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When we make a mistake, we try to admit it. In this 
year’s survey, we made a mistake. It seemed fine at the 
time, but in retrospect it was just plain too long. We won’t 
do that again.

Nonetheless, we got over 100 responses, and for those 
determined souls, our sincere thanks. 

We all know surveys get “manipulated.” Those efforts 
on the parts of people that don’t like the truth have deval-
ued surveys the same way they have devalued the media. 
There is such a simple message in the responses of the 

customer/reader level of respondents, whether they are 
survey respondents or customers or readers. “Don’t lie; 
we don’t like it.” At Wood Industry, we may not always 
be right, but we aren’t going to lie by manipulation of sur-
veys, editorial content or circulation data. As the old com-
puter salesmen used to promise, “What you see is what 
you get.” Oh, wait, they weren’t telling the truth.

Of note, 25 percent of respondents said they are sup-
pliers to the industry. While we value the opinions of sup-
pliers, their behaviours are not the same as those of the 

Shop size
How many, including  
yourself, does your company 
employ full-time?

Hiring in 2015
How many employees do you expect to add in 
the next six months?

None
Two to five

One

Six or more
Expect to lay off

6-20

1-5

21-50

Over 51

2015, here we come
Reader survey reveals a strong sense  
business will grow in the New Year
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Expansion plans
Are you looking to expand  
your business in the next  
calendar year?

Does WI help?
Is Wood Industry helping you with your knowledge  
of Canadian workplace issues, labour issues, 
regulations and laws, economics, your peers  
and politics as they relate to business?

About your business
We manufacture .   .   .   .   .   .  90 .82%

We do retailing   .  .  .  .  .  . 39 .80%

We do installing  .   .   .   .   .   .  44 .90%

We are suppliers  
to the industry .   .   .   .   .   .   .  24 .49%

manufacturers, so we are reporting the results minus the 
supply-side responses.

This year it appears that our average shop size is 
growing, with 68 percent having shop sizes over five 
employees. However, that is not to say we are suddenly 
a big-shop industry, since 65 percent are still under 20. 
One observation to make from this report is that, with 
35 percent of our shops over 20 (and 19 percent over 51 
employees), we have a richly diversified production demo-
graphic. We are still a small-shop industry by statistical 
standards, but those shops are poised both to explore 
emerging niches and to exploit automation and enter the 
broad, high-production market.

Taking the same overall view of shop size, only three 
percent of respondents expect to lay people off. Mean-
while, 50 percent expect to add staff, and 47 percent 
expect to stay the same size. The general trend of those 
adding indicates 43 percent of total respondents intend to 
add between one and five workers.

Over the years, government, educators and media 
have focused on the secondary wood-products manufac-
turing sector mainly in terms of manufacturing. This 

makes sense, of course. However, we asked whether you 
engage in other activities — specifically, whether you are 
also a retailer and whether you do installations. Since we 
allowed respondents to check “all that apply,” the totals 
come out over 100 percent. However, 40 percent of re-
spondents are also retailers and 45 percent do installa-
tions. This makes sense if you think about it, since you 
cannot reliably sell cabinetry or millwork uninstalled. 
However, it also suggest government, educators and the 
media should give due recognition to these two important 
components of our industry.

The overall positive responses on the survey are best 
illustrated in one number. Fifty-five percent of respon-
dents expect to expand their business by 6 – 11 percent 
in 2015. Another 12 percent expect to expand by over 20 
percent and 13 percent expect to expand by 12 – 19 per-
cent.

Finally, we thank the industry for its response to Q20; 
over 89 percent of respondents said Wood Industry mag-
azine helps with their knowledge of Canadian workplace 
issues, labour issues, regulations and laws, economics, 
your peers and politics, as they relate to business. 

Yes, perhaps by 
over 12-19%

Yes, perhaps by 
over 20%

No, and possibly  
a decrease  
of 1-5%

Yes, perhaps by 
over 6-11%

No, and  
possibly a  
decrease of 20%

No, and possibly a 
decrease of  
6-11%

Yes, 89 .29%

No, 10 .71%
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I have to confess, I really enjoy the surveys. We say we 
are doing it for editorial perspective and to help you un-
derstand the industry, and we are. However, I get a real 
kick out of the kaleidoscope effect of picking apart num-
bers and seeing what the pattern is. 

First, methodology. Our random sample this year was 
725 e-surveys that were delivered and opened, and 149 
responses, for a response rate of 20.6 percent. As with ev-
erything else this industry does, this is amazing. Nothing 
helps so much with bureaucrats and politicians as to see 
activity and energy in a sector. You are saying you are 
serious.

We all know there is a controversy raging out there, 
and we are going to pass that by, here. You can read about 
it in the editorial. However, it is necessary to point out 
that some of the folks that are putting pressure against 
Wood Industry also signed in as readers to put a bias in 
the survey. Our first reaction was to delete them. Howev-
er, if we deleted them we would be injecting what would 
be called a subjective bias by making a personal decision 
whether this or that respondent was eligible. Therefore, 
we left them.

This presented a very interesting picture, once you drill 
down. For example, the questions about the controversy 
typically yielded a response rate of 80 to 95 percent in 
favour of Wood Industry’s positions, with 5 to 20 percent 
against. Fair enough.

Now, one fact you will want to know is that response 
rates to a candidate or a political position are almost nev-
er over 70 percent. Since your responses are consistently 
over 80 percent, it is a real statistical oddity and indicates 
substantial unanimity among all our readers. That does not 
mean you all think alike. It does mean that matters that 
affect the industry are all viewed about the same by the 
manufacturers/readers. That is, we are all concerned about 
government, labour, imports, costs of compliance, economy 
and so on in approximately the same intensity across all 
provinces and sub-categories of the wood industry.

