonquin Road, Sufte 400

Fofling Meadows, IL 60008

Arlinglon, IL B0005

Phomis: TO8-870-7470

FAX: 708-870-0201

Wood Products Assod,
ofo Depl. of Forastry
Agr. Building 184

S. lliinois University
Carbondale, IL 62901
Phona; 618-453-3341
FAX: 618-453-1778



Indiana:

Fine Hardwood Veneser Assoc. Foresl Products Research Soc.
Amarican Walnut Mfirs. Assoc. {Ohio Valley Section)

Suile 0 ¢/o Depl. Foresiry & NR

5603 W, Raymond 31 Purdue University

Indianapolis, IN 46241
Phone: 317-244-3311
Fax: 317-244-3386

Forest Industry Council
P.Q. Box 293
Bargersville, IN 46106
Phane: 317-422-5182
Fas: 317-422-5630

lowa:

Wood Indusiries Assoc,
A.R. 1, Box 298

Foul Madison, 18 52627
Phone: 318-528-6231

FAX: 35-528-6231

Maryland:

Forest Assoctation
G007 Avondale Foad
Baltimara, MD 21212
Phone: 410-823-T215
Fax: 410-823-7218

W. Lafayette, IN 47807
Phone; 317-4084-3615
Fadl: 31 T-996-1 344

Hardwood Lumbarmen's Assoc,

200 Marott Centar

342 Massachussetis Ave.
Indanapolis, IN 46204
Phone: 317-636-6059
FAX: 317-638-0539

Maine Foresi Products
Counsi

146 Siate Sireal

Augusta, ME 04330

Phone: 207-622-3288

FAax: 207-626-3002

Massachusetts:

Wood Preducts Mitrs, Assoc,
£2 Racatie Avenua

Gardner, MA 01440

Phone; 508-632-3023

FAX: 508-632-30947



Michigan:

Assoc. of Tmbarmmen
P.0. Box 485
Newberry, M| 45868
Phone: $06-283-3236
FAX: 906-293-5444

Grand Rapids Area Fumniture Mitrs,
AESOC.

1500 E. Baltine S.E., Sulte 160

Grand Rapids, MI 49506

Phone:; 616-942-6225

Leke S1ates Lumber Assoc.
427 5, Stephenson Avenue
Iron Mountain, Ml 48801
Fhone; B06-774-6767T
FAX: 906-F74-T255

Minnesota:

Timber Producears Assoc. &
Forest Industrias, Inc.

1015 Tomey Building

314 W. Superior Street

Duluth, MM 25802

Phone: 218-722-5013

FAX: 218-722-2065

Missouri:

Forest Products Assoc.
611 E. Capitol Street
Jefferson City, MO 65101
Fhone;, 314-634-3252
FAx: 314-634-259

Operation Action LLP.
B16 Shelden Ave., ¥ 214
Houghlon, M1 43331
Phone: 906-482-3210

Timber Producers Assoc,
of BA1& WA

P.O. Box 39

Tomahawk, W 54487

Phana: 715-453-4355

FAX: T15-453-4177

Wood Promotion Council
Suite 300N

1711 W. County Road B
Roseville, MN 55113
Phone: 612-6838-0724
FAN: 612-638-0737

New Jersey:

Lumber & Building Materials

Deslers Assoc,, Inc.
65 Modris Avenue
P.0. Box 359
Springfeld, NJ 07081
Phone; 201-373-1100
FAX: 201-378-6507



New York:

Empire State Forest Products
Assoc,

123 State Street

Albany, NY 12207

Phone: 518-463-1297

FAX: 518-426-9502

Forestry Alliance of the
Southern Tier

174 Madison Street

Wellsville, NY 14895

Phone: 716-593-5075

Forest Industry Resource
Study Team

c/o Cattaraugus County Coop.

