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Executive Sunmmary

The Jourpose of this study was to develop a better
under st andi ng of hardwood exports to the German market. A mai
survey was conducted which resulted in a 47.8 percent rate of
response. O those CGerman hardwood buyers responding to the
survey, 71 percent purchased hardwood |unber directly from North
Anerica. The analysis of this survey data |led to the foll ow ng
significant results:

1. North Anmerica supplied the |argest percentage of GCernman

buyers with hardwood | unber. Europe (including German) was

E%fond foll owed by Southeast Asia, Africa and Central/ South
rica.

2. In terns of volune, 40 percent of the |unber purchased by
t hese German buyers was of North Anerican origin. This anounted
to 247,257 cubic neters. Tropical origin |unmber accounted for 31
percent of the volune or 191,624 cubic neters. The remaining
vol ume was nostly European (24 percent) origin

3. Brokers, agents and inporters conprised the |argest
ﬁercentage of Cerman businesses purchasing North Anerican

ardwood | unber. However, 50 percent of the German sawnm | |
oper at or s/ wood $rocessors respondi ng to the survey purchased
har dwood | unber directly from North America.

4. N neteen percent of the hardwood | unber inported was North
Anerican white oak. North American ash accounted for 5 percent
of the volune while North Anerican hard maple conprised 4
percent. Meanwhile tropical species equaled 31 percent of the
total volune purchased by these German buyers.

5. Alnost 58 percent of the lunber inported was graded FAS. An
additional 13 percent was FASIF while 16 percent was either Prime
or Selects. Organizations that purchased the |argest Percentage
of selects (as neasured by the percent of overall |unber
purqwases) wer e brokers/agents, wood processors/sawm||s and
retailers.

6. Product features viewed to be nost inportant when purchasing
har dwood | unber were reported to be absence of surface checks,
conpetitive pricing, grading accuracy, service and delivery
quality, as well as, overall product quality.

7. Over half (51 percent) of the German buyers thought a
commodity brand name identifying the producer and region of
origin would be inportant in their purchase decision.

8.  Fifty-three percent of the respondents indicated a
w | lingness to purchase finished hardwood parts from North
American suppliers. Parts nentioned in descending order of
preference were furniture parts, panels, sanded blanks,



moul di ngs, parquet parts and di mensi on conponent parts.

9. In terns of buyer satisfaction, the German buyers were
generally pleased wth North Anerican suppliers. However, it
shoul d be noted that although the satisfaction ratings were in
the acceptable range, the satisfaction being delivered by North
Anerican suppliers did not exceed the inportance German buyers
pl aced on the various aspects of custonmer satisfaction. Room for

| nprovenent exists.

The study concluded by outlining sone of the nmarketing
inplications determned by this research effort. It was
generalized that although growh has been experienced in this
export market, North American suppliers could beconme even nore
conpetitive by paying close attention to the product and service
quality features of their business. These features include
providing a reliable supply of hardwood |unber at a conpetitive
price and delivered at the agreed upon tine. Moreover,
respondents suggested that suppliers nmake a conmtnent to
exporting, enphasizing |long-term buyer-seller relationships.
Qther areas that North American suppliers should not overlook in
ternms of inportance are the accuracy of sorting, grading and
noi sture content indicating that proper drying 1s essential.
Thus, it can be concluded that the North Anerican supplier who
attenpts to provide and assure these characteristics over the
long run wll be afforded a distinct conpetitive advantage in
serving the German hardwood | umber market.
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| NTRODUCTI ON

Har dwood exporting is a vital entity in the economc
structure of the United States. Yet to be effective, exporters
require a thorough understandi ng of the country and market they
wish to enter. This is true for markets regardl ess of the size
and proximty to the United States. One country that has been a
maj or inporter of U S. hardwood products through the years has
been Gernmany. Hardwood export statistics indicate that this
Eur opean tradi ng partner has been a |eading inporter of U S
har dwood | unber. This trend should be expected to continue,
especially if US. hardwood suppliers continue to neet the
har dwood needs of German buyers.

To neet these needs, U S. hardwood exporters nust have a
t hor ough wor ki ng knomAed%e of product needs and requirenents of
inporters operating in this market. Therefore, the authors have
attenpted to both identify and qualify the product and market
needs of Germans who purchase United States hardwood | unber. The
goal of this research effort was to gain a better understanding
of the German marketplace as it pertains to the buying and
selling of this hardwood | unmber.

| MPORTANCE OF THE GERMAN MARKET

In order to understand Germany’s role as a trading partner
of U S. hardwood |unber producers, it is first necessary to know
alittle bit about its denographi c makeup and background. Wth
this basic understanding in hand, the inportance of Germany as it
re”ateg to the purchase and use of hardwood |unber can be
anal yzed.

Cermany represents one of the |eading international markets
for U S. hardwod exporters. From January to Septenber of 1991
Germany i nported approximately 38.5 mllion dollars worth of
hardwood | unmber fromthe United States (U S. Foreign Agric. Serv.
1991). This accounts for 6 percent of the total value of U S.
har dwood | unber exports. Anpong the | eading inporting countries
of U S. hardwood |unber, Germany ranks seventh. Federal trade
statistics indicate this market grew substantially over the past
five years (U S. Foreign Agric. Serv. 1991). The val ue of
har dwood | unber (and all hardwood products) exported from the
United States to Gernany increased aPFrOX|nate y seventy-five
percent from 1986 to 1990. Table 1 illustrates the growth and
relative inportance of the German market to U S. hardwood | unber
exporters.



Table 1 .
Val ue of hardwood |unber shipnments to the ten |eading

inporters of U S. hardwood |unber: 1986-1991

Jan- Sep
Country 1986 1987 1988 1989 1990 1991
Canada 70.3 102.3 128.1 116.5 202.2 127.8
Japan 45.5 81.0 132.4 134.1 138.4  104.5
Tal wan 66. 4 69. 2 60. 2 61.4 51.1 52.0
ltaly 16.1 30.6 41.3 37. 4 49.6 51.8
Un. Kingdom 24.4  34.1 55.5  55.7 68.9 49.0
Bel gi um 24.3 33.0 48.9 42.9 53.2 47.2
Cer many 23.5 29.6 38.8 37.1 41.0 38.5
Spai n 8.3 13.3 26.4 28.6 31.4 25. 4
France 6.6 7.5 15.7 16.5 25.2 24.1
Mexi co 8.0 13.7 21.2 27.2 25.3 20.9
Vor | d
Total s 338.2 474.8 654. 5 649. 0 802. 2 642.2

Source: U S. Foreign Agric. Serv. 1991
Value in MIlion Dollars US

RESEARCH METHOD

This study was conducted through use of a mail survey of
Cerman firnms identified as potential hardwood | unber buyers. A
mai ling list was assenbled froma variety of sources and outlets.
Dr. Pohl was instrunental in deveIopinP the final list of
potential respondents. The final mailing list consisted of the
names of 590 potential German buyers of hardwood |unber. Al 590
firms were surveyed.