We always ask questions different ways to validate the 
responses. For example, when we ask whether you like 
“push” e-marketing each day to your inbox, 89 percent said 
no. That is substantial unanimity, especially with the in-
stalled bias mentioned above. We believe only an idiot would 
ignore the overwhelming demand of the customers, so you 
can bet Wood Industry will NOT be sending spam. When a 

Your customer
Which of the following would you describe  
as your customer? 

 41% Consumer/Residential
 21% Commercial/Institutional
 20% Other
 11% Builder/Developer 
 7% Architects and Designers

Who are you?
 65%  Manufacturer of wood products  

in Canada
 14% Supplier to manufacturers
 20% Other 
 1% Government or association

Type of projects II
You complete projects  
for which of the following? 

 32% Single-unit housing
 19% Multi-unit housing
 17% Institutions (hospitals, schools etc.)
 15% Hospitality (hotels and restaurants)
 18% Other

Design service 
What kind of design services do you provide?

 52% In-house
 18%  Design specialists  

(designers, decorators etc.)
 14% Outsource
 15% Other

Type of projects I
What kinds of projects  
does your company work on? 

 37%  New construction
 33% Renovation
 11% Insurance/restoration
 18% Other 

Reader survey 2013
Canada’s industry  
weighs in, Wood Industry listens
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market speaks, a marketer listens.
OK; 89 percent no. Then, we asked how many minutes 

you spend each week on industry media websites each 
week. Over 68 percent of you said less than 15 minutes. The 
one validates the other. You recognize and use digital me-
dia, but spend very little time compared to other industries.

It became interesting when we noticed that the ratio of 
one side to another stayed the same, whether we were 
asking about the controversy or about anything else. For 
example, 92 percent of you saw the business outlook as 
very positive (14.5 percent), positive (47.86 percent) or 
neutral (32.48 percent), while 5.12 percent saw the busi-
ness outlook as negative or very negative. Of those that 
think all companies and organizations in Canada should 
abide by established standards, only 4.13 percent said 
no. Slightly over 7.5 percent say they do not like the con-
troversial (sometimes) editorial on page 5 of each issue. 
Again, 7.69 percent think the monthly e-letter is too of-
ten, while 80.34 percent think it is just right, 5.98 per-
cent would like it more often and .85 percent would like 
it weekly.

As you can see, a pattern starts to emerge. One com-
menter said we have biased the questions. Let’s be clear. 
A question is inherently biased. You cannot find out an an-
swer if you don’t ask the question. We are all adults. When 
I ask whether you like Wood Industry (this magazine) or 
Woodworking (the competitor), I am not biasing anything. 
I am, however, anxious that you not make a mistake.

So our bias is toward the truth underlying the facts, 
and it appears the people that identify themselves both 
as “suppliers” and as negative (for lack of a better word) 
toward Wood Industry are consistently at odds with the 

Your workforce 
How many employees  
does your business have?

 32% 1-5
 32%  6-24
 13% 25-49
 11% 50-150
 12% More than 150

Labour shortage?
Is your company having a hard time  
finding skilled workers? 

 61% Yes
 34% No
 6% Not sure

Recruitment options 
Where has your company had  
the most success hiring skilled help?

 19% Off the street
 19% Other wood businesses
 18%  Community college graduates
 5% Government program
 5% Overseas/foreign workers program
 3% Other wood-program graduates

Prospects for 2014 
What is your business outlook  
for the following year?

 15% Very positive: revenues up 20%
 48% Positive: revenues up over 3%
 32%  Neutral: revenues up or down 2.9%
 3% Negative: revenues down over 3%
 3% Very negative: revenues down over 20%

Standards
Is it important for all companies and  
organizations in Canada’s wood industry  
to abide by established standards?

 86% Yes
 4% No
 10% Not sure

Manufacturer profiles
Would you like Wood Industry to continue  
its profiles of manufacturers across Canada?

 54% Strongly agree
 43% Agree
 3% No opinion
 0% Disagree
 0% Strongly disagree

E-letter frequency
Wood Industry’s monthly e-letter (not maga-
zine) is opinion. Is the monthly frequency:

 8% Monthly is too often
 80% Monthly is just right
 6% Could be twice per month
 1% I would like it weekly
 5% I don’t receive it
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overwhelming majority of their customers, as reported in 
the survey. As a former sociologist-in-training, that is a 
stunning finding to me.

As a publisher with 15 years in the wood industry in 
Canada, I have suspected this is true for a long time. Sup-
pliers tend to be larger companies; our readers tend to 
be small (64 percent in shops under 25 employees and 77 
percent in shops under 50). Supplier contacts tend to come 
up through sales; shop owners tend to come up through 
production. Et cetera.

This is neither bad nor good, but it is certainly interest-
ing in the context of our continued interaction as a com-
bined industry.

One comment that smarted was the accusation that we only 
present one side of an issue and don’t allow argument. That 
is simply not true. I have never, anywhere or at any time, 
refused to publish a letter to the editor that was contrary to 
anything anywhere in the magazine. The very nature of the 
editorials and web site is to inspire discussion. We WANT 
other points of view. Given what we have shown about the 
substantial unanimity of the survey results, the explanation 
could be there is little disagreement from the manufactur-
ing side and little desire to be a public spectacle from sales. 
But whatever the case, we do not stifle opposition.

