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Abstract 

In the United States, trees felled in urban areas and wood generated through construction and 

demolition are typically disposed of in landfills or used for low-value applications, such as energy 

production or landscaping mulch. In recent years, the urban and reclaimed wood industries have 

emerged to divert supplies from landfills and provide a higher value-added outlet. Due to the newly 

established nature of these industries, literature specific to marketing practices adopted by these 

companies is largely non-existent. The objective of this research was to identify marketing practices 

implemented by firms operating in the urban and reclaimed wood industries and provide effective 

marketing strategy recommendations. The resulting recommendations are intended to help increase 

urban and reclaimed wood utilization, in turn helping to foster local economies, decreasing stress 

to landfills, and providing more options to environmentally-conscious consumers.  

To accomplish the research objectives, an industry survey and case studies of value-added urban 

and reclaimed wood firms were conducted. Firms were asked to report on company characteristics, 

consumer characteristics, marketing practices, opportunities, and barriers. Marketing practices 

were evaluated using the “marketing mix” framework to evaluate products, pricing, promotion, and 

distribution.  

Results from this study indicate that, in general, urban and reclaimed wood firms are small, reported 

utilizing urban or reclaimed wood for less than 10 years, and leveraged one or more partnerships 

for effective raw material procurement. Products are primarily made-to-order using highly variable 

raw materials, where raw material type influences products made and species utilized for 

production. Firms indicated pricing their products slightly higher than, or in line with their 

competition. Urban and reclaimed wood firms typically leverage word of mouth, company 

webpages, and social media to communicate messages of quality, aesthetics, and customizability, 

largely appealing to consumers with differentiated product attributes. Distribution channels used 

include primarily direct sales, online sales, and retail sales. Firms identified lack of financial 

resources, lack of storage space, and under-performing or insufficient marketing efforts as main 

barriers to growth; however, participating firm responses indicated healthy growth expectations.  

Keywords: Urban wood, reclaimed wood, marketing, value-added wood products 
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Chapter 1: Introduction and Literature Review 

Traditionally, trees felled in populated areas and wood components generated through construction 

and demolition are disposed of as low value resources, largely sent to landfills or utilized for energy, 

composting, and landscaping mulch. There are approximately 74 billion urban trees in the US, and 

when trimming or removal is necessary, the resulting wood is considered “wood waste” (Samuel 

Sherrill, 2017). It was estimated that, of the 18.4 million tons of woody yard trimmings generated 

in 2010, approximately 4.0 million tons were available for recovery (Bratkovich et al., 2014). 

Reclaimed wood supplies include all previously utilized wood products brought back into 

circulation, typically originating in old structures, like barns and buildings. A majority of reclaimed 

wood supplies are derived from construction and demolition debris (C&D), and approximately 36.4 

million tons of C&D wood waste were generated in 2010, with 17.3 million tons available for 

recovery (Bratkovich et al., 2014; Howe, Bratkovich, Bowyer, Frank, & Fernholz, 2013).  

In recent years, the urban and reclaimed wood industries have emerged to provide a higher value-

added outlet, foster local economies, and divert supplies from landfills. Value-added products 

manufactured using urban and reclaimed wood raw materials provide consumers with intangible 

attributes like unique aesthetics, quality, customizability, environmental sustainability, historic 

significance, and sentimentality. Urban and reclaimed wood firms vary in terms of raw materials, 

supply chains, product offerings, production capacities, and distribution channels, to name a few. 

Customers are equally varied, ranging from end users, such as residential or commercial 

consumers, to intermediaries, like architecture and design firms, distributors, or retailers.  

Due to the newly established nature of the urban and reclaimed wood industries, literature specific 

to marketing practices is almost non-existent. The objective of this research was to identify current 

marketing practices in the urban and reclaimed wood industries and provide marketing strategy 

recommendations to help these industries expand their market reach, in turn, reducing volumes of 

urban and reclaimed wood discarded as waste.  

Background on Urban and Reclaimed Wood 

This section of the literature review discusses urban forest area, benefits, and management, as well 

as resulting urban wood supplies. Similarly, reclaimed wood supplies are outlined alongside 

benefits and certification potential. Both the urban and reclaimed wood industries will be outlined 

based on industry practices and illustrated with two examples of firms operating within each sector.    
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Urban Tree Populations and Urban Wood Supplies 

Urban areas can be outlined based on population or economic standing, where both the US Census 

Bureau and the US Office of Management and Budget (OMB) categorize urban areas differently, 

and trees within these areas are considered “urban.” The US Bureau of the Census defines urban 

areas as “places with a minimum population of 50,000 and a population density of 1,000 residents 

per square mile” (Samuel Sherrill, 2017). The OMB categorizes urban areas based on counties, 

where metropolitan areas require “one or more core populations that are socially and economically 

linked to adjacent counties” (Samuel Sherrill, 2017). Because the OMB definition includes 

significantly more urban landscape (Table 1, Appendix A) and takes into account the economic and 

social dependence of surrounding areas, it will be used as the accepted definition of “urban trees” 

for this study (Samuel Sherrill, 2017).  

Urban forests are made up of a broad spectrum of interacting elements, including “soil, water, 

surrounding vegetation, wildlife inhabitants, human inhabitants, human structures from buildings 

and parking lots to above- and below- ground utilities and transportation systems” (Samuel Sherrill, 

2017). The US Forest Service describes urban forests as trees residing within urban areas, such as 

parks, streets, landscaped boulevards, gardens, greenways, and others, and they have implemented 

initiatives to develop and manage urban forests through programs and funding opportunities for 

cities (US Forest Service, 2017). The US Forest Service has estimated national urban tree 

populations using satellite imagery; however, limitations exist in the identification of tree species 

using this approach, leaving the inventory rather incomplete (Samuel Sherrill, 2017). Table 1 

quantifies total urban tree populations for the contiguous US, which will be the focus of this study. 

It is estimated that there are 3.8 billion urban area trees outlined by the Bureau of the Census 

compared to 74.4 billion metropolitan area trees defined by the OMB, which will be considered 

“urban trees” for this study. 

Table 1: US metropolitan and urban area forest cover (Samuel Sherrill, 2017). 

Description Metropolitan areas * Urban areas * 

Area (square kilometers) 1,979,700 281,000 

Area covered in metropolitan/urban areas (%) 24.5 3.5 

Metropolitan and urban tree cover (%) 33.4 27.1 

State tree cover (%) 24.5 2.8 

Tree population (thousand trees) 74,425,644 3,820,491 

Trees per capita  377 17 

*The OMB outlined metropolitan areas and the Bureau of the Census outlined urban areas.  
 



3 

 

Urban trees, like those shown in Figure 1, are planted and become part of a larger urban forest that 

provides a variety of benefits, which can be broken into three categories, (1) environmental, (2) 

economic, and (3) social. Environmental benefits include lower air temperatures, pollutant 

filtration, and carbon sequestration, which can help mitigate the effects of climate change (City and 

County of San Francisco, 2016; Nowak et al., 2010). Additionally, urban forests provide habitat 

for local fauna and storm water reduction, helping to reduce sewer system demand and flooding by 

absorbing or diverting water (City and County of San Francisco, 2016; Nowak et al., 2010). 

Reduced infrastructure demand associated with storm events not only offers benefits to the 

environment, but it can also lessen costs to cities, thus providing a number of economic benefits. 

Additional economic benefits brought forth by urban forests include decreased heating and cooling 

costs through shade and reduced wind speeds, as well as heightened property value and increased 

retail sales directly correlated to urban tree presence (City and County of San Francisco, 2016; 

Nowak et al., 2010). Social benefits associated with the presence of urban trees and green spaces 

include those to public health, community wellbeing, and noise reduction, where urban forests have 

had profoundly positive effects on mental health, helped to decrease crime rates, and helped to 

decrease noise associated with urban lifestyles by up to fifty percent (City and County of San 

Francisco, 2016; Nowak et al., 2010).  