The survey instrunent was designed specifically for this
study. The initial questionnaire was pre-tested through the use
of extensive personal interviews with 20 German firns who
currently inported hardwood products from the United States.
Suggestions nmade by these firnms were incorporated into the
redesi gned survey instrunent. After these changes were
instituted, the survey was faxed to an additional 20 German firns
to pre-test the revised instrunent. Again, adjustnments were nade
in the survey instrunent to accommobdate these additional
suggestions. The mgjor finding of the pre-test nethodol ogy was
the fact that German buyers often could not or did not
di stinguish between Canadian and United States hardwood
suppliers. Instead, they preferred to lunp them into one
category--North Anerican suppliers. Therefore, to avoid
confusion on the part of the respondent, the researchers used the
German preferred category of North Anerica throughout nost of the
survey and this subsequent report.



Following the pre-test, series of nmailings were conducted.
The mailings consisted of a survey questionnaire, a cover letter,

and an addressed, pr%?aid postage return envel ope. A total of
three mailings was conducted in the Fall of 1992.

The questionnaire was designed to gather information
regarding three broad categories of issues concerning hardwod
| unber inports. (1) Information on the size and principal
busi ness activities of the inmporting firm was requested. In
addition, information on sales and distribution activities -
including exporting - was requested. (2) Questions also
addressed the types of products inported and sought to identify
the principal sources of those products. This included
information on |umber species and grade, as well as the countries
of origin for inported hardwood lunber. (3) A series of
questions addressed the inportance of service and product quality
and the degree of buyer satisfaction with Anmerican products and

suppliers. In addition, buyer preferences for communication with
suppliers were addressed.

The original mailing list for the survey contained 590
German firms. A total of 220 questionnaires were conpleted and
returned. An additional 130 surveys were returned by the postal
servi ces as undeliverable. Thus, 220 of 460 delivered surveys
were returned producing a response rate of 47.8 percent.

O the 220 returned surveys, 95 firns identified thensel ves
as purchasers of hardwood |lunber. O these, 68 firnms purchased
har dwood | unmber directly from North Anerica.



RESULTS

The purpose of this section is to report the findings of the
mail survey. The results are presented as two nmajor topics:
product purchases and marketing-related characteristics. These
maj or topics are supported by appropriate subtopics where
necessary.

Product Purchases

This section reports the survey results associated with
product purchases reported by the respondents. Topics
specifically addressed include the nunber of hardwood | unber
suppliers utilized, the volune and species of |unber purchased,
as well as the grades of |unber acquired.

Har dwood Lunber Sources

O the 95 conpanies responding to the survey and reported
here, all (100 percent) purchased hardwood [unber. These
respondents indicated they purchased their hardwood |unber from a
nunber of supply sources. The nunber of sources of hardwood
| unber included the geographic regions from which the product was
purchased. In this case, responding conpanies were asked to
Identify all geographic regions fromwhich they receive and/or
purchase their hardwood |unber. As one woul d expect, nost of the
respondents (71.6 percent) purchased hardwood [unber from North
Aneri can suppliers. Europe (including Germany) supplied over
sixty percent (61.1 percent) of these respondents while Southeast
Asia (Eurasia) supplied over half (53.7 percent). The other
regi ons supgly|ng har dwood | unber to these German conpani es were
Africa (49.5 percent) and Central/South Anerica (21.1 percent).
The results of this analysis are shown in Table 2.



Table 2 _
The Nunmber of German Buyers Purchasi ng Hardwood

Lumber from Various Regions of the Wrld

Reqgi on Frequency Per cent
North Anerica 68 71.6
Eur ope 58 61.1
Sout heast Asi a 51 53.7
Africa 47 49.5
Central / South Anerica 20 21.1
O her 7 7.4

Regi ons from whi ch hardwood | unber was purchased were
further analyzed by conparing purchases to the respondents
primary business activity. As one m ght expect fromthe data
presented earlier, North Anerica supplied the |argest percentage
of respondents in each business activity category. As seen In
Table 3, the largest penetration of North Anerican suppliers was
found in the conglonerate business category where 88.9 percent of
t hose organi zation purchased North Anerican hardwoods. This was
followed closely by brokers, agents, inporters and firns
categorized as "other." Based on these results, it would seem
t hat whol esalers and retailers offer the nost room for market
penetration at this tinme, although all categories show strong
prom se.

Table 3
Regi on Suppl yi ng Hardwood Lunber Purchases
by Primary Business Activity

Busi ness Frequency North Sout h
Activity (n) Anerica Anerica Europe Africa Eurasia

Br oker / Agent 143 78.6 14,3 42.9 42.9 42.9
[ mporter 22 77.3 18.2 36. 4 40.9 50.0
Whol esal er (6) 66. 7 16.7 83.3 50.0 66. 7
Wod Processor/

Sawni | | (20) 50.0 10.0 60.0 15.0 25.0
Retailers (3) 33. 3 0.0 0.0 33. 3 0.0
Congl onerat e §9 88.9 22.2 100.0 100. 0 88.9
Q her (21 81.0 42.9 85.7 76. 2 81.0




Respondents were asked to provide additional information as
to what type of organization supplies themw th their hardwood
| unmber products. That is, what nenber(s) of the channel of
distribution interfaced with these German buyers when har dwood
| unber was being purchased. As seen in Table 4 below, the
majority of German buyers (61.7) purchased their products froma
foreign (non-German) exporter. Foreign (non-German) producers
and foreign sawmlls were also popular 42.6 percent).
Meanwhil e, German inporters were used by 35.9 percent of
respondents, German producers/sawm|ls by 35.1 percent and Gernman
brokers/agents by 31.9 percent.

Table 4
Channel Menbers Utilized Wen Purchasing Hardwood Lunber

Percent U111zl ng

Channel Menber Cat egory Frequency Channel Menber
CGerman Broker/ Agent 30 31.9

Cerman | nporter 33 35.9

German \Whol esal er 18 19.1

German Producer/

Sawm || Qperat or 33 35.1
Non- Ger man Broker/ Agent 20 21.3
Non- Ger man Exporter 58 61.7
Non- German Whol esal er 16 17.0
Non- Ger man Producer/

Sawm || Operat or 40 42. 6

Type of Hardwood Lunber Purchased

The type of hardwood | unber inported by the respondents was
al so determ ned. From a donestic perspective, conpanies were
asked to relate the volume of hardwood | unber purchased in 1990
by species. Specifically, respondents were asked to provide the
percent of their total purchases (by volunme) that were of North
Anerican origin, as well as Tropical and European origin. Wen
total ed, North Anerican hardwoods equal ed 40 percent of the
vol ume purchased, Tropical hardwoods conprised approximtely 31
percent followed by European hardwoods at 24 percent of tota
vol une. An additional 5 percent of the hardwood purchased in
1990 cane from "ot her" hardwood sources. The results of this
analysis are shown in Table 5.