Extension

Parkside Drive
Ellicottsville, NY 14731
Phone: 716-699-2377
FAX: T16-699-5701

Ohio:

Southern Ohio Wood Industry
Consortium

c/o OH Valley Regional Dev. Commission

740 Second Street
Portsmouth, OH 45662-4088
Phone: 614-354-7795

FAX: 614-353-6353

Northeastern Forest Alliance
(NEFA)

c/o Dept. of Conservation

Bureau of Land Resources

50 Wolf Road

Albany, NY 12233-4252

Phone: 518-457-7431

FAX: 518-457-1088

Northeast Wood Machinery Assoc.
c/o Dept. of Conservation

115 Liberty Street

Bath, NY 14810

Phone: 607-776-2165

FAX: 8O7-776-4392

Timber Producers Assoc.
P. 0. Box 300

Boonville, NY 13309
Phone: 315-942-5503



Pennsylvania:

Allegheny Hardwood Utilization
Group (AHUG)

P.0O. Box 133

Kane, PA 16735

Phone: 814-837-8550

FAX: B14-837-8550

Hardwood Development Council
Dept. of Commerce

408 Forum Building

Harrisburg, PA 17120

Phone: 717-772-3715

FAX: 717-234-4560

Hardwood Lumber Mftrs. Assoc.
One Common Square

417 Walnut Street, Suite A
Harrisburg, PA 17109

Phone: 717-236-9207

FAX: 717-238-8341

MNorthern Tier Hardwood Assoc.
701 S. Fourth Street

P.O. Box 248

Towanda, PA 18848

Phone: 717-265-8441

FAX: 7T17-265-7585

Vermont:

Associated Industries of VT
P.0. Box 630

Montpelier, VT 05601-0630
Phone: 802-223-3441

FAX: 802-223-3441

Forest Products Association
RA.3,Box118

Barton, VT 05822

Phone: 802-525-4404
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Pocono Northeast Hardwood
Assoc.

1151 Oak Street

Pittston, PA 18640-3795
Phone: 717-655-5581

FAX: 717-654-5137

SEDA-COG Regional Wood
Industiry Assoc.

Timberhaven, B.D. 1

Lewisburg, PA 17837

Phone: 717-524-4491

FAX: 717-524-9190

Southern Alleghenies Hardwood
Utilization Group

Roselawn Avenue & 58th St.

Altoona, PA 16602

Phone: 814-849-6529

FAX: B14-949-6505

Southwestern PA Hardwood
Utilization Council

c/o The Southwest Institute

P.O. Box 519

Uniontown, PA 15401

Phone; 412-430-4205

FAX: 412-430-4182

Furnishings & Accessories
Manufacturers Assoc.

P.O. Box 250

East Montpelier, VT 05651

Phone: 802-229-5005



West Virginia:

Forestry Association
P.O. Box 488
Ravenswood, WV 26164
Phone: 304-273-8164
FAX: 304-273-3160

Wisconsin:

Forest Products Research Society
2801 Marshall Court

Madison, Wl 53705

Phone: 608-231-1361

FAX; 608-231-2152

Lake States Lumber Assoc.
427 S. Stephenson Ave.
Iron Mountain, Ml 49801
Phone: S06-774-6767
FAX: 906-774-7255
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Lake States Women in Timber
P.O.Box 2

Land O'Lakes, Wl 54540
Phone: 715-274-2409

FAX: 715-453-4177

Timber Producers Assoc.
of Ml & WI

P.O. Box 39

Tomahawk, WI 54487

Phone: 715-453-4355

FAX:; 715-453-4177



Appendix I:

Trade Associations

Below is a lst of a variety of trade associations which may be benefi-

cial to secondary woDd prOCESSONS.

Ametican Fumiture Mfrs. Assoc,
223 5. Wren Sireel

P.O. Box HP-T

High Point, NC 27261

Phane: 919-884-5000

FAX: 919-B84-5303

Appalachian Hardwood MArs., Inc
P.0. Box 427

High Point, NC 47281

Phone: 915-BA5-8315

FAX: 919-BB6-8BB65

Architectural Woodwark |nstifute
13824 Braddock Road, Suite 100
P.0. Box 1550

Centraville, VA 22020

Phona! T03-222-1100

FAX: T03-222-2409

Fine Hardwood Venear Assoc.
American Walnut Mitrs. Assoc.
Sufte 0

5603 West Raymand Strest
Indianapolis, IN 46241

Phone: 317-244-3311

Fax: 317-244-3386

Grand Rapids Area Furniiure
Mftrs. Assoc.