 

Figure 1: Urban trees in Mahtomedi, Minnesota (photo credit: Omar Espinoza). 

It is vital to understand the perceived valuation of the environmental, economic, and social benefits 

brought forth by urban forests and their effect on stakeholder willingness to maintain and grow 

urban forests. For example, due to the positive effects of urban forest growth, the City and County 

of San Francisco plans to increase street tree populations by 50,000—from 105,000 to 155,000—

by 2035 while also increasing management and maintenance practices (City and County of San 

Francisco, 2016). However, to maintain these benefits, factors with potential to affect urban forest 
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health and populations need to be forecasted and analyzed, for example accounting for growing 

urban populations and insect infestations. 

• Urban forests are directly affected by population growth and urbanization, where US urban land 

area is anticipated to increase from 3.1% in 2000 to 8.1% in 2050, accounting for approximately 

392,400 km2  (Nowak & Walton, 2005). From this urbanization, the projected forest area 

affected and anticipated to transition to “urban forest” between 2000 and 2050 is approximately 

118,300 km2, roughly the size of Pennsylvania (Nowak & Walton, 2005). As forest resources 

are subsumed, effective raw material management and utilization will be increasingly necessary. 

 

• Invasive species, or non-native organisms that dominate an ecosystem when lacking predators, 

often cause detrimental damage to the local economy and ecosystem health (Brashaw, Ross, 

Wang, & Wiemann, 2012). Invasive insect infestations, such as the emerald ash borer (EAB), 

are killing native trees and forcing removal as a means of managing further spread; however, 

timber from trees destined for removal due to infestation can be manufactured into value-added 

products, like lumber, furniture, or flooring, once treated using heat sterilization methods, 

involving a kiln and specific time-temperature ratios (Brashaw et al., 2012).  

 

To combat these and other factors, arborists and urban foresters work to maintain the status of the 

urban forest and suggest opportunities for growth, often by composing an urban forest management 

plan, which can include planting, inventorying, trimming regiments, and management plans for 

invasive infestations (Dovetail Partners Inc., 2016; Hauer, Vogt, & Fischer, 2013). To gather 

compile an inventory of city-wide urban tree populations, data collection is carried out using 

software tools like i-Tree for urban forest population inventories, i-Ped to report pests, CITYgreen 

to quantify ecosystem services in dollar values, and others (Nowak et al., 2010). These tools provide 

information essential to continued urban tree health and quality urban wood supplies, especially as 

populations grow and complications, like insect infestations, occur (Nowak et al., 2010). 

Routine maintenance can eliminate many costs associated with downed trees and infrastructure 

damage, as costs associated with improper urban forest management can be higher than providing 

funding for adequate, thorough management practices; however, the complexity and longevity of 

required practices are often inhibiting, so feasibility and potential for success must be considered 

(Hauer et al., 2013; Nowak et al., 2010). Trimming and maintenance factors for optimum forest 

health include how, when, and to what extent to prune urban trees, where a pruning cycle between 

4 and 5 years is often ideal (Table 2) (Hauer et al., 2013).  
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Table 2: Aspects of urban forest management and maintenance carried out by arborists (Hauer et al., 2013). 

Element Examples 

Type Prune, mulch, stake 

Who City tree crew, contracted certified arborist, nonprofit, adjacent home owner 

Intensity Ten percent of the crown, 5(18.93) or 15 (56.78) gallons (liters) of water 

Frequency A four- to six-year pruning cycle, once per week 

Duration For just the first growing season after transplanting, throughout a tree's life 

Extent Branches below 14-foot (4.27m) clearance level, all trees in a city, trees on heavily 

traveled road corridors, trees in a downtown area 

 

Effective forest management plans often incorporate the community, involving citizens in strategy, 

implementation, and raw material procurement from private lands (Dovetail Partners Inc., 2016). 

This is particularly important for the urban wood industry, whose raw material supplies are 

influenced by the urban forest as a whole, not merely driven by logs on public lands. Tree care 

firms, arborists, and urban foresters are responsible for urban forest maintenance and growth, and 

they are also largely responsible for urban tree removal. When trees need to be removed for a 

variety of reasons, including storm damage, disease, aesthetics, and others, they have traditionally 

been regarded as urban “wood waste” due to lack of valuation or inability to process raw materials.   

The EPA defines urban wood waste as: yard trimmings like logs and limbs, wood from project site 

removals, pallets, furniture, packaging, and other commercial or household wood waste that is 

disposed of in landfills (Lyon & Bond, 2014). Using this definition, the US Forest Service estimated 

the 2010 supply of wood-based municipal solid waste (MSW) in millions of tons, including both 

wood components and woody yard trimmings, which consist of approximately 55% wood 

(Bratkovich et al., 2014). It was estimated that, of the 34.2 million tons of wood-based MSW 

generated in 2010, 18.4 million tons of woody yard trimmings, like urban trees and limbs, were 

disposed of, with 4.0 million tons available for recovery (Bratkovich et al., 2014). Components of 

the wood-based MSW stream are categorized Table 3. 

Table 3: US Forest Service MSW analysis for 2010, in million tons (Bratkovich et al., 2014). 

Source Generated Recovered Combusted Not Usable 
Available for 

Recovery 

Wood Component 15.8 1.4 3.5 3.5 7.3 

Woody Yard Trimmings 18.4 10.6 1.9 2.0 4.0 

Total MSW Wood 34.2 12.1 5.5 5.5 11.1 
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MSW is most commonly disposed of in landfills, causing the material to lose all value, have 

negative environmental impacts, and carry high cost for cities, businesses, and homeowners (Cesa, 

Knotts, & Lempicki, 2003). When urban logs and limbs within the MSW stream are recovered, 

they often remain underutilized when transformed into low value products, such as landscaping 

mulch, firewood, or as fuel for energy production. However, they can be utilized for a variety of 

other applications, including as raw materials for value-added production. Value-added uses for 

urban wood alleviate stress to landfills, funnel the supply of “wood waste” into marketable 

products, mutually benefit both cities and firms, and stimulate the economy.  

Urban Wood Products Industry 

The US urban wood industry has emerged to produce value-added products from supplies of an 

existing, underutilized resource, offering a number of benefits to the environment, communities, 

and individual producers and consumers. For this reason, companies, cities, networks, and other 

stakeholders have entered into the urban wood industry to promote production and collaboration. 

This section of the literature review focuses on the status of the urban wood industry, particularly 

highlighting industry collaboration, value-added production, and marketing practices. 

Urban Wood Collaboration 

Urban wood industry collaboration has been vital to success, particularly through the formation of 

national and statewide networks. Networks bring stakeholders involved in urban wood sourcing 

and production together, including municipalities, tree care firms, and production firms, to provide 

access to promotional and educational materials, partnerships, brand recognition, and raw material 

credibility. This section of the literature review will outline participation of urban wood firms in a 

number of networks to create industry awareness, develop unified messaging, and provide 

educational opportunities for their members, among other objectives.  

The Urban Wood Network began in 2014 to bring stakeholders together to utilize dying trees 

resulting from the effects of emerald ash borer infestations in Illinois, Michigan, Missouri, and 

Wisconsin (Urban Wood Network, 2019). By effectively promoting efficient supply chain 

operations and establishing an urban wood brand in these states, the Urban Wood Network 

expanded and established itself on a national level, recruiting the participation of municipalities, 

arborists, sawmills, suppliers, manufacturers, and design professionals across the country (Urban 

Wood Network, 2019). The Urban Wood Network provides a number of educational resources to 
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its members, including webinars and printed materials, as well as provides opportunities to partner 

with other urban wood firms. Urban Wood Network success has garnered the support and 

partnership of several statewide initiatives and networks, specifically Wisconsin Urban Wood and 

the Michigan Urban Wood Network. This section of the literature review will further detail the role 

of statewide networks operating in Wisconsin, Michigan, and California, whose members reflect 

the larger Urban Wood Networks,’ including municipalities, arborists, sawyers, kilns, producers 

and retailers, and architects.  