Table 5
Vol une of Hardwood Lunber |nported
fromthe Various Regions of Origin

Speci es Tot al Vol une in nt Per cent
N. American Oigin 247, 257 40.0
Tropical Oigin 191, 624 30.8
European Oigin 148, 355 23.7
Qher Oigin 30, 907 4.7

Tot al 618, 143 100.0

As for North Anmerican species purchased, white oak (19
percent) was the nost popular. This was followed by ash at 5
percent of volume and naple at 4 percent. O her hardwood species
purchased often in 1990 were cherry and red oak. Each conprised
approxi mately 2 percent of the total purchase volune reported by
t hese German buyers. The conplete results of this question can
be found in Table 6. These figures appear to be consistent wth
the German trend toward purchasing |ighter hardwoods.



Table 6
Type of Hardwood Lumber |nported by Gernman Buyers

_ Per cent
Speci es _ Vol une in nf of Total*
North American
White QCak 117, 447 19.0
Red Qak 12, 363 2.0
Ash 30, 907 5.0
Mapl e 24,726 4.0
Popl ar 8, 654 1.4
Birch 3,709 0.6
Cherry 12,363 2.0
V&l nut 2,473 0.4
Al der 9, 890 1.6
El m 1,236 0.2
QG her N. A Species 22,871 3.7
Ot her Regi ons
Tropi cal Species 191, 624 31.0
Eur opean Speci es 148, 355 24.0
Ot her Species 30, 907 5.0
Tot al 618, 143 100.0

* Percents have been rounded

Vol ume of hardwood | unber purchased was further anal yzed by
conparing purchases to the respondents prinmary business activity.
As one woul d expect, the business categories with the |argest
nunber of responding conpanies, purchased the nost |unber. To
this end, conpanies grouped in the "other" category purchased the
| argest volume, followed by inporters, conglonerates and brokers
and agents. Conglonerates are those conpani es which could not
del i neate thenselves as operating in one particular primry
busi ness activity category. The conplete results of this
analysis are displayed in Table 7.



Table 7
Total Volune of Hardwood Lunber Inported by
Primary Business Activity

Prinmary Tot al
Busi ness Activity Fr equency Vol une in nt Percent *
Br oker/ Agent 14 43,920 7.1
| nporter 22 113, 700 19.0
Wol esal er 6 6, 850 0.2
Wod Processor/

Sawmi || Qperat or 20 36, 846 6.1
Ret ai | er 3 6, 000 0.1
Congl onerat e 9 88, 085 14.5
O her 20 322,742 53.0

Tot al 95 618, 143 100.0

* Percents have been rounded

G ades of Hardwood Lunber Purchased

Respondents were asked to report the percent of 1990
har dwood | unber purchases (by board feet) in each grade 1990.
Not surprisingly, 57.9 percent of the total amount purchased was
FAS (First and Seconds). Approximately, 13.6 percent of
urchases were graded FASLF (FAS One Face) while 7.9 percent were
rime and 8.4 Select. Mreover, alnobst 10 percent (9.3) of the
har dwood | unber purchased fell into the Oher grade category.
The results of the grade purchases are outlined in Table 8.



Table 8
The Percent of Hardwood Lunber Purchased by G ade

Per cent
Lunber G ade by Vol une

FAS (First and Seconds) 57.9
FAS1F (FAS One Face) 13.6
Prime 7.9
Sel ects 8.4
Comons 0.2
No. 1 Conmon 1.5
No. 2 Conmon 1.2
O her G ade 9.3

Tot al 100.0

To analyze this finding further, the purchase of graded
| umber was conpared to the conpanies' primary business activity.
In other words, it was determ ned which type of conpany purchased
the various grades of hardwood |unber. As seen in Table 9, First
and Seconds were the preferred grade of |unber purchased by all
categories of German buyers. Meanwhile, FASLIF graded |unber was
second nost purchased grade by inporters (26.2 percent) and
respondents grouped in the "other" category. At the sane tine,
the brokers/agents (17.3 percent) and wood processors/sawm |
operators (21.1 percent) nmade selects their second |argest grade
Burchased. These results appear to be consistent with Gernan

uyers demand for higher quality products, including %rades of
| unber. However, it should be noted, that deman or nost
%rades of lunmber existed to sone extent in each user category.
his woul d indicate that suppliers of hardwood | unber products

nay have a demand for a variety of graded |unber products in the
CGer man mar ket .
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_ Table 9
Conpanies Primary Activity by
Type of Gaded Lumber Purchased

Primry

Busi ness No.1 No.2 Other
Activity FAS FIF Prime Selects Commons Comm Comm G ade
Broker/ Agent  59.0 6.8 12.7 17.3 0.0 4.1 0.0 0.0
| mporter 50.0 26.2 10.8 4.8 0.8 0.2 0.2 6.8
\Wol esal er 52.0 2.0 2.0 2.0 0.0 2.0 16.0 24.0
Wod Proc/

Sawm | | 56.7 11.1 0.0 21.1 0.0 0.0 0.0 11.1
Ret ai | er 85.0 0.0 0.0 7.5 0.0 7.5 0.0 0.0
Congl onerate 84.5 2.2 5.6 5.6 0.0 2.2 0.0 0.0
O her 48.0 20.0 10.4 2.0 0.0 0.3 0.0 19.3

Product Distribution

The purpose of this section is to report the findings as
they relate to respondent's distribution of hardwood | unber
purchased. That is, where is the hardwood |unber sold or to whom
Is it distributed once the respondent has finished addi ng val ue.
To address this issue respondents were asked to identify what
type of organi zations received the hardwood | unber after the
respondent handl ed or processed it.

In this case, it was requested that those being surveyed
identify each type of organization that receives the hardwood
lunber after it was handl ed or processed by the respondent. As
seen in Table 10, nost respondents sell the processed |umber to a
whol esaler (58.1 percent). A so, nore than half of those
responding to the survey sold their processed product to either
furniture manufacturers (53.8 percent) or joinery manufacturers
(52.7 percent). O her organizations receiving processed | unber
from the respondents were retailers (30.1 percent), inporters
(22.6 percent) and finished parts producers (22.6 percent).
Meanwhi | e, alnost one-fifth sold their processed lunber to
cabi net manufacturers (19.4 percent) while flooring manufacturers
were served by 16.1 percent of the respondents. From these
results, it can be ascertained that the hardwood | unber inported
by these German buyers is processed and sold to a wide variety of
or gani zat i ons.