Suite 160

1500 E. Baftling, 5.E.

Girand Rapids, Ml 49506

Phone: 616-042-8225

Hardwood Mitrs. Assoc.
Suite 205, Bullding B
2831 Aireays Boulevard
Mamphis, TH 38132
Phona: 901-345-2222
FaX: 901-346-2233

Hardwood Phywood Mfrs,
Assoc.

1825 Michael Faraday Drive
P.O. Box 2783

Resion, VA Z2090-2789
Phone: 703-435-2800
FAX: TO3-435-2537

Kiichen Cabinsl Miirs, Assoc,
1858 Praston White Drive
Resion, YA 22091

Phone: 703-264-1680

FAx: 703-264-6530

Maple Flooring Mitrs, Assoc,
60 Revera Drive, Sufle 500
MNaorthbrook, IL GO0062
Phona: T08-480-9080

FAX: FO8-480-8282

Mational Dimension Mfrs. Azsoc,
Sulte A-130

1000 Johnson Ferry Foad
Marietta, GA 30068

Phona: 404-565-6660

FAX: a04-565-6663

Mational Forest Products Assoc.
1250 Conneclicut Avenue, MW
Washingion, D.C. 20036
Phaone: 202-463-2T00

FAX: 202-463-2T85



Mational Kitchen and Bath Assoc.
687 Willow Grove Street
Heckettstown, NJ 07840

Phone: 908-852-0033

FAX: 908-852-1695

Mational Lumber & Building

Materials Dealers Assoc.
40 lvy Street, S.E.
Washington, D.C. 20003
Phone: 202-547-2230
FAX: 202-547-7640

Mational Oak Flooring Mftrs. Assoc,

22 North Front Street

P.O. Box 3009

Memphis, TN 38173-3009
Phone: 901-526-5016

FAX: 901-526-7022

MNational Wood Window and
Door Assoc,

1400 East Touhy Avenue

Suite G-54

Des Plaines, IL 60018

Phone: 708-293-5200

FAX: 708-299-1286

Wood Moulding and Millwork
Producers Assoc.

1730 S.W. Skyline Boulevard

P.O. Box 25278

Portland, OR 97225

Phone: 503-292-9288

FAX: 503-292-3490

Wood Products Mftrs. Assoc.
52 Racette Avenue

Gardner, MA 01440

Phone; 508-632-3923

FAX: 508-632-3987



Appendix J: Exporting Assistance - State Agencies

Many state forestry agencies listed in Appendix B and many exten-
sion programs listed in Appendix C provide export assistance.
Various other agencies and organizations within each state offer
exporting assistance to manufacturers. Most states have a division
within their commerce/economic development departments that
provide exporting assistance. Some state agencies have trade
offices located in key markets throughout the world. The services
and programs provided by these state agencies vary. To learn
more about your state's export services and activities, contact the
appropriate agency listed below.

Connecticut: Delaware:

Dept. of Econ. Development Development Office
International Division World Trade Section
865 Brooks Street B20 French Street
Rocky Hill, CT 06067 Wilmington, DE 19801
Phone: 203-285-4200 Phone; 302-577-6262
FAX: 203-529-0535 FAX: 302-577-3862
lllinois:

Dept. of Commerce &
Community Affairs

International Division

State of IL Center

100 W. Randolph St., Suite 3-400

Chicago, IL 60601

Phone: 312-814-7164

FAX: 312-814-6581

Indiana:

Dept. of Commerce IN Port Commission
Inmternational Trade Division 150 W. Market St., Suite 603
One N. Capitol Ave. Indianapolis, IN 46204
Indianapolis, IN 46204 Phone: 317-232-9200
Phone: 317-232-3527 FAX: 317-232-0137

FAX: 317-232-4146
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lowa:

Depl. of Econ. Dey,
International Dwvision
200 Easl Grand Avenue
Des Maines, 1A 50309
Fhome; 402-471-4668
Fax: 402-471-3778

Maryland:

Infernational Division

World Trade Center, Tih Floor
401 E. Pratt Sirest

Bafimare, MD 21202

Phaone: 410-3533-8180

FAX: 410-333-4302

Massachusetts:

OMfice of Int. Trade & Investment
100 Cambridge Stresl, Suite 502
Bostan, MA 02202