We have little space to publish what we would like. That 
is a function of ad sales. Therefore, our plan was to make 
this section short, including only the highlights. However, 
given the challenge, we have published all the raw data 
at www.woodindustry.ca, along with all the comments, 
good, bad, neutral and unintelligible.

Wood Industry remains the readers’ choice in Canada. 
With your help on this survey, we intend to stay there. In 
fact, we invite all competitors to review and copy our sur-
vey results and apply them to their own operations. 

Shared copies 
How many people, including yourself,  
read your copy of Wood Industry?

 36% 1
 58% 2-5
 2% 6-10
 3% 11 or more

Commentary
I enjoy the controversial editorial comment  
on Page 5 of each issue of Wood Industry

 41% Strongly agree
 32% Agree
 19% No opinion
 5% Disagree
 3% Strongly disagree

Your inbox
Based on your experience of e-promotions,  
do you want magazine companies to “push” 
daily digital content to your mailbox?

 11% Yes
 89% No

Social media
Do you promote your business through social 
media? If so, please describe your R.O.I.

 61%  I do not promote my business  
through social media

 2% My R.O.I. is excellent
 7% My R.O.I. is above expectations
 24%  I use social media, but am not really 

sure if it is working
 5% My R.O.I. is below expectations
 2% My R.O.I. is very poor

Reading Wood Industry
How much time do you spend  
looking at Wood Industry?

 3% I don’t read it
 26% Less than 15 minutes
 54% 15 to 45 minutes
 8% 45 to 90 minutes
 8%  I read it cover-to-cover  

and save it for reference

Reading Woodworking
How much time do you spend looking at  
Woodworking, our Canadian competitor?

 27% I don’t read it
 36% Less than 15 minutes
 26% 15 to 45 minutes
 4% 45 to 90 minutes
 4%  I read it cover-to-cover  

and save it for reference
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READER SURVEY 
REPORT 2012
Your wish list for the new year

This year’s Readers’ Survey was a huge success, but 
there is an elephant in the room, so let’s get rid of 
that first. We asked three questions about the Wood 

Manufacturing Council’s (WMC) support of our compet-
itor, and we got a decisive response. We reported the re-
sults to the WMC and offered a week to respond. As be-
fore, no communication was forthcoming. Wood Industry 
is dedicated to training, education and standards. Months 
ago, following reports from concerned industry leaders, 
we requested information from WMC and were ignored. 
We submitted an Access to Information Act request, and 
it was ignored. We contacted the office of HRSDC Minis-
ter Diane Finley through our own MP, and were told the 
WMC operates autonomously and is not subject to HRSDC 
intervention. We have written to individual board mem-
bers, also with no response … All this does nothing to 
reduce our concern that questions remain and we have to 
do our job, even as it becomes increasingly difficult.

By this note, we are publicly asking WMC to meet with 
Wood Industry and answer some questions to dispel the 
concern in evidence in our Survey and elsewhere. As is 
obvious, this is not going away, and the clear light of facts 
and explanation will dispel the concern of the industry.

Methods: We sent the survey by e-mail to 2,000 con-
firmed recipients, of which 187, or 9.35 percent, replied. 
There were no give-aways, contests or other incentives 
to answer, other than to supply information for editori-
al research. Of the 187 respondents, over 90 percent said 
Wood Industry should report on the actions of the WMC 
as they relate to funneling taxpayer dollars to a favoured 
magazine, over 95 percent said taxpayer-funded sector 
councils should not engage in this activity and over 85 
percent said the WMC should have more actual manu-
facturers and fewer government officials, suppliers and 
union reps on its board. 

There were three direct comments. First was, “The 
questions regarding the WMC are misleading, not factu-
al, and quite frankly an insult to your readers...” I don’t 
need to break that down for you. Whoever answered is 
claiming inside knowledge of the direction of the WMC 
and the facts about the WMC. That suggests the author is 

WHAT PERCENTAGE OF YOUR BUSINESS  
IS COMMERCIAL VS. RESIDENTIAL?

 <5% 36.11%
 5-20% 9.72%
 20-50% 6.94%
 50-75% 8.33%
 >75% 38.89%

THE TAXPAYER-FUNDED WOOD MANUFACTURING COUNCIL 
(WMC) IS FUNNELLING TENS OF THOUSANDS OF DOLLARS 
TO WOOD INDUSTRY’S COMPETITOR  — AND  
DEMANDING EDITORIAL CONTROL OF WOOD INDUSTRY.  
IS THIS AN ISSUE WOOD INDUSTRY SHOULD REPORT ON, 
OR LEAVE ALONE?

 Yes, report on 90.21%
 No, leave alone 9.79%

  
WHAT IS YOUR JOB FUNCTION?

  
HAVE YOU EVER BEEN FIRED FROM A JOB?

 YES 22.38%
 NO 77.62%

 Owner 55.56%
 Production Manager 15.97%
 Foreman 2.08%
 Shop Worker 5.56%
 Sales 7.64%
 Administrative 13.19%

SHOULD TAXPAYER-FUNDED COUNCILS AND COMMITTEES 
PLAY POLITICAL FOOTBALL (OR CHOOSE FAVOURITES) 
WITH TAXPAYER DOLLARS?

 Yes 4.86%
 No 95.14%

THE WMC IS CURRENTLY COMPRISED OF OTHER  
GOVERNMENTAL BODIES, SUPPLIERS AND ONE  
MEGA-UNION. AS A SECTOR COUNCIL, SHOULD WMC HAVE  
A GREATER REPRESENTATION FROM ITS CONSTITUENCY?