11



Tabl e 10
Organi zations Receiving Hardwood Lunber After
Processed/ Handl ed by the Respondent

Per cent
Respondi ng
Type of Organi zation Frequency Yes
Agent or Broker 8 8.6
| mporter 21 22.6
V\hol esal er 54 58.1
Furniture WManufacturer 50 53.8
Cabi net Manuf act urer 18 19. 4
Joi nery Manuf act urer 49 52.7
Fl ooring Manufacturer 15 16.1
Fi ni shed Parts Producer 21 22.6
Ret ai | er 28 30.1
O her 17 18. 3

~ Distribution of the processed product was anal yzed further.
This was done by conparing the primary business activity of the
respondi ng conpany to the type of organization receiving the
processed or val ue-added products. As seen in Table 11, nost of
the organizations delivered their product to furniture
manuf acturers. Qther entities receiving val ue-added products
fromthe respondents were joinery manufacturers, wholesalers and
retailers. A smaller percentage of respondents delivered their
Produqts to finished parts producers, cabinet nmanufacturers and
| ooring manufacturers. he conplete breakdowmn of this
distribution process can be seen in Table 11.

12



_ ~ Table 11 o
‘Conpanies Primary Business Activit
by Organi zations Receiving the "Val ue- Added" Product

Primary Business Activity

Type of Br oker/ Whol e- Saw _ Congl o-
Organi zation Agent | nport saler mll Retail nerate O her
Agent / Br oker 7.1 13.6 0.0 5.0 50. 0 11.1 4.8
| mporter 64. 3 18. 2 0.0 5.0 50.0 11.1 23.8
\Whol esal er 64. 3 72.7 40.0 40.0 100.0 33.3 66.7
Furn. Manf 50.0 54.5 80.0 50.0 100.0 55.6 47.6
Cabi net Manf 0.0 22.7 20.0 15.0 0.0 33.3 28.6
Joi nery Manf 7.1 45.5 80.0 50.0 100.0 88.9 66.7
Fl ooring Manf 14.3 22. 7 0.0 20.0 0.0 11.1  14.3
Fin Parts Prod 28.6 18.2 20.0 15.0 0.0 33.3 28.6
Retail er 21. 4 13.6 40.0 25.0 50.0 55.6 42.9
O her 7.1 18. 2 0.0 30.0 0.0 22.2 19.0

Mar keting-Rel ated Characteristics

Marketing involves a variety of interrelated issues that are
strategically designed to satisfy the needs of the intended
buyer. To this end, marketing strategies are built upon the
notion of understanding buyer needs as well as the enphasis the
buyer places on the various features of the product/service
designed to neet those needs. Since those being surveyed were
already involved in the product (hardwood |unber) market, the
researchers sought to ascertain how well North American suppliers
were neeting the needs of their German buyers. To acconplish
this task, respondents were asked a series of questions related
to the products being purchased, the |evel of satisfaction
attained fromtheir current suppliers, brand nam ng, wllingness
to purchase finished parts, and the nost appropriate nethod to
communi cate with these buyers.

| nportance of Product and Supplier Characteristics

Using a buyer’s perspective, the German conpani es included
in the study were asked to respond to several product- and
supplier-related issues. That is, respondents were asked to rate
a variety of issues related to the purchase of hardwood | unber
products on a scale of one (not inportant) to five (very
I nportant) as they relate to choosing a hardwood supplier.
Specifically asked were questions related to the product features
(aﬂtaibutes), product supply as well as product and service
qual ity.

13



Table 12 provides the ten nost inportant product-related
attributes as rated by the German conpani es responding to the
survey. The absence of surface checks was rated as the nost
i nportant product attribute. This was followed by neeting grade
sPecifications and accuracy of grading. Cearly, German buyers
of hardwood |unber are concerned wth the grading of the | unber
t hey purchase.

Uniformty of |unber thickness, general cleanliness, |unber
strai ghtness, and uniformty of color were found to be very
inportant attributes. Also found to be inportant to buyers were
accuracy and uniformty of noisture content and the absence of
chi pped grain. The renaining product-related characteristics
included 1n the study were not considered to be as inportant as
those mentioned. In particular, the attributes that rated the
| owest in inmportance were presence of a trademark or |o0go, square
end trimmng and | unber end coating.

It should be noted that end coating may be nore inportant
than indicated if it serves to prevent end splits. Al so,
trademarks (which were not considered to be inportant by German
buyers) can be worthwhile if they help develop brand loyalty. It
should be realized that the inportance buyers place on the
attributes discussed throughout this report should not be
substituted for a supplier’s know edge of the specific needs of a
particul ar custoner. They do, however, help to define the general
needs of the German market for North Anerican hardwood |unber and
provide a guide that can be especially useful to the exporter
with no experience in the German market.

Table 12 _
| mportance of Product-Related Attributes
Attribute Mean Scor e*
Absence of Surface Checks 4.81
Meeting G ade Specifications 4. 74
Accuracy of G ading 4.74
Uniformty of Thickness 4.63
General d eanliness 4.61
Lumber Strai ght ness 4. 60
Uniformty of Color 4.56
Accuracy of Mbisture Content 4. 56
Absence of Chipped Gain 4.55
Uniformty of Misture Content 4.51

*1 = Not Inportant, 5 = Very Inportant

14



~Respondents were al so asked to indicate the inportance of
various features relating to the hardwood |unber supplier. Table
13 provides the inportance of these attributes.

The ability of the supplier to fill mxed species orders was
considered to be the nost 1nportant attribute in this category.
The ability to provide protective packaging, fill small orders,

and provide a variety of species were also considered to be
I nportant. The ability to arrange credit and provi de pl aned
| unber ranked bel ow average in inportance. None of the supplier-
related attributes were considered to be as inportant as the
product-related attributes discussed previously. However,
caution should be exercised in interpreting these results as they
are averages. The inportance of a particular attribute may vary
from buyer to buyer

Tabl e 13
| nportance of Supplier-Related Attributes

Attribute _ Mean Score*
AbiTity to Fill Mxed Species 3.88
Orders
Ability to Provide Protective 3.71
Packagl ng
Ability to Fill Small Oders 3.44
Ability to Provide a Variety of 3.43
Speci es

ility to Provide Rough 3.30
D nensi on Products
Ability to Fill Large Oders 3.10
Ability to Arrange Credit 2.75
Ability to Provide Planed 2. 47

Lunber

*1 = Not Inportant, 5 = Very Inportant

The last set of product and supplier characteristics
anal yzed were those features related to the quality of the
product and service being offered. As seen in Table 14, nost of
the features related to quality were viewed as quite inportant by
the respondents. Wth the exception of supplier’s activity at
trade shows, all of the attributes in this category were rated as
nmore inportant than the supplier-related attributes in Table 13.