Phone: 817-367-1830

Fax: B17-227-3488

Michigan:

Depantment of Commerce
Imernationsl Office

P.Q. Box 30225

Lamsing, M| 48309
Phone: 517-373-1054
FAX, 517-335-2521

Maine:

World Trade Assoc.
77 Sewall Streal
Augusta, ME 04330
Phone: 207-622-0234
FAX: 207-622-3760

Port Administration

World Trade Center, 19th Floor

401 E. Praft Street
Baltimore, MD 21202
Phone: 410-333-4453
FAX: 410-333-11286

Port Authority

Suie 32

Waorld Trade Center
Boston, MA 02210
Phone: 617-439-5580
FAX: 617-435-55558

Minnesota:

Trade Offica

1000 World Trade Cenier
30 E. Th Street

St Paul, MN 55101
FPhone: 612-287-3272
FAX: 612-296-3555



Missouri:

Depl. of Agr

int. Markeling Progeam
16816 Msouri Bivd,

P.0. Box 530

Jefferson City, MO 85102
Phone: 314-T51-4338
FAX: 314-T51-2868

New Hampshire:

Dept. of Resources & Econ. Development

Intemnational Trade

F.0. Box 856

Concord, NH 03302-0856
Phone: 603-271-2591
FAX: 603-271-2629

New Jersey:

Dept. of Commerce, & Econ, Dey,

Dwv. of Intermnatonal Trade
153 Halsay Strest, 5th Floor
P.C. Box 47024

Mewark, MJ 07101

Phona: 201-648-3518
FAX: 201-623-1287

Delaware River Port Authority
World Trade Division

Bridge Plaza

Camden, NJ 08101

Phana: 608-863-6420

FAX: 609-964-8106

New York:

Dept. of Economic Development
International Trade Buresu
1515 Broadway Ave.

Mew York, NY 10036

Phone: 212-827-8200

FAX: 212-827-6279

Dept. of Econ. Dev.

Inl. Business Dev. Program
Trurman Building, Tth Flaor
Jafiarson City, MO 65101
Phone: 314-751-0045
FAX- 314-T51-T384

Porl Authority of NY & NJ
Suite 53 East

One World Trade Cenler
Mew York, NY 10048
Phone; 212-435-F000

FAX: 212-432-0297

Port Authority of NY & MJ
Suite 53 East

One Warld Trade Canter
MNew York, NY 10048
Phome; 212-435-F000
Fad: 2 2-4.32-0247



Ohio:

Dept. of Agr.

Div. of Marketing

65 5. Front St., Room 607
Columbus, OH 43215-4193
Phone: 614-752-9811

FAX: 614-844-5017

Pennsylvania:

Dept. of Agriculture
Bureau of Market Dev.
310 Agr. Building
2301 N. Cameron St
Harrisburg, PA 17110
FPhone: 717-783-3181
FAX: 717-787-2387

Rhode Island:

Dept. of Economic Development

Export Assistance Center
7 Jackson Walkway
Providence, Rl 02903
Phone: 401-277-2601
FAX: 401-277-2102

West Virginia:

Development Office

International Development
Division

State Capitol

Charleston, WV 25305

Phone: 304-558-2234

FAX: 304-558-0362
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Dept. of Development
International Trade Division
P.O. Box 1001

Columbus, OH 43266-0101
Phone: 614-466-5017
FAX: 614-463-1540

Dept. of Commerce
Bureau of Export Trade
464 Forum Building
Harrisburg, PA 17120
Phone: 717-787-7180
FAX: 717-234-4560

Vermont:

Dept. of Economic Development

International Business
109 State Street
Montpelier, VT 05609
Phone: 802-828-3221
FAX: B02-B28-3258



Wisconsin:

Dept. of Agr.