 Yes 85.61%
 No 14.39%
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an anti-competitive environment for any suppliers not on 
the “inside,” and the exclusion of any manufacturers or 
suppliers that do not comply with such ideas as blocking 
competition and preventing new blood from entering the 
market without paying homage to the collaborators. The 
difficulties of U.S.-based Vance Publishing’s attempts to 
continue our WMS and SIBO trade shows come to mind.

The FACT is, our industry is not large enough to sus-
tain a war against its constituents (as we have seen in the 
Quebec construction industry). We are struggling against 
the effects of international economies, internationally 
subsidized competitors and reduced revenues from our 
formerly insatiable customer to the south. We are a small 
and aging industry in a relatively small and remote cor-

I AM PLANNING IMPROVEMENTS OR EXPANSIONS IN  
MY SHOP OF OVER $100,000 IN THE NEXT SIX MONTHS.

 Yes 14.00%
 No 78.00%

I AM PLANNING IMPROVEMENTS OR EXPANSIONS  
IN MY MACHINES AND TOOLING  
OF OVER $100,000 IN THE NEXT SIX MONTHS.

 Yes 17.57%
 No 75.00%

HOW MUCH TIME DO YOU SPEND  
LOOkING AT WOOD INDUSTRY?

 1.96% I don’t read it
 17.65% Less than 15 minutes
 49.67% 15-45 minutes
 8.50% 45-90 minutes
 12.42%  I read it cover-to-cover and save it for reference

HOW MUCH TIME DO YOU SPEND LOOkING AT  
WOODWORKING (OUR CANADIAN COMPETITOR)?

 36.67% I don’t read it
 26.00% Less than 15 minutes
 20.67% 15-45 minutes
 3.33% 45-90 minutes
 4.00%  I read it cover-to-cover and save it for reference

ner of the globe, and we need all the help we can get.
Wood Industry, as is evident in the survey results, can 

speak with a unified voice for the industry, and has dozens 
of plans, events, new departments and other business-en-
hancing projects in hand, waiting for a pause in the war 
so we can get down to business. To the extent others are 
diverting national tax dollars, tight advertising revenues, 
international public relations and other resources away 
from progress and wood manufacturing, THEY are the 
insult to the readers. The “readers” are people that make 
stuff out of wood in Canada. They are NOT a group of 
eight, self-serving, self-declared experts that have nev-
er made a cabinet or a railing in their lives, yet declare 
themselves the 19th hole-philosophers for “the industry.” 

A second commenter said it best: “I like the editorial 
which informs me about some of the stuff going on in our 
sector, especially the bull shit with the WMC. ...” 

Or, of greater concern: “You’ve really hit the nail on 
the head with WMC... But you’re simply scraping the 
surface ... There’s very little reporting within that orga-
nization, no membership power for all us ‘’suppliers and 
clients” that are managing large amounts of money (tax 
money!).” Individuals having information about the WMC 
are invited to call.

In an effort to clear this up once and for all, we are 
publishing all the comments of all the respondents with 
this report. We dressed up a bit of spelling and grammar, 
but did not change meaning or intent.

Nothing is left out. Individually, our readers all speak 
for themselves. However, there is only one magazine in 
Canada that speaks for the industry, and you are reading 
it (as is everybody else and his lawyer).

Onward. Nearly one fourth (22.38 percent) of you have 
been fired from a job. Behind the question is the idea that 
some people can be very good at what they do, but simply 
can’t work for somebody else — a recurring theme in our 
business-profile features.

Over 55 percent of respondents are business own-
ers. This is consistent with past surveys showing Wood 
Industry is the choice of business owners for business 
information. As a little inside baseball, it is virtually un-
heard-of for business owners in these percentages to an-
swer surveys. They have obviously stopped what they are 
doing, and think the survey is important. It is, as we have 
said, because it defines our outlook for the next year and 
beyond.

Interestingly, the industry is about evenly split be-
tween people that do primarily residential work versus 
those that do primarily commercial, at 36 percent and 39 
percent, respectively. 

Over half of you, 56.34 percent, to be exact, provide 
in-house design services. This is significant for a few 
reasons. For one, your European competitors in the cab-
inetry market, including Scavolini and Bulthaup, are ad-
vertising in Canadian design magazines, and you are not. 
This gives the clear impression that the Europeans have 

WOOD INDUSTRY’S ORIGINAL CONTENT IS MORE  
IMPORTANT TO YOU THAN MAGAZINES THAT CUT  
AND PASTE FROM THE INTERNET AND OTHER SOURCES 

 True 86.18%
 False 5.92%

 
WHY DO YOU READ WOOD INDUSTRY?

 24.28% Stay up to date on products
 20.04% Get ideas
 16.26% Learn about best practices
 17.15%  Learn how my peers are meeting  

common challenges
 16.93% Help me improve my business
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associated with the WMC. Also, for the record, a question 
cannot be factual or not factual. It’s a question. 

The claim that this line of questioning is a frank in-
sult to the readers is more problematic. First, it assumes 
the writer knows the readers (you). Yet the survey re-
sults clearly state the opposite. We did not need to ask 
the question to know the answer. We needed to ask the 
question to have the proof of the answer. 

By now, everybody knows there is an attempt by a small 
group of collaborators to take over the industry. This will 
require killing Wood Industry magazine, despite the fact 
that Wood Industry is one of only a handful of trade mag-
azines in North America or Europe that does not insult 
its readers. Taking over the industry will also result in 

Nothing.
Nothing. I am happy.
Keep up the good work!
Keep up the good work!
Maybe a section for analyzing a piece of furniture, 

or a wooden toy, or some wooden utensil, etc.
Greatly enjoy the editorial comments although I 

almost always disagree with Kerry’s personal 
views. 