Not surprisingly, conpetitive pricing was viewed as the nost
i nportant product and service quality attribute. Quick response
toinquirers and rapid delivery were also very inportant. Gernman
buyers apparently attenpt to reduce the risk of a purchase by
devel oping relationships with suppliers - both previous business
w th supplier and personal relationship with supplier were rated
wel | above average in inportance.
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As nentioned, supplier's activity at trade shows was
considered to be very low in inportance. However, this does not
suggest that pronotion of the generic product (i.e., North
American or Appal achi an hardwoods) at trade shows is ineffective.

Table 14
| mportance of Product and Service Quality Attributes

Attribute Mean Score*
Conpetitive Pricing 4.78

Qui ck Response to Inquirers 4. 60

Rapi d DellverK 4.48

Provi ding Technical Information 4. 45

Previ ous Business wth Supplier 4.23

Per sonal Rel ationship wth 4.12
Supplier

Supplier's Reputation g.gg

Supplier's Activity at Trade
Shows

*1 = Not Inportant, 5 = Very Inportant

Product and Supplier Characteristics Conpared Across Markets

It is informative to conpare the inportance of product and
supplier characteristics in the Gernman market for hardwood | unber
(as discussed in the previous section) to the inportance of the
characteristics in other mnmarkets. Table 15 provides the
i nportance of product-related characteristics to German, U K.,
and U. S. buyers. Conplete conparisons are not possible as not
all attributes were investigated in all the markets.

Overall, German hardwood | unber buyers resenble U S. buyers
nore than U K buyers in terns of product-related attribute
i nportance. The top three product-related attributes in the U S.
and German narkets each include absence of surface checks,
accuracy of grading, and thickness uniformty. The three |east
I nportant product-related attributes (presence of a trademark or
| ogo, square end trinmng, and presence of end coating) were also
the sane for both the U S and German markets. The | argest
differences between the two markets occurred on the attributes of
general cleanliness (which was considered relatively nore
Inmportant in the German market) and absence of wane (which was
relatively nore inportant in the U S market). However, these
differences were not large and mght be explained by the

o%entiaé I nportance of attributes that were not included in the
.S, study.
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U K. lunber buyers differed from buyers in the other two
markets in that they rated |unber straightness nore highly. A
variety of explanations for this difference can be hypothesi zed.
The difference may result from differences in uses of the
material, differences in the types of |unber purchased, or result
from strai ghtness problens with previous purchases that have
el evated the inportance of the attribute in the mnds of the
respondents. Square edges were also rated as relatively nore
inportant by U K  buyers. German and U. K. buyers also differed
in that the latter placed nore inportance on absence of wane, and
absence of stain and | ess inportance on general cleanliness and
nmeeting grade specifications. This finding concerning grade
specifications may reflect greater famliarity with U S. grading
practices among U K. buyers.

Table 16 conpares supplier-related attribute inportance
across the three nmarkets. The largest difference in the ratings
was based on the attribute of ability to fill large orders. U S.
buyers rated this as the nost inportant of the attributes |isted.
In contrast, German and U K buyers rated ability to fill Iarge
orders as relatively less inportant. The_abI|IRY to provide
rough di mension products was less inportant in the US. market as
compared to the German market. This difference probably results
from German buyers' lower famliarity with U S producers. In
ot her words, donmestic buyers have | ess need for a supplier who
can provide a wi de rangé of products as they may be aware of
producers of each product type.
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Table 15 _
I nportance of Product-Related Attributes
in the German, U K, and U S. Mrkets

Attribute Rank’
u. S. U. K. Ger man
Mar ket ® Mar ket * Mar ket
Absence of Surface Checks 3 3 1
Meeting G ade N. A. 5 2

Speci fications

Accuracy of G ading 1

Uniformty of Thickness 2

Ceneral O eanliness 7

Lunber Strai ght ness 4 1
Uniformty of Color N

Accuracy of Moisture 6

Cont ent

Absence of Chipped G ain 10 10 7
Uniformty of 5 7 8
Moi st ure Cont ent

Absence of Stain N. A 2 9
Absence of End Splits 8 I 10
Uniformty of Length 11 13 11
Absence of Wane 9 6 12
Squar e Edges 12 I 13
End Coating_ . . 14 14 14
Square End"Trimm ng 13 12 15
Trademark or Logo 15 15 16

A rank of 1 was assigned to the nost inportant attribute.
Ties received the sanme rank.

Data froma 1991 study of tinber inporters in the UK Only
responses from those inporters that purchased North Anerican
har dwoods are incl uded.

Data from a 1989 study of several segnments of the U S
har dwood | unber market
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Table 16 _
| mportance of Supplier-Related Attributes
In the German, U K., and U S. Mrkets

Attribute Rank*
u S U K Ger man
Mar ket ° Mar ket ® Mar ket
Ability to Fill M xed Species N. A N. A i
Orders
Ability to Provide Protective 2 3 2
Packagl ng
Ability to Fill Small Orders 3 1 3
Ability to Provide a Variety of 4 2 4
Speci es
ility to Provide Rough 7 6 5

Di mensi on Products

Ability to Fill Large Orders 1 5 6
Ability to Arrange Credit 5 4 7
Ability to Provide Planed Lunber 6 7 8

A rank of 1 was assigned to the nost inportant attribute.
Ties received the sanme rank.

Data froma 1991 study of tinber inporters in the UK Only
responses from those inporters that purchased North Anmerican
har dwoods are incl uded.

Data froma 1989 study of several segnents of the U S
har dwood | unber market
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Table 17 conpares the U.S., UK , and German buyers based on
the product and service quality attributes. Cearly, conpetitive
pricing is inmportant in all three markets. Quick responses to
Inquiries is also inportant in the UK and German narket, nore
i nportant than even rapid delivery and a supplier’s reputation
Personal relationships with the supplier are nore inportant in
the donestic nmarket, perhaps reflecting increased ease of
devel opi ng such relationships. Technical information is nore
inportant 1n the German market than the U S. and U K markets -
perhaps reflecting greater famliarity with U S. species and
products among U.S. and U K buyers.

Prior to conducting the study, it was hypothesized that the
supplier’s reputation would be nore inportant in export narkets
due to a need to reduce risk and because of decreased
availability of secondary information about a supplier.
Surprisingly, this was not the case in the German narket.
Supplier’s reputation is considered relatively nmore inportant in
the donestic narket as conpared to the German narket.