The Wisconsin Urban Wood Network is a nonprofit that brings its members together to reclaim 

urban logs and ensure their highest end use, highlighting the social, economic, and ecological 

benefits of urban trees (Wisconsin Urban Wood, 2019). Similarly, the Michigan Urban Wood 

Network operates to salvage urban trees, emphasizing the value of urban logs to both producers 

and consumers (Michigan Urban Wood Network, 2019). One Michigan Urban Wood Network 

member provides the opportunity for additional collaboration, facilitated by Recycle Ann Arbor’s 

ReUse Center. The ReUse Center retail warehouse contains the Birge Urbanwood Center, which 

brings a number of mills together to sell live-edge slabs on consignment (Recycle Ann Arbor, 

2019). Both Wisconsin Urban Wood and the Birge Urbanwood Center will be outlined further in 

the case study portion of this study. Finally, the Urban, Salvaged, and Reclaimed Woods network 

operating in California seeks to preserve trees for their fullest value, bringing firms together to 

create affordable value-added products that minimize carbon footprints and effectively facilitate 

production from “tree to table” (Urban Salvaged & Reclaimed Woods, 2019).  

Educational efforts to promote urban forest management and raw material utilization have been 

vital to industry growth, including municipal log cutting events and other US Forest Service 

involvement. By stressing benefits to human health, economic development, water and air quality, 

public safety, and others, Vibrant Cities Lab, an interactive webpage that provides access to 

information, serves as a tool to increase awareness among homeowners, tree removal firms, and 

cities about urban forest management practices as a means to increase urban wood supply (US 

Forest Service, American Forests, & National Association of Regional Councils, 2017). The 

resource also provides a searchable and easily accessible library of ordinances and resources to 

optimize urban forest management practices, as well inform stakeholders on ideal log dimensions, 

alternative urban tree disposal, availability and capacity of local production companies, and 

benefits of establishing partnerships (US Forest Service et al., 2017).  
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Urban Wood Products Manufacturing  

The US urban wood industry is complex and operates nationally, with varying capacities, products, 

customers, and general marketing practices. This section of the literature review will briefly 

describe the operation of two firms in the urban wood industry that depict typical supply chain 

partnerships, production, product offerings, and others. Wood from the Hood and Live Edge Detroit 

will be summarized using information from each company’s webpage (Live Edge Detroit, 2019; 

Wood from the Hood, 2019).  

 

• Wood from the Hood, Inc. is a Minneapolis-based urban wood company that collaborates with 

the city government to secure raw material supplies for production of custom, lumber, and retail 

product lines. They print the zip code the tree was removed from directly on their products, 

reinforcing the message of local production alongside their focus on environmental 

sustainability. As with many urban wood firms, Wood from the Hood handles production from 

start to finish, including sawing, drying, fabrication, and finishing. The company is an offshoot 

of Siewert Cabinet & Fixture Manufacturing Inc., and using available resources, such as 

equipment, Wood from the Hood produces high value-added urban wood products, such as 

lumber, flooring, cutting boards, tables, and other specialty products (Figure 2).  

 

  

Figure 2: Wood from the Hood custom and stock products (Wood from the Hood, 2019). 

• Live Edge Detroit is a Detroit-based urban wood company that collaborates with tree care firms 

and accepts urban log donations for supplies of raw materials. The firm operates to extend the 

life of urban wood from trees removed for reasons other than for their timber value. After 

milling and kiln drying in a dehumidification kiln, the company produces and sells rough-sawn 

urban wood, primarily live-edge slabs, to hobbyists and craftsmen at their retail warehouse. 

The company also helps to facilitate consumer projects by offering project examples, project 

hardware, and services, like oiling and finishing.  
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Figure 3: Live Edge Detroit warehouse, processing and live-edge slab inventory (Live Edge Detroit, 2019) 
 

Overall, urban wood production is opening up new market opportunities for value-added products. 

As the economic feasibility of urban wood production becomes more evident, more firms will enter 

the industry, as is already happening. Urban wood products offer a number of desirable attributes 

to consumers, including local production, sentimentality associated with raw material familiarity, 

customizability, sustainability, and unique aesthetics. Live-edge products are largely unique to the 

urban wood industry, and they provide a difficult to replicate, natural aesthetic. Urban wood firms 

are often small companies that do not have the capacity for large-scale production but are looking 

to expand sales. Lack of time or knowledge on how to effectively formulate marketing strategies 

makes it difficult for the urban wood industry to grow to its full potential. This study seeks to 

identify effective marketing strategies to increase market reach and utilization of urban wood 

supplies. 

Reclaimed Wood Supplies 

For the purpose of this study, reclaimed wood is defined as all previously utilized wood products 

brought back into circulation, typically originating from old structures, like barns or buildings 

(Figure 4). Reclaimed wood supplies are typically derived from construction and demolition 

(C&D), both of which are defined separately by the EPA, with construction waste resulting from 

remodeling or renovation, including packaging and demolition waste coming from selective or total 

demolition (United States Environmental Protection Agency, 2007). Reclaimed wood components, 

typically flooring, lumber, and timbers, are primarily salvaged by deconstruction or demolition 

firms, often resulting in a high-quality source of large-section pieces (Howe et al., 2013).  
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Wood recovered from the Port of Portland (Viridian 

Reclaimed Wood, 2019). 
 

 

Barnwood (Montana Reclaimed Lumber Company, 

2017). 

 

Old homes (Sons of Sawdust, 2017). 

 

Old buildings (Longleaf Lumber, 2017). 

Figure 4: Sources of reclaimed wood components, providing timbers, plank flooring, and others.  

In total, approximately 70.6 million tons of combined wood-based municipal solid waste (MSW) 

(Table 3) and construction and demolition (C&D) debris were generated in 2010 (Table 4) 

(Bratkovich et al., 2014; Howe et al., 2013). Of the 36.4 million tons of C&D waste generated, it 

was estimated that approximately 17.3 million tons were available for recovery (Table 4) 

(Bratkovich et al., 2014; Howe et al., 2013). Reclaimed wood components can be reprocessed and 

milled into high value-added products, often possessing desirable characteristics, such as large 

sections (typically structural beams and timbers), unique aesthetics, and slow-growth wood 

attributes, as well as strong, fully dried wood that is less prone to additional cracking due to years 

of expanding and contracting (YR Architecture + Design, 2018).  

Table 4: C&D wood waste in 2010 in million tons (Bratkovich et al., 2014; Howe et al., 2013). 

Source Generated Recovered, Combusted, Not usable Available for Recovery 

Construction Wood Waste 6.7 1.9 4.9 

Demolition Wood Waste 29.7 17.2 12.5 

Total C&D Waste 36.4 19.1 17.3 

Reclaimed Wood Certifications and Credits 

The Forest Stewardship Council (FSC), an organization that maintains certification standards for 

sustainably managed forests and distribution channels, has expanded their label to include post-

consumer reclaimed wood products, allowing a majority of value-added reclaimed wood products 
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to qualify for FSC certification. FSC recycled material, post-consumer reclaimed material, and pre-

consumer reclaimed material are all categorized under the umbrella term “reclaimed material,” 

where pre- and post-consumer reclamation are often differentiated by the point at which wood is 

salvaged (Forest Stewardship Council, 2011). Pre-consumer reclaimed wood consists of 

byproducts, like sawdust, shavings, and overstock; and post-consumer reclaimed wood includes 

material reclaimed from residential, industrial, or municipal end consumer waste streams (Forest 

Stewardship Council, 2011). Materials classified as post-consumer reclaimed wood under the FSC 

certification include C&D debris, like flooring, beams, cabinets, telephone poles, or other products 

within residential and commercial buildings (Forest Stewardship Council, 2011). Forest waste, 

including urban wood waste, is excluded from FSC reclaimed material certification, setting 

reclaimed wood products apart from industry competitors and increasing marketability.   