Good as is; more of the same.
Dunno.  I like it the way it is. 
Cover more artists, ingenious solutions and creativ-

ity, more coverage of conventional, low-tech 
shops and hand working.

Add the occasional small shop (2 - 5 workers) 
article. 

The questions regarding the WMC are misleading, 
not factual, and quite frankly an insult to your 
readers...

Your suggestion of daily content, but what would it 
be I wonder?

No change.
Ok as is.
One/two man shop info. We are existing too!
Keep the editorial, absolutely.
Nothing I can think of.
I like all of it.
More information on wood products research and 

studies.
Keep going the way it is. Love every minute of it.
More on wood markets.
Just fine.
Have more editorial authors in various sectors of 

the value chain.
Possibly owners doing maybe 2 pieces per year.
Just more ... a thicker magazine?
More problem solving advice, such as how to fix 

problems with finishes, machining (i.e. tear out 
or tolerances), etc.

Experiences with designers and architects and 
general contractors. Shine a light on this often 
difficult relationship, its shortfalls and benefits. 
What is common practice and where do the 
three disconnect on a regular basis? From 
budget to design changes, from scheduling to 
communication breakdowns, from responsibili-
ties to the (un-)practicality of a design and how 
to build it?

Quality verses quantity. The balance between 
volume and its loss of quality control versus the 
small run and studio shops. 

Examine emotionless manufacturing from mean-
ingful work imbued with the pride of Canadian 
work ethics and ideals, passion. Do we make 
better money just doing our job and not caring 
too much, not questioning details too much - 
just establish a standard and stick with it.  

Millwork verses furniture making - why is it so hard 
to get paid fairly for freestanding furniture versus 
built-in cabinetry? ...perceived value?

The pros and cons of wholesale versus direct or 
mass versus one-offs 

Delivery, on site and installation problems. All is 
good in the shop and then the product goes on 
site, (possibly) getting damaged by sub-trades, 
pressured into installation schedules that 
impede work flow etc. That is just reality - deal 
with it or take a stand? 

What is considered innovation and how much 
to invest into design, product development, 
prototyping and what ratio/percentage on return 
justifies that effort?

Quotes or estimates. How can you price a design 
that seems to change all the time during the 
process? Give the worst-case scenario and 
risk losing the bid, or project optimistically and 
battle for every budget increase when a change 
occurs? 

Having listed all these, I have my experience and 
opinions but, as always, am interested in the 
‘norm’ or what others have to say. Is there a 
standard or does each one of us battle on their 
own with these issues sharing only over a beer 
at the Pub after work?

We are a picture-frame moulding company and 
would like to see some articles on that part. Yes 
I look at picture framing mag, but I like to see 
how they combine with tables, cabinets, wall de-
cor. This all comes together to make a finished 
production which is a home.

Ok as is.
Coverage and reviews of Micro-businesses, 1 - 5 

man shops working in niche specialties.
More focus on smaller businesses
Non-biased machinery and manufacturing systems 

and solutions.

Information on educational facilities and training 
courses to assist young entrepreneurs to get 
into small wood shops.

Would love to see supplier editorials.
Quite satisfied as is.
Works as is
I build log homes. Does that answer your question?
I like the editorial which informs me about some of 

the stuff going on in our sector, especially the 
bull shit with the WMC. I wish there was more 
West Coast based articles (BC). Too east-
ern-based. (Ontario is not the center of the uni-
verse!) (Ouch! We travel the country to do pro-
files, attend meetings and shows and research 
features. If we had our choice, we would live 
in Edmonton. However, most of the industry’s 
suppliers, association headquarters and, frankly, 
manufacturing facilities, are in Ontario.  
We’re stuck, here, but accept dinner invitations.  
— Editor) 

It’s all good.
More discussion on how design can be integrated 

into manufacturing instead of the usual boring 
product that is manufactured in this country.

I would like to see more current and latest news - 
real news.  Your website would be a good place 
for this.  Not much there now.

More diverse wood product representation from 
framing materials for construction through the 
finished products.

Ok the way it is.
Shops that are buying new or used equipment.  

What was the machine for? What was the prob-
lem to get it up and running? What was the end 
profit by that particular piece? More automation 
or more profit at the end of day? Was it a good 
investment? .... Stories like that could help 
somebody decide or choose his options. (These 
are excellent points. However, each of those 
answers is really within the expertise of the 
supplier selling the equipment. We are magazine 
guys, and, while we definitely know the differ-
ence between a widebelt sander and a case of 
orbital sanders, we are not in a position to say 
which would be best for your situation. I imagine 
we could really irritate some shop owners if we 
tried. — Editor) 

More commercial millwork content.

QUESTION: WHAT IS WOOD INDUSTRY LACkING EDITORIALLY THAT WE CAN PROVIDE,  
OR WHAT WOULD YOU LIkE TO SEE CHANGED OR REMOVED?

DO YOU PROMOTE YOUR BUSINESS THROUGH SOCIAL  
MEDIA, AND IF SO, HOW WOULD YOU DESCRIBE YOUR ROI?

 65.54% I do not use social media to promote my business
 2.70% My return on investment is excellent
 2.70% My return on investment is above expectations
 14.86% I am not really sure if it’s working
 4.05% My return is below expectations
 2.03% My return is very poor

DO YOU WANT MAGAZINE COMPANIES TO “PUSH” 
DAILY DIGITAL CONTENT TO YOUR MAILBOX?