Table 17 _ _
| mportance of Product and Service Quality Attributes
in the German, U K , and U S. Mrkets

Attribute Rank*
U S. U K Ger man
Mar ket ® Mar ket® Mar ket
Conpetitive Pricing 1 2 1
Qui ck Response to Inquiries N. A. 1 2
Rapi d DellverK 4 4 3
Provi ding Technical |nformation 6 ! 4
Previ ous Business with Supplier 5 6 5
Personal Relationship with Supplier 3 5 6
Supplier’s Reputation 2 3 I
Supplier's Activity at Trade Shows NA 8 8
1 A rank of 1 was assigned to the nost inportant attribute.

) Ties received the sane rank. _ _
Data froma 1991 study of tinmber inporters in the UK Only

responses from those inporters that purchased North American
har dwoods are included.

3 Data froma 1989 study of several segnents of the U S
har dwood | unber narket
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Det erm nant Product and Supplier Characteristics

Wiile the inportance data provided in the previous section
rovi des useful guidance for marketing hardwood | unber to Gernman
uyers, it does not provide the entire picture. |ndividua

conpani es seeking a conpetitive advantage in the market may w sh
to differentiate their conpany by concentrating on attributes
that are both inportant and are not provided by all suppliers.
Such attributes can be ternmed, determ nant.

To identify determnant attributes, respondents were asked
to rate the attributes discussed in the previous section a second
time using a scale that ranged from 1 (small difference between
suppliers) to 5 (large difference between suppliers). Using this
information, a conposite score can be fornmed for each attribute
that incorporates both the inportance and difference ratings.
There are several ways in which a conposite score can be
calculated. In this report, scores were calculated as the
product of inportance and difference. |nportance and difference
were wei ghted equally. The determ nant scores resulting fromthis
cal cul ation range fromone to 25. Table 18 shows, the attributes
that received the highest determ nance scores.

~Conpetitive pri_cin%I was the nost determ nant of the
attributes included in the study. Quick response to inquiries
was second in determ nance and neeting grade specifications was
tied with rapid delivery for third place. The attributes that
were |l owest in determ nance were ability to arrange credit,
ability to provide planed |lunmber, supplier's trademark or |ogo,
and supplier’s activity at trade shows (in decreasing order of
determ nant score).

It is interesting to note that, while the top three
attributes in determ nance were considered inportant by Gernman
| unber buyers, none was the nost inportant attribute. The nobst
inportant attribute, absence of surface checks, fell to seventh
in determ nance. This suggests that providing |unmber free from
surface checks is a requirenent when exporting to the German
market. Since all conpanies are expected to neet this
requi renent, providing lunber free of surface checks wll not
serve as a primary nethod of differentiating a producer in the
German market. Conpanies nust | ook at other attributes when
searching for a way to obtain a conpetitive advantage in the
CGerman nar ket .

One attribute that can help in devel oping a conpetitive
advantage is quick response to inquiries. Devel oping excellence
in this area should be both quicker and easier than In the areas
represented by attributes of simlar inportance (conpetitive
pricing, neeting grade specifications and rapid delivery%.
Therefore, a first step toward becom ng nore conpetitive in the
German market is to ensure that enployees quickly follow up on
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| eads and inquiries from German buyers. This action should be
followed by ensuring that the conpany is neeting buyers
expectations in terns of grading, delivery tines, and
cleanliness. Finally, producers may wish to review their pricing
policies to ensure that they are as conpetitive as possible while
meeting the goals of the conpany.

_ Table 18 _ _
Det erm nant Scores for Product and Supplier Attributes

Attribute Mean Scor e*
Competitive Pricing 18.5
ﬁgick Response to Inquiries 17.6

eting ade Specifications 16.9
Rapi d Delivery 16.9
General d eanliness 16. 8
Accuracy of G ading 16. 8
Absence of Surface Checks 16. 7
Uniformty of Color 16. 6
Uniformty of Thickness 15.7
Provi ding Technical Information 15. 7
Uniformty of Misture Content 15.1
Supplier’s Reputation 15.0
Absence of Stain 14. 9
Lumber Strai ght ness 14.8
Accuracy of Moisture Content 14. 8

Scores are the product of inportance and difference. The
possible range is one to 25 with 25 representing the maximm
det er m nance.
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Buyer Satisfaction

If one is to inplenent a buyer's perspective toward the
marketing of products, the natural result of this process is to
determ ne the outcone in terns of buyer satisfaction. In other
words, how well did the product supplier neet and satisfy the
needs of the intended buyer. Since this perspective is
applicable to the buying and selling of hardwood | unber products,
the researchers attenpted to address the issue of buyer
satisfaction. Toward that end, the study of buyer satisfaction
was designed to get a better Ferspective on how well North
Anerican suppliers have been able to neet the needs of Gernan
har dwood buyers.

In order to gain this perspective, only those German buyers
who purchased hardwood |unber directly froma North Anerican
supplier were asked to respond to these buyer satisfaction
i ssues. OF the 95, 68 bought directly from North Anerican
suppliers. These 68 respondents were asked to indicate their
satisfaction with North American suppliers on a variety of issues
relating to the purchase of hardwood |unber. Ratings were made
using a five point scale (1 = not satisfied to 5 = very
satisfied). As with the questions concerning inportance, these
guestions were designed to determ ne buyer satisfaction as it
relates to product-related features, supplier-related features
and product and service quality features.

Table 18 |lists the product-related attributes that were
included in the satisfaction questioning. O these attributes,
buyers were |east satisfied with the absence of surface checks in
the North American |unber they purchase. This attribute received
a nmean satisfaction rating (3.22) that was just slightly above
the neutral response of three. In other words, respondents were
slightly nore satisfied than dissatisfied with North American
har dwood | unber on this attribute.

Uniformty of Color and Lunber Straightness received the
next |lowest nean satisfaction ratings (3.35 and 3.44,
respectively). O the attributes included in this portion of the
study, respondents were nost satisfied with Misture Content
Accuracy (3.70). Respondents were slightlg more satisfied than
dissatisfied with Overall Product Quality (3.52).

Respondents' satisfaction ratings of various supplier-
related attributes are shown in Table 19. Wthin this group of
attributes, respondents were |east satisfied with the supplier’s
ability to fill small orders (3.21). The ability to provide
di mension products in addition to lunmber and the ability to fil
m xed species orders received the next |owest nean satisfaction
ratings. This finding suggests an opportunity for a hardwood
producer to better serve the German market through nore flexible
distribution. This flexibility m ght be achieved by maintaining
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I nventory in Germany (either at a conpany-owned facility or,
indirectly, by utiLizing a stockin% distributor) or by
consolidating simall shipnents where possible.