Environmental certification systems, like FSC, appeal to consumers by differentiating products 

from competitors and providing raw material credibility. For FSC certification, specific validation 

and chain of custody monitoring must take place, as well as an inspection, classification, and audit, 

reinforcing raw material credibility beyond the assumption that it has been effectively reclaimed 

(Forest Stewardship Council, 2011). Similarly, the Leadership in Energy and Environmental 

Design (LEED) green building rating system provides credit to reclaimed wood projects for FSC 

certification, as well as applicable life-cycle impact reduction, material reuse, and regional 

sourcing, recognizing “leadership extraction practices” (U.S. Green Building Council, 2019).  

Both FSC and LEED certification recognize the environmental sustainability associated with 

reclaimed wood, namely landfill diversion and resource conservation. A search of firms shows that 

several are FSC certified and display certification in their advertising materials. However, LEED 

certification is not a highly influencing factor for consumers purchasing reclaimed wood due to the 

limited number of credits received. 

Reclaimed Wood Products Industry 

Reclaimed wood firms produce unique, value-added products using reclaimed wood components, 

often with historic significance, as raw material input. They operate in a similarly complex industry 

as urban wood firms, with highly variable capacities, products, market segments, and marketing 

practices. This section of the literature review outlines two firms operating in the reclaimed wood 

industries, both of which are high capacity operations that outline typical supply chain partnerships, 

product offerings, and others. Viridian Reclaimed Wood and Woodward Throwbacks will be 
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described using information from each company’s webpage (Viridian Reclaimed Wood, 2019; 

Woodward Throwbacks, 2019). 

• Viridian Reclaimed Wood is a Portland-based, environmentally responsible reclaimed wood 

firm that manufactures value-added products using reclaimed materials, particularly offering 

paneling, flooring, and tables. The company sources raw materials from a variety of supply 

streams, most notably dunnage waste from the Port of Portland. They focus on high volume, 

consistent production, made possible by a deep and dependable inventory. Finally, they 

promote affordable, unique, durable, short lead times, and FSC-certified products.  

  

Figure 5: Viridian Reclaimed Wood’s products, paneling and tables (Viridian Reclaimed Wood, 2019). 

• Woodward Throwbacks is a Detroit-based reclaimed wood firm that began to help address 

urban blight in Detroit neighborhoods. Products sold at Woodward Throwbacks include custom 

furniture and projects, architectural salvage1, customizable accessories, and others. The 

company focuses on affordable, simple production, emphasizing the importance of driving 

demand at every price point and the need to replicate designs on a large scale, as they are 

looking to utilize large volumes of material. Ultimately, they are looking to “employ locals, 

renovate vacant buildings, and be a model for modern manufacturing” (Woodward 

Throwbacks, 2019).  

  

Figure 6: Woodward Throwbacks’ products (Woodward Throwbacks, 2019). 

                                                      
1 Architectural salvage consists of various components salvaged from deconstructed or demolished structures. 
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Overall, reclaimed wood production provides a value-added outlet for wood supplies traditionally 

underutilized or wasted. Firms typically collaborate with deconstruction and demolition firms for 

quality raw materials, including flooring, lumber, and timbers derived from old structures, like 

barns and buildings. Resulting value-added products provide consumers with old growth grain 

patterns no longer in circulation today, which are difficult to replicate and provide consumers with 

intangible product attributes, like unique aesthetics, historic significance, domestic production, 

sustainability, and others. Lack of time or knowledge on marketing strategy composition makes it 

difficult for reclaimed wood firms to target consumers, and this study seeks to identify effective 

marketing strategies to increase market reach and utilization of reclaimed wood supplies. 

Marketing  

This section of the literature review outlines both generalized forest products marketing concepts 

and strategies specific to the urban and reclaimed wood industries. Emphasis will be placed on 

necessary components for marketing strategy recommendations, particularly market identification 

and marketing mix strategies, including product, price, promotion, and placement (distribution).  

General Marketing 

Marketing can be defined as managing both current and potential consumer needs through effective 

appeal and promise of superior product value over competitors (Armstrong & Kotler, 2013; Shupe 

& Vlosky, 2010). However, marketing has evolved beyond mere business transactions to include 

intangible components, like relationships and experiences (Juslin & Hansen, 2003). The objective 

of marketing is to simultaneously enhance consumer value and experience to expand sales and reap 

a profit, and using market research, firms can identify profitable market segments and formulate 

marketing strategies to reach target consumers (Hansen, 2010; B. Smith, Hansen, & Ola, 2010).  

Market Identification 

To effectively appeal to consumers, it is essential to outline applicable markets, or current and 

future individuals with interest in purchasing a product or service (B. Smith et al., 2010). A target 

market is a subset of the population to which a firm directs tailored product offerings and marketing 

strategies (Shupe & Vlosky, 2010). A variety of approaches exist for reaching target markets, 

including mass marketing, niche marketing, market segmentation, and mass customization (B. 

Smith et al., 2010).  
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• Mass marketing appeals to a large number of consumers with similar needs, often carried out 

using a single marketing platform (Shupe & Vlosky, 2010; B. Smith et al., 2010). Mass 

marketing is typically utilized for commodity goods, for example OSB, dimension lumber, and 

other very narrowly defined markets (B. Smith et al., 2010).  

 

• Niche marketing appeals to a particular group of consumers with very specific needs, often ideal 

for small producers, as they can excel in a profitable market segment with minimal risk of 

response from larger companies (B. Smith et al., 2010). Niche marketing generally allows a 

price premium that excludes value-added products from competitive pricing constraints, for 

example leveraging environmental certification systems  (B. Smith et al., 2010). 

 

• Market segmentation works to divide a large group of consumers into two or more smaller 

groups with similar preferences (B. Smith et al., 2010). For example, hardwood lumber market 

segmentation might consist of selling product to firms specializing in flooring, furniture, 

cabinets, and other value-added industries (B. Smith et al., 2010). A firm may consider market 

segmentation due to variability in consumer product preferences, often between different 

demographics, geographic locations, psychological and cultural backgrounds, and upbringings 

(Shupe & Vlosky, 2010). Demographic differences might include age, gender, annual income, 

education, and others (Shupe & Vlosky, 2010). Geographic differences can include regional 

variability, including US regions, and can contribute to purchasing preferences, supply volumes, 

and available products (Shupe & Vlosky, 2010). Psychological differences are largely 

dependent on culture, however they can also be affected by age, gender, and a variety of other 

factors (Shupe & Vlosky, 2010). Finally, preferred product attributes and benefits are reflective 

of consumer preferences and cultural norms, for example attributes such as sustainability, 

quality, and price will be valued higher to some consumers than to others (Shupe & Vlosky, 

2010).  For the purpose of this study, market segmentation will be a necessary consideration for 

the emerging US urban and reclaimed wood industries. 

 

• Mass customization is the production of customized products at an industrial scale, with 

competitive prices and lead times (Lihra, Buehlmann, & Beauregard, 2007). The 

implementation of mass customization usually requires dramatic changes in operations 

management, including very small production batches, shifting the focus from efficiency to 

flexibility, leveraging standardization and modularity, implementation of supply chain 

management techniques, and extensive use of information technologies. 
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Identifying target markets and means of effectively reach consumers within these markets is 

essential to industry success, so it will be imperative to understand current practices utilized by 

urban and reclaimed wood firms. The purpose of this study will be to identify which of these is 

most effective in application to the urban and reclaimed wood industries, majorly focusing on 

reaching target markets through niche marketing and market segmentation. Going forward, the 

marketing mix, or the 4Ps of marketing, will be analyzed to provide strategy recommendations. 

Marking Mix, or the 4Ps of Marketing 

Marketing strategies implemented in the urban and reclaimed wood industries will be evaluated 

using a framework known as the marketing mix, or the 4Ps of marketing: product, pricing, 

promotion, and placement (distribution). Each will be identified further in this section of the 

literature review. Together, if well executed, these four pillars of marketing will help define and 

implement an effective marketing strategy.  