 Yes 7.84%
 No 84.31%
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an anti-competitive environment for any suppliers not on 
the “inside,” and the exclusion of any manufacturers or 
suppliers that do not comply with such ideas as blocking 
competition and preventing new blood from entering the 
market without paying homage to the collaborators. The 
difficulties of U.S.-based Vance Publishing’s attempts to 
continue our WMS and SIBO trade shows come to mind.

The FACT is, our industry is not large enough to sus-
tain a war against its constituents (as we have seen in the 
Quebec construction industry). We are struggling against 
the effects of international economies, internationally 
subsidized competitors and reduced revenues from our 
formerly insatiable customer to the south. We are a small 
and aging industry in a relatively small and remote cor-

I AM PLANNING IMPROVEMENTS OR EXPANSIONS IN  
MY SHOP OF OVER $100,000 IN THE NEXT SIX MONTHS.

 Yes 14.00%
 No 78.00%

I AM PLANNING IMPROVEMENTS OR EXPANSIONS  
IN MY MACHINES AND TOOLING  
OF OVER $100,000 IN THE NEXT SIX MONTHS.

 Yes 17.57%
 No 75.00%

HOW MUCH TIME DO YOU SPEND  
LOOkING AT WOOD INDUSTRY?

 1.96% I don’t read it
 17.65% Less than 15 minutes
 49.67% 15-45 minutes
 8.50% 45-90 minutes
 12.42%  I read it cover-to-cover and save it for reference

HOW MUCH TIME DO YOU SPEND LOOkING AT  
WOODWORKING (OUR CANADIAN COMPETITOR)?

 36.67% I don’t read it
 26.00% Less than 15 minutes
 20.67% 15-45 minutes
 3.33% 45-90 minutes
 4.00%  I read it cover-to-cover and save it for reference

ner of the globe, and we need all the help we can get.
Wood Industry, as is evident in the survey results, can 

speak with a unified voice for the industry, and has dozens 
of plans, events, new departments and other business-en-
hancing projects in hand, waiting for a pause in the war 
so we can get down to business. To the extent others are 
diverting national tax dollars, tight advertising revenues, 
international public relations and other resources away 
from progress and wood manufacturing, THEY are the 
insult to the readers. The “readers” are people that make 
stuff out of wood in Canada. They are NOT a group of 
eight, self-serving, self-declared experts that have nev-
er made a cabinet or a railing in their lives, yet declare 
themselves the 19th hole-philosophers for “the industry.” 

A second commenter said it best: “I like the editorial 
which informs me about some of the stuff going on in our 
sector, especially the bull shit with the WMC. ...” 

Or, of greater concern: “You’ve really hit the nail on 
the head with WMC... But you’re simply scraping the 
surface ... There’s very little reporting within that orga-
nization, no membership power for all us ‘’suppliers and 
clients” that are managing large amounts of money (tax 
money!).” Individuals having information about the WMC 
are invited to call.

In an effort to clear this up once and for all, we are 
publishing all the comments of all the respondents with 
this report. We dressed up a bit of spelling and grammar, 
but did not change meaning or intent.

Nothing is left out. Individually, our readers all speak 
for themselves. However, there is only one magazine in 
Canada that speaks for the industry, and you are reading 
it (as is everybody else and his lawyer).

Onward. Nearly one fourth (22.38 percent) of you have 
been fired from a job. Behind the question is the idea that 
some people can be very good at what they do, but simply 
can’t work for somebody else — a recurring theme in our 
business-profile features.

Over 55 percent of respondents are business own-
ers. This is consistent with past surveys showing Wood 
Industry is the choice of business owners for business 
information. As a little inside baseball, it is virtually un-
heard-of for business owners in these percentages to an-
swer surveys. They have obviously stopped what they are 
doing, and think the survey is important. It is, as we have 
said, because it defines our outlook for the next year and 
beyond.

Interestingly, the industry is about evenly split be-
tween people that do primarily residential work versus 
those that do primarily commercial, at 36 percent and 39 
percent, respectively. 

Over half of you, 56.34 percent, to be exact, provide 
in-house design services. This is significant for a few 
reasons. For one, your European competitors in the cab-
inetry market, including Scavolini and Bulthaup, are ad-
vertising in Canadian design magazines, and you are not. 
This gives the clear impression that the Europeans have 

WOOD INDUSTRY’S ORIGINAL CONTENT IS MORE  
IMPORTANT TO YOU THAN MAGAZINES THAT CUT  
AND PASTE FROM THE INTERNET AND OTHER SOURCES 

 True 86.18%
 False 5.92%

 
WHY DO YOU READ WOOD INDUSTRY?

 24.28% Stay up to date on products
 20.04% Get ideas
 16.26% Learn about best practices
 17.15%  Learn how my peers are meeting  

common challenges
 16.93% Help me improve my business
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associated with the WMC. Also, for the record, a question 
cannot be factual or not factual. It’s a question. 

The claim that this line of questioning is a frank in-
sult to the readers is more problematic. First, it assumes 
the writer knows the readers (you). Yet the survey re-
sults clearly state the opposite. We did not need to ask 
the question to know the answer. We needed to ask the 
question to have the proof of the answer. 

By now, everybody knows there is an attempt by a small 
group of collaborators to take over the industry. This will 
require killing Wood Industry magazine, despite the fact 
that Wood Industry is one of only a handful of trade mag-
azines in North America or Europe that does not insult 
its readers. Taking over the industry will also result in 

Nothing.
Nothing. I am happy.
Keep up the good work!
Keep up the good work!
Maybe a section for analyzing a piece of furniture, 

or a wooden toy, or some wooden utensil, etc.
Greatly enjoy the editorial comments although I 

almost always disagree with Kerry’s personal 
views. 