Table 18
Satisfaction with Product-Related Attributes
Attribute Mean Score*
Absence of Surface Checks 3.22
Uniformty of Color 3.35
Lunmber Strai ght ness 3. 44
G ading Accurac 3. 49
Uniformty of Thickness 3.61
Moi sture Content Accuracy 3.70
Overall Product Quality 3.52

*

1 = Not Satisfied, 5 = Very Satisfied

Among the supplier-related attributes studied, German buyers
were nost satisfied with the supplier’s Ability to Arrange Credit
(3.55). Overall Service Quality received a nean rating of 3.53 -
indicating that, overall, buyers were slightly nore satisfied
than dissatisfied.

The final elements of buyer satisfaction exam ned were those
related to the quality of the product and service being provided.
As wth product features discussed previously, the German buyers
were generally satisfied (i.e., >3.0) with features representing
product and service quality. As noted in Table 20, the factors
receiving the | owest satisfaction rating were the Supplier's
Activity at Trade Shows (3.09), Delivery Tine (3.39), and
Conpetitive Pricing (3.44). It is inportant to note that even
t hough each of these ratings are in the favorable range, many are
bel ow average in inportance
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_ _ _ Tabl e 19 _
Satisfaction with Supplier-Related Attributes

Attribute Mean Scor e*
Ability to Fill Small Orders 3.21
Ability to Provide D nension 3.33
Product s

Ability to Fill M xed Species 3.35
Orders

Ability to Fill Large Oders 3. 47

Use of Protective Packaging 3. 47
Ability to Arrange Credit 3.55
Overall Service Quality 3.53

*

1 = Not Satisfied, 5 = Very Satisfied

Tabl e 20

Satisfaction with Product and Service Quality Attributes
Attribute Mean Scor e*
Supplier’s Activity at Trade 3.09
Shows
Delivery Tine 3.39
Competitive Pricing 3.44
Supplier's Conmtnent to 3.54
Exporting
Providing Technical Infornmation 3. 66

*

1 = Not Satisfied, 5 = Very Satisfied
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Commodity Brand Nam ng

Forty-seven (47) of the German buyers (51.1 percent) thought
a comodity brand nane identifying the producer and
country/region of hardwood origin would be inportant in their
Burchase decision. O those 47 buyers preferring a commodity
rand, nost (42.5 percent) indicated it would help to identify
product, quality and consistency. Qhers (27.3 percent) said it
woul d assist their purchase by identifying the region from which
t he hardwood | unber was provided. An additional 9.1 percent
bel i eved comodity brandi ng woul d hel p build custoner preference
t hrough brand loyalty. The remaining 2.1 percent offered a w de
array of benefits fromthe ability to conpare prices to not being
sure hOM/theK would utilize a conmmodity brand in making their
har dwood purchase deci si on.

Further analysis of the comodity branding concept
considered the preference of branding by the respondents primary
busi ness activity. As seen in Table 21, agents/brokers (71.4
percent) , conglonmerates (66.7 percent), inporters (59.1 percent)
and orﬂanizations categorized as "other" (52.4 percent) seened to
have the greatest preference for the comodity branding concept.
Meanwhi | e, whol esalers (25.0 percent) and sawm || operators (26.3
percent) were not as enthusiastic in their need for hardwood
commodi ty branding. Wod flooring manufacturers and dinension
stock producers indicated no need to utilize a commodity brand on
har dwood | unber products. At the sane tine, retailers had a

m xed reaction to this concept.

_ ~Table 21 _
Commodity Branding |nportance By Prinmary
Type of Business Activity

Total Number Per cent
Primary of Respondents Preferring
Busi ness Activity by Activity Commodi ty Brand
Br oker / Agent 14 71.4
| mport er 22 59. 1
\Whol esal er b 25.0
Wod Processor/

Sawm || Oper at or 20 26. 3
Ret ai | er 3 33.3
Congl oner at e 9 66. 7
O her 21 52.4

Tot al 95
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Wl lingness to Purchase Finished Parts

Respondents were asked to indicate their willingness to
pur chase finished hardwood parts. Surprisingly, nost (53.3
percent) said they would be interested in purchasing finished
parts. The finished parts nentioned by these respondents in
descending order of preference were furniture parts (26.5
percent) panels (16.3 percent), sanded bl anks, (14.3 percent),
nmoul di ngs (14.3 percent), parquet parts (10. percent) and
di mensi on or conponent parts (8.2 percent).

As for the type of organization interested in purchasing
these finished parts, agents and brokers (92.3 percent),
congl onmerates (66.7 percent) and wholesalers (60.0 percent) were
t he nost receptive organi zations. Additional business activity
categories indicating a willingness to purchase finished hardwood
parts were those conpanies grouped as "others" (57.1 percent)
I mporters (45.5 percent) and wood Processors/samnill operators
(31.6 percent%. The conplete results of this analysis can be
seen in Table 22 bel ow.

o Table 22
WIllingness to Purchase Finished Hardwood Parts
By Primary Type of Business Activity

_ Total Number Per cent
Primry o of Respondents Preferring
Busi neSs Activity by Activity Fini shed Parts

Br oker/ Agent 14 92.3
| mporter 22 45.5
\Whol esal er 6 60.0
Wod Processor/

Sawm || Oper at or 20 31.6
Retail er 3 0.0
Congl onerat e 9 66. 7
Q her 21 57.1

Tot al 95
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Pronmoti on of Hardwood Products

Pronotion conprises the comunication aspect of a marketing
strategy. As such, it is inportant that the reseller communicate
effectively if his marketing program expects to achieve success.
Wth this in mnd, the research focused on the nost effective
met hod(s) for comunicating with German hardwood | unber users.
Agai n, taking a buyers perspective, those being surveyed were
asked to rate a variety of communication nethods in terns of
preference. Using a five-point scale (1 being |least preferred and
5 being nost preferred) respondents rated each of the follow ng
methods in terns of preference for receiving information on
product and/or supply shipnents. As seen in Table 23, the nethod
of communi cation receiving the highest preference rating was
facsimle or FAX (3.99). OQher nethods of comunication in
descendi ng order of preference were a tel ephone call (3.20), a
personal sales call (2.52) and a letter (2.31). e | east
preferred nethod of cormunication nentioned by these buyers was

information received via telex (1.76) and product fliers (1.88).

Tabl e 23
Preferred Method of Conmunication

Conmmuni cation Mt hod Mean Rating*
3.99

Fax

Tel ephone Cal | 3.20

Personal Sales Call 2.52

Letter 2.31

Trade Show Conmuni cati ons 1.98

Product Flier 1.88

Tel ex 1.76

O her 1.33

* 1 = Least Preferred, 5 = Myst Preferred

Respondents were al so asked to indicate how often they would
prefer to be updated on changes occurring in the services being
of fered by hardwood suppliers. As noted in Table 24, a mgjority
(51.7 percent) of German hardwood | unber buyers preferred a
nont hly update. Meanwhile, over one fifth of those surveyed
(21.3 percent) would like to be updated on a quarterly basis
whi | e anot her” group (13.5 percenty preferred weekly updates.
Surprisingly, a small percentage (5.6 percent) indicated they did
not W sh to be updated on supplier-related infornation. O those
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not wishing to be updated, nost classified themselves as primary
wood processors or sawm || operators.