Products 

Products have traditionally been set apart by unique packaging or branding (Shupe & Vlosky, 

2010), but products with regard to marketing strategy include offerings beyond merely the physical 

product, including service, quality, delivery, and others (B. Smith et al., 2010). Products can be 

classified as commodity, specialty, and differentiated products. Commodity products, like plywood 

or hardwood lumber provide little difference between firms and are often produced using standard 

specifications, while specialty and differentiated products tend to vary more (R. L. Smith, Cesa, & 

Rappold, 2008). Specialty products have specific, niche features that appeal to narrow market 

segments, for example quality softwood lumber with specification for window production (Juslin 

& Hansen, 2003). Differentiated products offer features that set them apart from industry 

competitors, such as accessories, aesthetics, branding, warranties, and others that contribute to the 

final product (Shupe & Vlosky, 2010). For the purpose of this study, it is hypothesized that the 

urban and reclaimed wood industries offer differentiated products, providing consumers with 

unique, custom product offerings with sentimental value to consumers.  
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Price 

Pricing is an important factor to consider, as it affects company sales, profits, inventory, company 

image, and competitiveness (R. L. Smith et al., 2008). Firms must adequately set prices to balance 

consumer value with cost and desired company profits (B. Smith et al., 2010). Pricing strategies 

can be based on cost, demand, and competition. Cost-based strategies take total production, 

transportation, distribution, taxation, and other costs into account, emphasizing the importance of 

calculating a break-even point, or fixed costs divided by the difference between unit selling price 

and unit variable costs (Shupe & Vlosky, 2010; R. L. Smith et al., 2008). Demand-based strategies 

determine a minimum price based on company costs and raise prices in association with consumer 

willingness to pay (Shupe & Vlosky, 2010; B. Smith et al., 2010). Competition-based strategies set 

prices in accordance with industry competitors, often necessary when similar product offerings 

drive consumers to make decisions based solely on price; however, if differentiated or high value-

added products are offered, a pricing exclusion can be granted by the market (Shupe & Vlosky, 

2010). It is hypothesized that urban and reclaimed wood products are priced variably due to the 

high percentage of custom work, as well as the unpredictable nature of the raw material and labor 

required.  

Promotion 

Promotion is roughly defined as any form of outreach that increases the likelihood of consumer 

purchase and affinity toward a given product (B. Smith et al., 2010). Firms seek to inform and 

remind consumers of product benefits, typically through effective promotional messages (Shupe & 

Vlosky, 2010). Promotional messaging consists of central objectives and encapsulating messages 

relayed to consumers to adequately educate on product offerings and firm values (B. Smith et al., 

2010). For the urban and reclaimed wood industries, this will largely consist of emphasis on 

customizability, quality, unique aesthetics, innovative designs, and environmental sustainability.  

Firms typically convey promotional messaging through advertising, personal selling, sales 

promotion, and publicity (Shupe & Vlosky, 2010; B. Smith et al., 2010). Advertising appeals to 

consumers through direct content tailored to target consumers, who are often identified through 

effective market research (B. Smith et al., 2010). Advertising within the forest products industry is 

typically carried out using web pages, physical or web-based publications—such as journals, 

magazines, newspapers, and reports—and a variety of other mediums (R. L. Smith et al., 2008). 
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Personal selling uses interpersonal communication to inform consumers of product offerings, 

which is particularly effective within the forest products industry to provide tailored messages to 

various consumers (B. Smith et al., 2010). Sales promotion can be used to provide non-personal 

product representation, often carried out at trade shows or through free samples (B. Smith et al., 

2010). Publicity is a free form of promotion that relies on third party limelight, for example news 

articles or industry publications (B. Smith et al., 2010).  

Based on inspection of promotional materials used by urban and reclaimed wood firms, it was 

observed that these companies leverage each component of promotion, including advertising on 

company webpages, social media, and printed and electronic materials. Companies also use 

personal selling at retail facilities to inform consumers of unique product attributes, use sales 

promotion through event attendance, including trade shows, and distribute product samples to 

increase product awareness. Urban and reclaimed wood companies also rely on publicity to 

increase local and national recognition for their unique business models and product quality. 

Finally, it should be noted that urban and reclaimed wood firms organize and participate in 

education and training events to help promote the availability of products and supplies, including 

urban wood workshops to inform tree care firms on ideal specifications for value-added production 

or log sawing events for producers and consumers. 

Placement (Distribution) 

Finally, product distribution strategies, or how products reach the consumer, influence product 

delivery, visibility, and price (Shupe & Vlosky, 2010). When considering distribution channels, 

firm production capacity should be taken into account, because small firms will likely not partake 

in all aspects of distribution but recruit the assistance of a broker or wholesaler for high volume 

sales and growth (B. Smith et al., 2010). However, distribution channel length, or the number of 

intermediaries involved before end consumer delivery, directly affects pricing. Long channels 

allow for less producer control over the end price, which is often set so that each member is 

incentivized to participate and make a profit, and shorter channels allow for more control, due to 

direct involvement in sales (B. Smith et al., 2010; R. L. Smith et al., 2008). For example, a long 

channel might include a broker who, in turn, sells to end consumers, and a short channel might 

consist of direct sales to consumers at a craft fair. Little information was found about the 

distribution strategies employed by urban and reclaimed firms at the time of the literature review; 

however, it was observed that some companies leveraged online sales or owned retail space.  
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Environmental Marketing Opportunities for Urban and Reclaimed Wood 

As consumer concerns about the environment rise, companies have realized the importance of 

incorporating messages of environmental sustainability into their marketing strategies (Hansen, 

Panwar, & Volsky, 2014). Environmental marketing consists of “green” product promotion with 

emphasis on ethical sourcing, social responsibility, and environmental sustainability as a means to 

appeal to consumer demand for decreased product impact to the environment (Juslin & Hansen, 

2003). This section of the literature review will delve into attributes of urban and reclaimed wood 

products that have potential for impactful marketing messages. 

The general forest products industry maintains an inherent advantage in promoting the use of wood 

as a renewable resource that sequesters carbon and has less production impact when compared to 

alternatives like concrete, steel, and plastics. However, utilization of urban and reclaimed wood 

raw materials allows for additional messages of environmental sustainability through diversion of 

MSW from landfills and decreased stress to forests, as well as quantifiable carbon sequestration 

potential and energy savings associated with value-added production. One study outlines the 

increased carbon sequestration potential of urban wood products and provides firms with 

calculations to promote quantifiable carbon sequestration in pounds of CO2e in their marketing 

materials. For example, it was determined that a white oak dining table with 10 chairs produced 

using approximately 120 board feet of urban wood sequesters an estimated 730 pounds of CO2e 

(Sam Sherrill & Bratkovich, 2018). When considering urban wood firm production capacities, a 

firm that utilizes 10,000 board feet of hardwoods for products and maintains 5,000 board feet of 

lumber inventory has the potential to sequester almost 33 tons of CO2e annually (Sam Sherrill & 

Bratkovich, 2018).  Additionally, a life cycle inventory was conducted to gather an understanding 

of reclaimed wood energy consumption and emissions. This study indicated that the cumulative 

energy consumed in producing virgin versus reclaimed framing timber and wood flooring was 

approximately 11 and 13 times greater, respectively, as well as the global warming potential (GWP) 

was approximately 3 and 5 times greater, respectively (Bergman, Gu, Falk, & Napier, 2010). 

Results from these studies reinforce the sustainable nature of urban and reclaimed wood products.  

