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Marketing
Marketing is the activity, set of institutions, and processes for 
creating, communicating, delivering, and exchanging offerings that 
have value for customers, clients, partners, and society at large.1

Create long-term and mutually beneficial exchange relationships 
between you and the individuals and companies you interact.

Source: 1 The Definition of Marketing. American Marketing Association.  https://www.ama.org/resources/Pages/Marketing-Dictionary.aspx; 9/9/16



Marketing Research

“The process or set of processes that links the producers, 
business customers, and end-users to the marketer through 
information.   

– information is used to identify and define 
marketing opportunities and problems; generate, 
refine, and evaluate marketing actions; monitor 
marketing performance; and improve 
understanding of marketing as a process.2

Consumer marketing research, and
Business-to-business (B2B) marketing research

Source: 2The Definition of Marketing. American Marketing Association.  https://www.ama.org/resources/Pages/Marketing-Dictionary.aspx; 9/9/16



Market Research
An organized approach to gather information 

on your target markets or customers

Target markets
An individual or group of customers a business 
has decided to aim its marketing efforts and 
ultimately its merchandise towards.3

Market segmentation
Geographic – by Address, Location, Climate, 
Region, or Product-related segmentation –
(relationship to a product)4

Sources: 3 Business-to-Business Marketing; Paul Hague, Nick Hague and Matt Harrison. https://www.b2binternational.com/publications/b2b-marketing/; 
4 Kurtz, Dave. 2010. Contemporary Marketing; South-Western Cengage Learning; 9/9/16



Target Markets 
A Group of Customers that You Decide to Aim Your 

Marketing Efforts and Your Product(s) 

Target markets may be defined as: 
Geographic:  Location 
Demographic/Socio-Economic:  Gender, age, income, 
occupation, education, household size, and stage in the 
family life cycle 
Psychographic:  Similar attitudes, values, and lifestyles 
Behavioral:  Occasion of use, degree of loyalty 
Product-related:  Relationship to your product(s)



Target Markets 
Each target market has ‘Needs’ and ‘Wants’ that differ 

in some degree from your other target markets

These differences may be: 

• Types of products purchased 
• Product uses 
• Frequency of purchase or …? 

Differences indicate a need to alter your positioning 
strategy to ‘match or exceed’ the ‘needs’ and ‘wants’ of 
each target market



Marketing 4-P’s or Marketing Mix
Singular or combination of all of the assets available 

to a marketer to engage the target market(s)
Product – a good or service, which is offered to 
customers; “…quality, features, benefits, style, design, 
branding, packaging, services, warranties, guarantees, life 
cycles, investments and returns.”5

Price – a customer evaluates the price of the item or 
service and then decides if the product will benefit them –
the total cost to customer to assume the product; “list 
pricing, discount pricing, special offer pricing, credit 
payment or credit terms.”5

Source: 5 McCarthy, Jerome. 1964. Basic Marketing. A Managerial Approach. Homewood, IL: Irwin.; 9/9/16



Marketing 4-P’s or Marketing Mix

Promotion – “…advertising, external communications 
with the media, direct selling and sales promotions” and 
“Promotion is the marketing communication used to make 
the offer known to potential customers and persuade them 
to investigate it further.”6

Place or distribution – is the location where a 
business doing their business; “…direct or indirect 
channels to market, geographical distribution, territorial 
coverage, retail outlet, market location, catalogues, 
inventory, logistics and order fulfilment.”5

How do you get your products to the customer?  

Source: 6 Blythe, Jim. 2009. Key Concepts in Marketing. Los Angeles: SAGE Publications Ltd.; 9/9/16



Marketing Four C’s
The Customer Viewpoint

Customer solution: 
Meeting your clients needs and wants
Cost:
Your expenditures to satisfy your clients
Convenience: 

Purchase and/or credit terms at the consumer’s 
‘convenience’ instead of your place

Communication: 
Give and take between your customer and you – forces 
you to be interactive7

Source: 7Lauterborn, B. (1990). New Marketing Litany: Four Ps Passé: C-Words Take Over. Advertising Age, 61(41), 26



What’s not discussed a lot in Marketing –

Know Your Product!

1. Species and customer preference

2. What external and internal defects are acceptable to 
your customers?

3. Ring count/density and ring pattern

4. Diameter(s) and length(s)

5. Customer price points

6. End product(s)



Describe the research problem and the type of information 
needed 

Why is this information is needed? 

Specific market research strategies can be developed once 
the above two steps have been completed 

Marketing Research



Market segmentation: Identify, describe, and analyze 
segments
Product positioning: Understanding “of how” the value 
proposition is received by the customers
Consumer and B2B behavior analysis
Customer analysis

Marketing Research



Step 1: Identify unmet and underserved needs
Step 2: Identify specific customers
Step 3: Assess your competitive advantage
Step 4: Assess resource needs
Step 5: Assess market readiness for products/services
Step 6: Craft your opportunity story – why buy from us?
Step 7: Is the opportunity attractive?