Table 24 o
Respondent Preference for Periodic Updates
of Supplier-Related Information

Updat e

| nt erval Percent
Mont hl'y 51.7

Weekl y 13.5

Quarterly 21.3

Sem - annual |y 3.4

Yearly 1.1

Q her 3.4

Not At All 5.6

CONCLUSI ONS

_ “The results of this study lead to a w de range of marketing
inplications. These inplications can be devel poped al ong three
marketing directions. The directions include conpetition,
products and pronotion. Marketing and the subsequent
Implications as related to these three areas wll be discussed in
the follow ng sections.

Competition

The results of this research indicate that the responding
CGerman buyers purchased their hardwood |unber froma wde variety
of sources. However a mmjority bought hardwood | unber directl
from North American sources. This would indicate that Nort
Anerican suppliers are operating in a global marketplace replete
with conpetitive suppliers fromall over the world. Fortunately,
the German narket has denonstrated a focus on North Anerica since
a plurality of its hardwood |unber is purchased fromthis region.
Therefore, although conpetitors are worldw de, a |arge nunber of
conpetitors are located in either the United States or Canada.
This would indicate that to be successful in the short run,
United States suppliers must neet or exceed the product/service
quality provided by their global supplier counterparts. In the
l'ong run, success wll hinge on exceeding German supplier
erpgctations as well as those of buyers from other parts of the
gl obe.

Suggestions made by respondents to acconplish this |long run.
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objective were to nake a Ion%-run comm tnent and form a buyer-
seller relationship wth their German buyers. It was also
suggested that North American suppliers respect the needs of
their German buyers as theK relate to sorting, grading,
nmeasur enent, straightness, checks and stain. To neet these
suggested goals, the suppliers would be required to nake a |ong
termcommtnent to the concept of exporting as well as to the
buyer (s) being served. Respondents also suggested that buyers and
suppliers inprove conmunication. This would nean listening to
each other and enpathizing with the problens each is attenpting
to overcone. The bottomline is conmtnent and flexibility. If
United States suppliers adhere to these concepts, long term
buyer-seller relationships can be fornmed and conpetition from
ot her regions and sources can be successfully addressed.

As for neeting the needs of German hardwood | unber buyers,
suppliers should focus their attention on several areas of
| nportance. These include providing a reliable supply of
har dwood | unber at a conpetitive price, delivered at the agreed
upon time. Moreover, respondents suggested that suppliers quote
delivered prices and consider storage facilities in Europe (e.g.
forward vertical integration). OQher areas that United States
suppliers should not overlook in terns of inportance are the
accuracy of sorting, grading and noisture content-meani ng proper
drying 1s essential. Thus, superior product and service quality
can be used as distinct advantage by the supplier who attenpts to
provide and assure these characteristics over the long run.

German hardwood |unber buyers are reportedly rather
satisfied (but not overly satisfied) with the quality of products
and services now being provided by suppliers from North Aneri ca.
Yet these suppliers could inprove their position and their
mar ket pl ace advantage by addressing the features nentioned above.
That is, German buyers would like to see their North Anerican
suppliers inprove their product quality through nore accurate
sorting, grading and noisture content reporting as well as
Providing cl eaner and straighter |unber. These buyers would al so

i ke to see an inprovenent in the overall service quality by
having North American suppliers enhancing the reliability of the
| unber being supplied, having it delivered on tinme and being nore
conpetitive in terns of price. Wirking to inprove each of these
features could result in long-term benefits for those United
States firns supplying hardwood |unber to German buyers.

Product Features

The results of the study indicate that the North Anerican
suppliers nmaintain a significant share of the hardwood | unber
bel ng supplied to the German nmarket. This advantage is nost
obvious I n the purchase of white oak, ash and nmaple. Astute
mar ket ers shoul d concentrate their efforts on penetrating the
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demand for these particular |unber species. Yet markets al so
exist for North American supplied red oak, cherry and to sone
extent al der and yell ow poplar. These nmarkets woul d need to be
nurtured. Thus, a Jlong-term commtnent to market devel opnent
could lead to further growth in the export of these species to
CGer many.

It was interesting to note that although nost German buyers
preferred the highest grades of |unber, sone had a tendency to
purchase grades |ower than FAS or FAS1F. This would indicate a
subtl e need for | ower grade lunber in the German market. Firns
purchasi ng grades of |unber |ower than Selects were nostly
channel internediaries, including brokers/agents, retailers and
whol esal es. Targeting these particular organizations as potentia
mar kets for |ower grade |unber could prove advantageous to the
export supplier.

A market for finished hardwood parts also appears to exi st
anmong Cerman buyers. Over fifty percent of those responding to
the survey indicated an interest 1 n purchasing finished hardwood
parts. These buyers indicated the nost interest in furniture

arts, panels, sanded bl anks and noul dings. Potential markets
tor pa%quet, di mensi on stock and/or conponent parts al so appears
0 exist.

As for the type of organization willing to purchase these
finished parts, the nost interest was shown by brokers/agents,
congl onerates and whol esal ers. CGernman inporters, organizations
groupee as "other" and German sawm || s/wood processors al so
I'ndicated a wllingness to purchase these parts. This would | ead
one to conclude that nenbers of each organizational type

mentioned here could prove to be a vital partner in the narketing
of finished hardwood parts to the German market.

Pronoti on

Brand loyalty can play a major role in the devel opnent of
pronotional strategies. Therefore, it was interesting to find
that although a suppliers trademark was viewed to be uninportant
when selecting a supplier, a commodity brand found preference
among a mpjority of the respondents. Brokers/agents, inporters
and congl onerates seened to have the greatest preference for the
comodity branding concept. Sone retailers, whol esalers and
organi zations grouped as "other" also indicated a preference for
instituting a commodity brand. However, the majority of
retailers and wholesalers indicated no need to utilize a
comodity brand on hardwood | unber products. To this end, the
commodity brand concept should be analyzed nore thoroughly before
instituting this type of program
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Meanwhi |l e, pronotional activities were qualified to
ascertain the optimal form of communication. It was found that
CGerman hardwood | unber buyers tended to prefer nonthly or to sone
extent quarterly updates on supplier-related information.
| deal |y these updates should be made via facsimle, personal
sales calls or tel ephone sales call. Being updated by telex,
product fliers and trade show conmmuni cati ons aﬁpear to be less
effective methods of business communication by these respondents.
Therefore, marketing comunication should be focused on these
preferred nethods and tinmes for communicating supplier-related
Information to these German buyers.
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