Environmental certifications also provide opportunities to appeal to consumers that value 

sustainability by verifying firm credibility. As noted previously in this literature review, 

opportunities exist for post-consumer reclaimed wood to receive FSC certification (Forest 

Stewardship Council, 2011). However, Dovetail Partners notes potential for future urban wood 
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certifications in a study that outlines opportunities for: green building programs, third-party forest 

certification programs, third-party forest certification chain-of-custody programs, mutual 

recognition and program partnerships, and regional activities (Fernholz, Bratkovich, Henderson, 

Groot, & Pepke, 2018). The most notable outcome from this report is the expanded scope of 

Program for the Endorsement of Forest Certification (PEFC)’s “Trees Outside Forests” program to 

include street trees and urban forests, providing urban wood firms with a clear opportunity for 

internationally recognized, third-party certification (Fernholz et al., 2018). In the US, the 

Sustainable Forestry Initiative (SFI) and the American Tree Farm System (ATFS) are organizations 

that have membership in the PEFC that can provide potential for third-party certification 

development (Fernholz et al., 2018).  

Circular Economy 

When considering the environmental sustainability associated with urban and reclaimed wood 

products, their inherently circular nature is brought to light. The current, linear economy focuses 

on a take, make, waste model for production, and there is a call to design out waste and pollution, 

keep materials in use, and regenerate natural systems to “facilitate our needs within planetary 

boundaries” (Ellen MacArthur Foundation, 2019). A circular economy transforms goods at the end 

of their traditionally useful life into resources for another purpose, effectively closing loops in 

industrial ecosystems (Stahel, 2016) (Figure 7). According to one study conducted in 7 European 

countries, transitioning to a circular economy could reduce each nation’s greenhouse gas emissions 

by up to 70% and grow its workforce by 4% (Stahel, 2016). Urban and reclaimed wood business 

models are directly in line with production in a circular economy, and this section of the literature 

review will discuss their circular product design.   

Circular economy business models consist of two distinct groups: (1) firms centered around reuse 

and extension of product life, largely through remanufacture, upgrades, and retrofits, and (2) firms 

that produce as-new goods using resources that have been recycled (Stahel, 2016). The urban and 

reclaimed wood industries fit into both categorizations of circular economy business models, each 

using slightly different raw materials. The reclaimed wood industry extends product life by 

remanufacturing previously utilized components from old structures, and the urban wood industry 

produces as-new value-added products through production with salvaged urban logs.  
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Figure 7: Depiction of the circular economy concept (Stahel, 2016). 

A circular economy takes resource scarcity, environmental impact, and economic benefits into 

account, effectively providing social, natural, and economic capital (Lieder & Rashid, 2016). Social 

benefits are associated with resource scarcity and consider the finite resources available to current 

and future generations, where circular designs must contribute to resource regeneration (Lieder & 

Rashid, 2016). By salvaging urban logs and wood components, these industries eliminate demand 

for virgin production, thus providing opportunities for forest regeneration. Additionally, as will be 

discussed further in the case study portion of this research, the urban and reclaimed wood industries 

bring forth a variety of social benefits, particularly in addressing urban blight and employing a 

disadvantaged workforce. Circular products are designed to reduce impacts to the environment, 

such as decreased emissions and solid waste generation, through reuse, remanufacturing, or 

recycling (Lieder & Rashid, 2016). Urban and reclaimed wood firms divert supplies from landfills, 

contribute to energy savings, and extend the ability of salvaged wood to sequester carbon. Finally, 

circular designs must be profitable for firms, requiring innovative business models, product 

designs, and supply chains (Lieder & Rashid, 2016). High value-added production with urban and 

reclaimed wood raw materials helps to foster local economies and eliminates city dumping costs. 

Consumer concerns regarding detrimental environmental impacts and resource availability are 

incentivizing circular product designs, allowing firms to differentiate themselves and preserve 

resources (Stahel, 2016). However, to fully transition to a circular economy, it is vital that society 
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combat psychological essentialism, or the belief that objects have a social significance that cannot 

be removed, filtered, eradicated, or repurposed (Hood, 2016). The concept of essentialism often 

hinders consumer willingness to purchase items that have been recycled or repurposed due to the 

social significance they once held. However, because historic significance is a vital aspect of urban 

and reclaimed wood marketing, this concept should not be seen as an inhibition for sales. To drive 

“radical, restorative, regenerative approach[es] to business,” The Circular Design Guide was 

developed to provide firms with resources to contribute to the social, natural, and environmental 

capital of a circular economy (Ellen MacArthur Foundation & IDEO, 2017). 

Project Description 

The literature review outlined US urban and reclaimed wood supplies and their viability for value-

added production; however, information about the marketing of urban and reclaimed wood 

products is scarce or inexistent. This research developed a profile of manufacturers and analyzed 

marketing practices of value-added urban and reclaimed wood manufacturers to provide marketing 

strategy recommendations with the intent of expanding market reach and, in turn, increase the 

utilization of urban and reclaimed wood resources for higher applications.  

Research Objectives 

The purpose of this study was to identify current marketing practices in the urban and reclaimed 

wood industries. To accomplish this, the following specific objectives were proposed: (1) develop 

a profile of urban and reclaimed wood producers, (2) identify current marketing practices, (3) 

identify opportunities and barriers for market expansion, and (4) develop marketing strategy 

recommendations. The resulting recommendations will help expand market reach and increase raw 

material utilization, helping to foster local economies and decreasing stress to landfills and forests.  

Summary of Research Methods 

To achieve the research objectives, this study was carried out in four stages, including (1) 

compilation of a comprehensive literature review, (2) an industry survey, (3) national case studies, 

and (4) marketing strategy recommendations. Methods depicted in Figure 8 will be explained in 

detail in the remainder of this chapter.  
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Figure 8: Research methodology. 

Literature Review 

The literature review outlined the current state of the urban and reclaimed wood industries using 

information contained in books, articles, company web pages, industry and government reports, 

peer-reviewed journals, and others. The literature review shaped the direction taken later in the 

project, specifically survey and interview questionnaire formulation.  

Industry Survey  

A nation-wide survey of urban and reclaimed wood companies was conducted to gather an 

understanding of current marketing practices and characteristics of firms in the target population, 

specifically US companies using timber from urban trees or reclaimed wood components as raw 

material inputs for value-added production. Because these industries are rather new and lack a 

specific Census classification designation, a list of companies was compiled through Internet 

searches, social media, state and regional databases, personal contacts, and others. A considerable 

amount of time was dedicated to compiling an industry list and obtaining current email addresses.  

From the literature review and research objectives, a questionnaire was developed using Qualtrics, 

an online survey software system, and sent to industry experts to ensure question clarity, 

consistency, and relevance (Qualtrics, 2005). The resulting recommendations were incorporated 

into the questionnaire and sent to industry representatives for a second round of feedback. The 

survey was distributed via email and gathered data on company characteristics, consumer 

characteristics, marketing practices, and opportunities and barriers. Reminder emails were sent one 

and two weeks after the invitation email, and the survey was subsequently closed and data analyzed.  

Case Studies 

Because surveys are limited in their ability to gather in-depth information, a number of national 

case studies were conducted to gather a better understanding of companies that have developed 

successful urban and reclaimed wood business models. Each trip was planned with the intent of 

Step 1
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Step 2
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Step 3
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Step 4

Marketing 
Strategy 
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visiting two or more cities, working to utilize the travel opportunity to its highest data collection 

potential. Firm recruitment began by selecting regions of interest, and using the survey distribution 

list, urban and reclaimed wood firms with the most feasible travel accommodations were contacted 

via email and invited to participate in this research. Case studies were carried out over the span of 

approximately 6 months in three US regions, specifically the Mid-Atlantic, Pacific Northwest, and 

Midwest. Case studies included 19 in-person site visits and 4 phone interviews, each lasting 

approximately one hour. Similar to the survey, topics consisted of company and interviewee 

information, products, sourcing and production, consumer information, price, placement, 

promotion, and opportunities and barriers to growth. Each interview was transcribed, coded, and 

analyzed using Excel, following the guidelines for qualitative research (Berg, 2001). 