Good as is; more of the same.
Dunno.  I like it the way it is. 
Cover more artists, ingenious solutions and creativ-

ity, more coverage of conventional, low-tech 
shops and hand working.

Add the occasional small shop (2 - 5 workers) 
article. 

The questions regarding the WMC are misleading, 
not factual, and quite frankly an insult to your 
readers...

Your suggestion of daily content, but what would it 
be I wonder?

No change.
Ok as is.
One/two man shop info. We are existing too!
Keep the editorial, absolutely.
Nothing I can think of.
I like all of it.
More information on wood products research and 

studies.
Keep going the way it is. Love every minute of it.
More on wood markets.
Just fine.
Have more editorial authors in various sectors of 

the value chain.
Possibly owners doing maybe 2 pieces per year.
Just more ... a thicker magazine?
More problem solving advice, such as how to fix 

problems with finishes, machining (i.e. tear out 
or tolerances), etc.

Experiences with designers and architects and 
general contractors. Shine a light on this often 
difficult relationship, its shortfalls and benefits. 
What is common practice and where do the 
three disconnect on a regular basis? From 
budget to design changes, from scheduling to 
communication breakdowns, from responsibili-
ties to the (un-)practicality of a design and how 
to build it?

Quality verses quantity. The balance between 
volume and its loss of quality control versus the 
small run and studio shops. 

Examine emotionless manufacturing from mean-
ingful work imbued with the pride of Canadian 
work ethics and ideals, passion. Do we make 
better money just doing our job and not caring 
too much, not questioning details too much - 
just establish a standard and stick with it.  

Millwork verses furniture making - why is it so hard 
to get paid fairly for freestanding furniture versus 
built-in cabinetry? ...perceived value?

The pros and cons of wholesale versus direct or 
mass versus one-offs 

Delivery, on site and installation problems. All is 
good in the shop and then the product goes on 
site, (possibly) getting damaged by sub-trades, 
pressured into installation schedules that 
impede work flow etc. That is just reality - deal 
with it or take a stand? 

What is considered innovation and how much 
to invest into design, product development, 
prototyping and what ratio/percentage on return 
justifies that effort?

Quotes or estimates. How can you price a design 
that seems to change all the time during the 
process? Give the worst-case scenario and 
risk losing the bid, or project optimistically and 
battle for every budget increase when a change 
occurs? 

Having listed all these, I have my experience and 
opinions but, as always, am interested in the 
‘norm’ or what others have to say. Is there a 
standard or does each one of us battle on their 
own with these issues sharing only over a beer 
at the Pub after work?

We are a picture-frame moulding company and 
would like to see some articles on that part. Yes 
I look at picture framing mag, but I like to see 
how they combine with tables, cabinets, wall de-
cor. This all comes together to make a finished 
production which is a home.

Ok as is.
Coverage and reviews of Micro-businesses, 1 - 5 

man shops working in niche specialties.
More focus on smaller businesses
Non-biased machinery and manufacturing systems 

and solutions.

Information on educational facilities and training 
courses to assist young entrepreneurs to get 
into small wood shops.

Would love to see supplier editorials.
Quite satisfied as is.
Works as is
I build log homes. Does that answer your question?
I like the editorial which informs me about some of 

the stuff going on in our sector, especially the 
bull shit with the WMC. I wish there was more 
West Coast based articles (BC). Too east-
ern-based. (Ontario is not the center of the uni-
verse!) (Ouch! We travel the country to do pro-
files, attend meetings and shows and research 
features. If we had our choice, we would live 
in Edmonton. However, most of the industry’s 
suppliers, association headquarters and, frankly, 
manufacturing facilities, are in Ontario.  
We’re stuck, here, but accept dinner invitations.  
— Editor) 

It’s all good.
More discussion on how design can be integrated 

into manufacturing instead of the usual boring 
product that is manufactured in this country.

I would like to see more current and latest news - 
real news.  Your website would be a good place 
for this.  Not much there now.

More diverse wood product representation from 
framing materials for construction through the 
finished products.

Ok the way it is.
Shops that are buying new or used equipment.  

What was the machine for? What was the prob-
lem to get it up and running? What was the end 
profit by that particular piece? More automation 
or more profit at the end of day? Was it a good 
investment? .... Stories like that could help 
somebody decide or choose his options. (These 
are excellent points. However, each of those 
answers is really within the expertise of the 
supplier selling the equipment. We are magazine 
guys, and, while we definitely know the differ-
ence between a widebelt sander and a case of 
orbital sanders, we are not in a position to say 
which would be best for your situation. I imagine 
we could really irritate some shop owners if we 
tried. — Editor) 

More commercial millwork content.

QUESTION: WHAT IS WOOD INDUSTRY LACkING EDITORIALLY THAT WE CAN PROVIDE,  
OR WHAT WOULD YOU LIkE TO SEE CHANGED OR REMOVED?

DO YOU PROMOTE YOUR BUSINESS THROUGH SOCIAL  
MEDIA, AND IF SO, HOW WOULD YOU DESCRIBE YOUR ROI?

 65.54% I do not use social media to promote my business
 2.70% My return on investment is excellent
 2.70% My return on investment is above expectations
 14.86% I am not really sure if it’s working
 4.05% My return is below expectations
 2.03% My return is very poor

DO YOU WANT MAGAZINE COMPANIES TO “PUSH” 
DAILY DIGITAL CONTENT TO YOUR MAILBOX?