Assess a Market’s Attractiveness



Market Research

http://www.somdarts.com/

http://www.stjohnssweetair.org/



Market Research

http://www.countrysideartisans.com

http://www.visitmaryland.org/events-calendar



Market Research

http://www.marbidco.org/SWK%20RAA%20presentation.pdf/



Market Research

http://www.mdforests.org



Product



Product



Product



Product Strategy
Identify How Each Product ‘Fits’ the Target Market 

Other issues to be addressed:

• New product suggestions

• Adjusting the mix of existing products

• Product deletion candidates 

Enhances:

• Product development driven by customer needs

• New products can be manufactured efficiently and 
effectively

• Time to market is minimized



Price



Big Logs can be produced into Large Slabs

George Nakashima

Source:  http://www.nakashimawoodworker.com/furniture/3/22; 9/13/16



Why you should know your markets

Christie's

A Coffee Table, 1978
Price Realized: $149,000

http://artist.christies.com/George-Nakashima--53811.aspx; date accessed: 9/15/16

Price



Do You Price for Success?

Do you price for profit, 
or does it just happen? 

• What are your goals for profit? 
• Cost analysis is the “nuts and bolts” of 

your pricing strategy



What Is/Are Your Margin(s)?

Margin = 
overhead costs + desired profit 

Profit should be consistent with 
previously set goals 



Production Costs

Overhead Costs: 
Cost items that do not vary with production 
volume. Building rent, property taxes, etc. 

Variable Costs: 
Cost items that vary proportionately with 
production volume. Examples are raw materials, 
hourly wages, etc. 



Pricing For Profit

Break-even point: Total revenue equals total cost 
(variable and fixed) 

Contribution: The difference between the selling 
price and variable cost per unit 

Profitability: When revenue exceeds the total 
cost of operating the business 

Shuttering point: When revenues do not cover 
variable costs of production



Time Value of Money

The greater value of receiving income today versus future

Present value or Net Present Value

Sawing slabs

or 

Log auctions

Which alternative yields the greater income?
or

Is it a combination of the two?



Place or Distribution 

Baraboo Wood Works
Madison, WI

www.baraboowoodworks.com

Urban Wood
Ann Arbor or Flint, MI
http://urbanwood.org



Place or Distribution 

Far West
Sheridan, CA 

https://farwestforest.com



Place or Distribution 

UW



Distribution Strategy

Define Specific Distribution Strategies 
for Each Target Market 

Issues to be addressed are:

• Intensity of distribution (market coverage)

• How distribution will be accomplished

• Assistance provided to distributors

• Role of your sales force in your distribution 
strategy



Promotion

Promotion Strategy 
Promotion is Used to Start and Maintain a 

Flow of Communication between You 
and Your Target Markets 

Attributes or benefits of each product should be identified for each 
target market 

Emphasize how your product differs from competitors 

Your competitive advantage(s)



Promotion

Promotion Strategy 

Strategies should be developed for:

• Personal selling

• Advertising

• Sales promotion

• Public relations

• Web and Social Media

• Most important → Word-of-Mouth



Promotion

Content Marketing
“Content marketing is a strategic marketing 
approach focused on creating and distributing 
valuable, relevant, and consistent content to 
attract and retain a clearly-defined audience —
and, ultimately, to drive profitable customer 
action.”8

Source: 8 http://contentmarketinginstitute.com/what-is-content-marketing; 10/7/16



Promotion
Content Marketing:  Story Telling

“Storytelling is not intended to be a “selling” tool; it’s a method of 
building strong relationships with your customers and a thriving 
community of loyalists over time. 
Your story identifies what your passions are and serves as the 
foundation for all your future content developments.”

“Words and visuals must work as a cohesive and complete team to 
paint the full picture of a brand story. 
Your package design, website, blog theme, catalogue, or brochure 
might be drop-dead gorgeous, but if the words in it aren’t compelling, 
no one will keep reading. 
When the design is interesting, all of your words create a more 
powerful experience. 
On the flipside, if the design is bad, your brilliant words will go 
unread and your story untold.”
Source: 8 http://contentmarketinginstitute.com/what-is-content-marketing; 10/7/16



Information Sources
USDA Forest Service:  Research & Development

http://www.fs.fed.us/research/urban

http://www.fs.fed.us/research/urban-webinars

http://www.fpl.fs.fed.us/documnts/fplgtr/fplgtr132.pdf

http://www.fs.fed.us/research/highlights/highlights_display.php

USDA Forest Service:  State & Private – Northern Area

https://www.na.fs.fed.us/urban/inforesources

http://www.na.fs.fed.us/pubs/tps/recycle/recycling_trees.pdf

http://www.na.fs.fed.us/werc



Information Sources
USDA Forest Service

Forest Products Marketing Unit

Forest Products Laboratory
Madison, WI

http://www.fpl.fs.fed.us/research/units/fpmu/index.shtml

USDA Forest Service

Engineering Properties of Wood, Wood based Materials, and Structures

Forest Products Laboratory
Madison, WI

http://www.fpl.fs.fed.us/research/units/fpmu/index.shtml



Information Sources
CAL FIRE Urban and Community Forestry

http://www.fire.ca.gov

Illinois Wood Utilization Team

Marketing Urban Trees For Higher Uses in Illinois: 
Resources for Arborists and Managers