Formulation of Marketing Strategy Recommendations 

Information gleaned from the literature review, industry survey, and case study interviews provides 

a clear picture of the status of the urban and reclaimed wood industries. From this data, a SWOT 

analysis was conducted to identify the strengths, weaknesses, opportunities, and threats present 

within the urban and reclaimed wood industries. The SWOT analysis was used to summarize 

internal and external environments and to help formulate marketing strategy recommendations, 

allowing firms to capitalize on their strengths and market opportunities, as well as address 

weaknesses and market threats. Marketing strategy recommendations were drafted with the purpose 

of expanding market reach, and they were primarily based around the marketing mix framework, 

including product, price, promotion, and placement.  
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Chapter 2: Industry Survey: A Strategic Marketing Analysis of 

the Urban and Reclaimed Wood Industries 

Introduction 

In this part of the study, a survey was distributed among members of the urban and reclaimed wood 

industries to gather information regarding (1) company demographics and characteristics (2) 

current marketing practices and (3) industry opportunities and barriers. The purpose of conducting 

a survey was to develop a profile of urban and reclaimed wood firms, including prevailing 

marketing practices. Survey data provided critical input for the next stages in the research process: 

case studies and formulation of marketing strategy recommendations.  

Methodology 

A survey of urban and reclaimed wood firms was conducted to gain an understanding of the 

industry, specifically to identify current marketing practices and major characteristics of firms in 

the target population. The survey was distributed using Qualtrics, an online survey software system 

(Qualtrics, 2005). Using multiple-choice questions, open-ended questions, and Likert-like 

importance scales, various components of urban and reclaimed wood firm marketing strategies 

were ranked, and data was downloaded and analyzed using Excel and SPSS statistical software.  

Sample Development 

The target audience for the survey was comprised of US companies producing value-added 

products using timber from urban trees or reclaimed wood components from buildings as raw 

materials. Limiting the target audience to companies producing value-added product excludes uses 

like biomass for energy, compost, or mulch; however, companies producing a combination of high 

and low value-added products were considered part of the target population.  

Because the urban and reclaimed wood industries are relatively new and lack a specific Census 

classification designation, a comprehensive list of companies in the target population did not exist 

and had to be but was compiled for this study. This was carried out through: (1) systematic Internet 

searches using keywords (Table 5), (2) social media, (3) personal contacts, (4) state and regional 

databases, often maintained by Marketing and Utilization units, and (5) federal, state, and local 
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government initiatives. Alejandro Sanchez Chinchilla, a Costa Rican exchange student, assisted in 

the distribution list compilation for approximately five months. 

Efforts were made to identify companies in the industry of interest, with extensive Internet queries 

based on predetermined keywords (Table 5). Websites of companies with Internet presence were 

visited to confirm they belonged to the target population. However, it is not possible to estimate 

the percent of the target population contained in the distribution list, as some companies lack 

Internet presence or are not listed in business directories, for example. For this reason, it is not 

possible to generalize the results and conclusions from the survey. 

Table 5: Urban and reclaimed wood keywords utilized to compile the survey distribution list. 

Term Keywords 

Urban wood 

production 
• Urban or metropolitan trees, logs, or lumber; live-edge slabs 

• Repurposed, salvaged, or upcycled trees and logs 

• Wood-based Municipal Solid Waste (MSW); urban forest management 

Reclaimed wood 

production 
• Recycled, reclaimed, resawn, reused, or upcycled Wood 

• Antique lumber, architectural salvage, barn wood 

• FSC Certified Recycled, Reclaimed Wood 

• Wood-based MSW; construction, demolition, deconstruction 
 

Extensive efforts were made to obtain valid email addresses for each company, employing a variety 

of methods, including company webpage analysis, social media platform cross-check, and phone 

calls. Company webpages were searched for an accurate email address associated with an employee 

with marketing expertise, if available. To optimize the response rate and confirm current 

operational status, each company’s webpage was visited at least twice, first when initially identified 

as part of the target population, as well as one week prior to survey distribution to confirm an up-

to-date email address, with an additional social media cross-check to ensure accuracy. Facebook 

was a vital resource in obtaining an adequate response rate, because most companies maintain a 

social media presence and list updated contact information in this platform. Resorting to social 

media was useful to obtain more specific email addresses than generalized ‘info’ or ‘sales’ emails. 

If no email was located after two webpage visits and a social media crosscheck, the company was 

marked to revisit a third time prior to distribution, and phone calls were used as a last resort.  

A considerable amount of time was dedicated to compiling the distribution list, as having an 

accurate and complete industry list increases the chances of a successful survey. These efforts 

yielded good results, as reflected in a high response rate and high quality responses. Only 8 

companies were later found to be not from the target population. The final distribution list consisted 
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of 386 companies, and from initial categorization from their webpages, it consisted of 

approximately 151 urban wood firms and 238 reclaimed wood enterprises. Survey results later 

showed that more firms use both urban and reclaimed wood raw materials than was initially 

anticipated, and to eliminate confusion, throughout the duration of this report, these firms will be 

referred to as utilizing raw materials from mixed sources. The geographic distribution of firms in 

the final list was as follows: 25.1% in the Midwest, 29.9% in the Northeast, 9.7% in the Northwest, 

20.7% in the Southeast, and 14.6% in the Southwest. This regional distribution was calculated using 

the location listed on each company’s website, and regions were outlined based on the map in 

survey Question 5 (Appendix B).  

Survey Questionnaire Development 

The survey questionnaire was developed in several steps, which will be detailed in this section. The 

primary inputs for questionnaire development were the research objectives outlined for this study 

and the literature review (Chapter 1), which provided a comprehensive, high-level summary of 

industry characteristics. The first step in questionnaire development was composition of a draft 

using Qualtrics, an online survey design and administrative software system (Qualtrics, 2005). The 

questionnaire contained the categories and questions outlined in Table 6. 

Table 6: Survey structure breakdown. 

Category Questions Measurement Scale 

Company Characteristics Raw material source, years of urban and 

reclaimed wood utilization, number of employees, 

geographic sales region, monthly raw material 

consumption, reason for entering  

Multiple-choice questions, 

open-ended question, Likert-

like Importance Scale 

Customer characteristics Major markets – age, gender, income category Multiple-choice questions 

Marketing Practices Product, pricing, promotion, partnerships, and 

distribution 

Likert-like Importance Scale, 

multiple choice questions, 

open-ended questions 

Opportunities Expectations for growth Multiple-choice questions 

Barriers Barriers to growth, barriers to industry operation Likert-like Importance Scale, 

open-ended question 
 

The survey was composed iteratively to achieve a smooth flow and avoid redundancies, errors, and 

irrelevant questions. Expert feedback was sought out after the first draft was completed to ensure 

question clarity and relevance, to add topics that may have been overlooked, and to delete or modify 

redundant questions. Three industry experts received information about the study’s background, 

objectives, and detailed expectations for their feedback. The resulting recommendations were 

incorporated into the questionnaire, and an improved version was sent to two industry members to 



27 

 

ensure coherency and receive additional feedback. One urban and one reclaimed wood firm 

provided feedback, confirming questions specific to each industry were comprehensible, and 

recommendations were incorporated to obtain a final version of the questionnaire.  

The final version of the survey questionnaire began with a filtering question to ensure respondents 

were from the population of interest. Specifically, it asked respondents whether or not they used 

urban or reclaimed wood as primary raw materials for value-added production, and respondents 

who selected “No” were excluded from the target population, directed to the end of the survey, and 

thanked for their participation. Next, respondents were asked to report whether they used urban 

wood, reclaimed wood, or both as raw materials for production. Based on their answer, respondents 

were directed to questions tailored to each raw material group. Various questions about company 

characteristics followed to gather an understanding of firms operating in these industries, including 

the length of time each company has been using urban or reclaimed wood raw materials, regions 

where respondents sell their products, number of employees, raw material consumption, and 

reasons for entering the industry. The company demographics section was followed by questions 

about prevailing marketing practices, including consumer characteristics, products, relative pricing, 

promotion, and distribution channels, as well as expectations for growth and barriers to operations. 