 Yes 7.84%
 No 84.31%
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“real” design and are coming into the market — a situa-
tion Wood Industry would like to help in correcting. Sec-
ondly, some of the veneer and hardware suppliers have 
followed the Pied Piper into the design magazines, only to 
find those people couldn’t design a kitchen to save them-
selves. The “design” in kitchen design is handled most 
expertly by Canadian manufacturers.

A telling fact is that 84 percent of you are sick of peo-
ple getting your e-address and shoving “messages” at you 
several times a day. Wood Industry repeats its promise 
that we won’t use your e-address to send commercial 
messages, but only our monthly e-letter and any import-
ant editorial notices, such as upcoming Wood Industry 
events in your area, etc. … You know the drill.

Speaking of the e-letter, over 71 percent like the 
monthly frequency, and another 10 percent would like it 
more often. Slightly over 3 percent – about the same num-
ber as those that think we insult readers – think monthly 
is too often.

While the rest of the world mouths such platitudes as 
“content is king,” we provide it, and you approve. Over 86 

percent of you think Wood Industry’s original content is 
more important than magazines that cut-and-paste news 
and features from the internet and other sources (plagia-
rism). Results show an average of four people per shop 
reading each copy.

Fourteen percent and 17 percent of you intend to in-
vest over $100,000 in facilities and process improvements, 
respectively, over the next six months. This may, at first, 
seem a small number, but it’s huge and indicates wide-
spread growth. We wish we could also have asked about 
improvements above and below $100,000, as well as time-
frames beyond six months, but there are limits. We are 
moving on.

With all the sincerity we can express in print, we thank 
those of you that filled out this year’s survey. Without you 
visibly behind us, we can’t do a thing. In publishing, the 
only thing that matters is the market, but saying you can 
get a market response and proving it are two different 
things. We are now in a position to return the favour. 

 

Everything
The editorials are the best.
I like the practical, how-to articles about woodwork 

companies.
Please keep on giving us your unbiased opinions; it 

is the reason why I read only your magazine.
Don’t lose the originality of your editorials. I always 

enjoy reading them!
I do like the Paul Epp articles, but it would be 

nice to get a second opinion or feature some 
rebuttal from some furniture maker like Klaus 
Nienkamper.

The editorial comments and attitude.
As above.
I reiterate: the editorial is the best part of the maga-

zine. Not the fact that it can be controversial, but 
the fact that you say things others are scared 
to say. Way too many in the mainstream media 
present only one side of the story.  That’s fine 
if it’s presented as opinion, but not so good if 
presented as news.  Keep up the good work.

I like the specific topic and specialization
The content is good but your editors attitude is 

awful. People can see a hidden agenda such as 
yours... (This is the same respondent that said 
our questions are not factual. We hate hidden 
agendas and will try to be more direct. — Editor) 

All good.
Kerry Knudsen’s ass-kicking articles.
As is.
Write-ups on successful operations.
I like your business profiles. What is working/not 

working.
Stay spicy, uncover myths, reports on shops big 

and small. (Really small ones are very inventive.) 
Just ask any shop about their latest problem 
and the solution they found for it, and you have 
an article interesting for everybody else.  
(We could not agree more. — Editor) 

Paul Epp’s article.  It’s a good mix now - not much 
to change.

Get ideas. Knudsen’s column.
I like the whole magazine, but my preference goes 

to the editorial.
Don’t change anything.
Keep it up.
Ok with the content.
I am satisfied.
Canadian wood products doing well outside 

Canada.
The format of the magazine and its articles should 

remain the same. Good thing going… why mess 
with it? 

Technical updates.
Retain your independence!
You’ve really hit the nail on the head with WMC 

...but you’re simply scraping the surface 

...theres’ very little reporting within that organ-
isation , no membership power for all us ‘’suppli-
ers , clients’, that are managing large amounts of 
money ( tax money !) 

Keep the independent commentary.  Freedom 
of speech and comment, etc.  Even if I don’t 
always agree with it.

It is a good size, not too long.  I love the editorials.
Canadian content is great, especially ads from 

suppliers that I would actually buy from. Profiles 
of wood shops are always interesting – keep 
everything!

I just like it! 
I like the stats provided and features on companies 

on how they run their plants.
I love your editorials.
New products.
There isn’t much I would change except to include 

some reporting on smaller, specialty-job shops.  
Some reporting on outsourcing and how it can 
affect a business’s ability to expand its market, 

market share, and profitability.
Editorial.
I really enjoy the design column. Would like to see 

more on this subject. Would like to see articles 
and information on resources for the 1-5 man 
shops and custom woodworkers.

More information on retail stores 
Really like seeing the focus on end companies in 

the industry. 
New ideas.
I like the Canadian content.
?
Take a page from INC magazine. They do a 

neat thing where they have a wide picture of 
something and then they target who made/built 
the products. Hard to explain, but it is a neat 
feature.

I like your independent point of view.
I like that it speaks for the small shops.
Overall good magazine and content- otherwise 

would not spend 15 – 45 min. or more going 
through it.

Bullets
Ok the way it is.
The first item I always read is Kerry Knudsen. I just 

love the way he says things and does not seem 
to be scared of anybody in the industry. I also 
like profiles.

Kerry Knudsen’s column - best part of the mag-
azine and I forward it to a manufacturer in the 
U.S.

I like the original Editorial by Kerry and some 
others by Paul Epp etc.  I don’t look at the HR 
side much but for the rest, I find most articles 
worthwhile.  However, above all, I want to see 
Kerry’s thoughts!

Question: What do you like about Wood Industry, and you Would like to see us retain?