Agr. Trade & Consumer Protection
801 West Badger Road

P.O. Box 8911

Madison, Wl 53708

Phone: 608-266-7182

FAX: 608-266-1300

Dept. of Development
Bureau of International Trade
123 W. Washington Avenue
P.O.Box 7970

Madison, Wl 53707

Phone: 608-266-94B7

FAX: 60B-266-5551



Appendix K:

Financial Assistance - State Agencies

Most states offer financial programs or packages. For information
aboul an individual slate program, contact the appropriate agency(s)

listed bebow.
Connecticut:

Depl. of Economic Dev,
BES Brooks Streel
Focky Hill, CT 08067
Phone: 203-258-4200
FAX: 203-528-0535

Depl. of Commerce & Commumity Afiairs
620 E. Adams

Springfieid, IL 62701

Fhome: 217-782-3233

Fax: 217-Fa5-6324

lowa:

Dept. of Econ. Dev,

Bureau of Business Finance
200 East Grand Avanuil
De= Maines, 1A 50309
Phomne: 515-242-4700

Fax: 515-242-4T745

Maryland:

Depl. of Ec. & Employment Dev,
Finance Programs

217 E. Redwood Streel, 22nd Floor
Baltimore, MD 21202

Phone; 410-333-6032

Fax: 410-333-8931

Delaware:

Develapmant CHfica
99 Kings Highway
Dursar, DE 189904
Phone: 302-739-42T1
FAX: 302-T33-5743

Indiana:

Depl. of Commerce
Businass Deaw. Dy,
Suite 700

Ona Morth Capitol Ave.
Indianapolis, IN 46204
Phone: 317-232-0159
FAX: 317-233-5123

Depl. of Econ. & Communiy
Devalopmant

State House Station #58

Augusta, ME 04333

Phone: 207-287-3153

FAX: 207-287-2861

Massachusetts:

Dapt. of Community Development
100 Cambridge Sirest, Room 1804
Bosion, MA

Phona: B17-727-TTES

FAX: B17-T27-4259



Michigan:

Dept. of Commearce
Development Services
P.0. Box 30225
Lansing, Ml 48209
Phone; 517-373-0347
FAX: 517-373-7873

Missouri:

Depl. of Economic Dev.

Econaomic Development Programs
Truwman Building, Tth Floor

301 Waest High Streat

Jaefferson City, MO 65101

Phane: 314-731-0717

Fax: 314-751-7384

New Jersey:

Depl. of Commesrce & Economic Dy,
Diviason of Econ. Dav.

Office of Financial Mgmt, Assistance
20'W, Slate Strest

CM 823

Trentan, KJ 0BE25-0823

Phone; 609-984-3409

FAX: 603-292-9145

Qhio:

Dept. of Development
Division of Econ. Dev.

P.0. Box 1001

Columbus, OH 43266-0101
Phone: 614-466-4551
FAX: 614-466-1780

Minnesota:

Dapt. of Trade & Economic
D,

800 American Center Building
150 East Keliogg Bivd.

St Paul, MN 55107

Fhone:; 612-297-1174

FAS: 612-2896-1290

New Hampshire:

Depl. ol Resources & Econ. Dev.
Office of Business & Industrial Dey.
P.O. Box 856

Concord, NH 03302-0855

Phana: BO3-271-2591

FAX: BO3-271-2620

New York:

Dept. of Economic Dav.
1 Commarce Flaza
Albary, N.Y, 12245
Phane: 518-474-1131
FAX: 518-474-1512

Pennsylvania:

Gowernor's Response Team
439 Forum Building
Harrisburg, PA 17120
Phone: 717-T87-8150

FAX: T17-234-4560



Rhode Island:

Dept. of Econ. Dav,
Financial Services Division
7 Jackson Walkway
Frovidence, Rl 02003
Fhone: 401-277-2601
Fax: 401-277-2102

West Virginia:

Developmant Cice

State Capitol

Charleston, W Z5305-0311
Phone: 304-558-2234
FAX: 304-558-0362

Vermont:

Dept. of Economic Dev.
106 State Street
Montpelier, NH 05602
Phone: BO2-B28-3221
FAX: B02-828-3258

Wisconsin:

Depl. of Developmeant
123'W, Washington Ave,
P.0, Box 7970
Madison, W 53707
Phone; &0B-266-1018
Fax: BOR-267-28249






The use of trade, firm, or corporation names in this publication is
for the information and convenience of the reader. Such use does
not constitute official endorsement or approval by the U. S. Depart-
ment of Agriculture of any product or service to the exclusion of
others that may be suitable.
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