http://illinoisurbanwood.org

Urban Wood User’s Resource Guide

http://illinoisurbanwood.org/first-release-urban-wood-users-resource-guide/

Michigan Urban Wood

http://urbanwood.org/

Pennsylvania Department of  Conservation and Natural Resources

Community Urban Wood Utilization Planning Worksheet

http://www.dcnr.state.pa.us/cs/groups/public/documents/document/dcnr_010083.pdf



Information Sources

Minnesota Department of Natural Resources, Division of Forestry

http://files.dnr.state.mn.us/forestry/um/urbanWoodMarket_Ash.pdf

Pennsylvania Department of Conservation and Natural Resources

Community Urban Wood Utilization Planning Worksheet

http://www.dcnr.state.pa.us/cs/groups/public/documents/document/dcnr_010083.pdf

Virginia Department of Forestry

http://dof.virginia.gov/health/cost-effective-tree-removal.htm

Wisconsin Urban Wood

http://www.wisconsinurbanwood.org



Information Sources

Private
Delta Institute

Wood Utilization Best Management Practices

http://delta-institute.org/delta/wp-content/uploads/Urban-Wood-BMP.pdf

Dovetail
Urban Forests & Urban Tree Use 

http://www.dovetailinc.org/reports/Urban+Forests+and+Urban+Tree+Use_n638

Assessment of Urban Tree Utilization & Forestry Programs 
of Richmond, VA, and Raleigh, NC 

http://www.dovetailinc.org/reports/Assessment+of+Urban+Tree+Utilization+%26+For
estry+Programs+of+Richmond,+VA+and+Raleigh,+NC_n743



Information Sources

Maryland



Information Sources
Maryland

Maryland Department of Natural Resources

http://dnr.maryland.gov/forests/Pages/fpo_search.aspx

Maryland Urban & Community Forestry

http://dnr.maryland.gov/forests/Pages/Urban-Community.aspx

Maryland Forest Products Utilization and Marketing

http://dnr2.maryland.gov/forests/Pages/programs/fpum.aspx

Maryland Forests Association, Inc

http://www.mdforests.org



Information Sources



Keep it Simple
Know your product(s)

Know your market(s)

Develop your marketing strategy & tactics 

Develop Prices

Establish your distribution channel

Promotion

Summary 



Questions?

Thank you

Delton Alderman
Forest Products Marketing Unit

Forest Products Laboratory - Madison, WI
Northern Research Station 

USDA Forest Service
304.431.2734

dalderman@fs.fed.us



U.S. Department of Agriculture Disclaimer

Disclaimer of Non-endorsement
Reference herein to any specific commercial products, process, or service by trade name, trademark, manufacturer, or otherwise, does 
not necessarily constitute or imply its endorsement, recommendation, or favoring by the United States Government. The views and 
opinions of authors expressed herein do not necessarily state or reflect those of the United States Government, and shall not be used 
for advertising or product endorsement purposes.

Disclaimer of Liability
With respect to documents available from this server, neither the United States Government nor any of its employees, makes any 
warranty, express or implied, including the warranties of merchantability and fitness for a particular purpose, or assumes any legal 
liability or responsibility for the accuracy, completeness, or usefulness of any information, apparatus, product, or process disclosed, 
or represents that its use would not infringe privately owned rights.

Disclaimer for External Links
The appearance of external hyperlinks does not constitute endorsement by the U.S. Department of Agriculture of the linked web sites, 
or the information, products or services contained therein. Unless otherwise specified, the Department does not exercise any editorial 
control over the information you may find at these locations. All links are provided with the intent of meeting the mission of the 
Department and the Forest Service web site. Please let us know about existing external links you believe are inappropriate and about 
specific additional external links you believe ought to be included.

Nondiscrimination Notice
The U.S. Department of Agriculture (USDA) prohibits discrimination in all its programs and activities on the basis of race, color, 
national origin, age, disability, and where applicable, sex, marital status, familial status, parental status, religion, sexual orientation, 
genetic information, political beliefs, reprisal, or because all or a part of an individual's income is derived from any public assistance 
program. (Not all prohibited bases apply to all programs.) Persons with disabilities who require alternative means for communication 
of program information (Braille, large print, audiotape, etc.) should contact USDA's TARGET Center at 202.720.2600 (voice and
TDD). To file a complaint of discrimination write to USDA, Director, Office of Civil Rights, 1400 Independence Avenue, S.W., 
Washington, D.C. 20250-9410 or call 800.795.3272 (voice) or 202.720.6382 (TDD). The USDA is an equal opportunity provider and 
employer.
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