Open-ended response space was included at the end of the questionnaire so participants could 

provide input regarding additional obstacles and final thoughts. Lastly, respondents were asked to 

provide an email address if they would like to receive a summary of the survey results.  

In addition to the questionnaire, introductory messages were prepared, including invitation 

messages to accompany the survey distribution and reminder emails, as well as a welcome message 

at the beginning of the questionnaire. A copy of the questionnaire and related materials can be 

found in Appendix B and Appendix C. Before survey distribution, the Institutional Review Board 

(IRB) office at the University of Minnesota reviewed the questionnaire to ensure adequate 

protection for participants. A copy of IRB approval can be found in Appendix D.  

Survey Implementation 

The survey was implemented according to Dillman’s Tailored Design method (Dillman, Smyth, & 

Christian, 2009). An invitation email to participate in the study was sent to companies on April 24, 

2018, including a survey link and instructions for completion, and two reminders were sent to non-

respondents one and two weeks from the initial distribution (Figure 9). The survey was closed after 

three weeks, on May 16, 2018, and data was downloaded for analysis. 
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Data Analysis 

Microsoft Excel and SPSS statistical software were used in data analysis. Quantitative data 

collected in the survey was downloaded and analyzed using descriptive and inferential statistics. 

Qualitative data analysis was used for open-ended questions.  

Limitations 

As with any research effort, this study had limitations that should be considered when drawing 

conclusions or making recommendations (Dillman et al., 2009). Such limitations include: 

• Single opinion responses: Responses were received from only one representative of each 

participating firm, and this single opinion may not represent those of other employees. 
 

• Distribution list composition: Although efforts were made to obtain a complete list of firms 

operating in the urban and reclaimed wood industries, there is no certainty that all, or even a 

majority, were included. Many firms are small operations that may not be listed in any directory 

or lack Internet presence. Thus, generalizations about the population of interest are not possible.  
 

• Measurement error: Respondent misinterpretation or inability to comprehend the survey may 

have led to inaccurate, incomplete, or speculated results. Industry expert and member feedback 

was utilized to mitigate measurement error risks, but they cannot be definitively eliminated.  
 

• Technical error: Inability to complete the survey due to technical errors, such as poor Internet 

connection, may contribute to missing data.  
 

• Loss of power: Significant associations between variables were tested using Pearson’s chi-

square tests, where test power depends, in part, on having “expected counts” greater than one 

and no more than 20% of those values lower than five. These conditions were not met in all 

cases, and some loss of power was tolerated. 

Results and Discussion 

Response Analysis 

The questionnaire was electronically distributed to 386 urban and reclaimed wood firms, of which 

132 usable responses were obtained. Accounting for undeliverable email addresses, companies that 

declined participation, companies incorrectly identified as part of the population, and incomplete 
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responses (less than 30% of the questionnaire completed), an adjusted response rate of 37.2% was 

calculated, as can be seen in Table 7. According to a study of 195 surveys conducted between 2000 

and 2015, this response rate is considerably above both the median and average response rates for 

surveys to North American forest products industries, of 26.0% and 31.6%, respectively 

(Bumgardner, Montague, & Wiedenbeck, 2017). 

Table 7: Adjusted response rate calculation. 

 

 

Figure 9 shows the timeline of survey implementation – depicting initial email invitation on April 

24th and two reminders on May 1st and May 9th – and the number of responses received. Numbers 

represent all responses, irrespective of if they were used for data analysis. 

 

Figure 9: Survey response timeline. 

Non-response bias assessment 

Nonresponse bias was evaluated to estimate whether significant differences existed between 

responding firms and non-respondents. Evaluating nonresponse bias is important because it limits 
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generalizations that can be made about a population. In this study, nonresponse bias was estimated 

by comparing early and late respondents, where early respondents were categorized as those 

answering on or before April 30th and late respondents as those answering on or after May 9th, 

aligning with email reminders one and two in Figure 9. Such tactics and categorizations were used 

under the assumption that late respondents act as a proxy for non-respondents. Questions evaluated 

included number of employees (a measure of firm size), raw material group (urban wood, reclaimed 

wood, and mixed source), and company sales region. Results can be seen in Table 8.  

Table 8: Nonresponse bias assessment for urban and reclaimed wood survey respondents. 

Region Early Late 

 Count Percent Count Percent 

Midwest 25 31.3% 8 34.8% 

Northeast 22 27.5% 8 34.8% 

Northwest 8 10.0% 1 4.3% 

Southeast 17 21.3% 3 13.0% 

Southwest 8 10.0% 3 13.0% 

Total 80  23  

Pearson’s chi-squared test: χ2 = 1.823; p-value = 0.768 (p>0.05). 

Raw Material Early Late 

Urban Wood 24 30.0% 3 13.0% 

Reclaimed Wood 28 35.0% 5 21.7% 

Mixed Source 28 35.0% 15 65.2% 

Total 80  23  

Pearson’s chi-squared test: χ2 = 6.847; p-value = 0.033 (p<0.05). 

Number of Employees Early Late 

1 to 4 30 37.5% 14 60.9% 

5 to 9 21 26.3% 3 13.0% 

10 to 19 14 17.5% 4 17.4% 

20 to 49 11 13.8% 1 4.3% 

50 to 99 0 0.0% 0 0.0% 

> 100 0 0.0% 0 0.0% 

No response 4 5.0% 1 4.3% 

Total 80  23  

Pearson’s chi-squared test: χ2 = 4.957; p-value = 0.175 (p>0.05). 
 

From the Pearson’s chi-squared tests, no significant associations were detected between early and 

late respondents for region and number of employees. However, a significant association was found 

between raw material group and response timing, with mixed source companies over-represented 

in the final sample (35.0% and 65.2% of early and late respondents, respectively).  

Company Characteristics 

Respondents were asked a series of questions to identify company characteristics, including years 

of raw material utilization, sales regions, number of employees, and raw material consumption. 
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Responses helped to develop a profile of urban and reclaimed wood manufacturers and assess 

potential associations between company characteristics and marketing practices.  

Firms were asked to report their primary raw material group by selecting from three options: urban 

wood, reclaimed wood, and mixed source (using both urban and reclaimed wood). Answers are 

summarized in Table 9, where respondents consisted of 27.3% urban wood firms, 31.1% reclaimed 

wood firms, and 41.7% mixed source firms. The number of firms reporting mixed source raw 

materials suggests that the urban and reclaimed wood industries display common characteristics, 

and similarities may arise in operations, customer base, marketing practices, and others.  

Table 9: Raw material utilization distribution of participating firms based on survey self-categorization.  

Raw Material Group Count Percent 

Urban Wood 36 27.3% 

Reclaimed Wood 41 31.1% 

Mixed Source 55 41.7% 

Total 132 100% 
 

Table 10 asked participants to report their years of experience producing with urban and reclaimed 

wood raw materials.  Overall, a majority of firms reported urban or reclaimed wood utilization for 

less than 10 years (43.2%) or more than 15 years (36.4%). More urban wood and mixed source 

producers reported utilizing urban or reclaimed wood raw materials for less than 10 years than 

reclaimed wood companies, equal to 50.0%, 43.6%, and 36.6%, respectively. Conversely, 

reclaimed wood firms were utilizing these materials longer than urban wood and mixed source 

companies, with 51.2%, 30.6%, and 27.3% of firms reporting production for more than 15 years, 

respectively. A Pearson’s chi-squared test revealed no significant associations between raw 

material group and years of urban and reclaimed wood utilization (p-value=0.07); however, a p-

value below 0.1 provides some support to the assertion that urban wood is a more recently 

developed concept in large-scale application than reclaimed wood (Table 10).  

Table 10: Respondent years of experience producing with urban and reclaimed wood raw materials.  

Years of experience Overall Urban Wood Reclaimed Wood Mixed Source 

 Count Percent Count Percent Count Percent Count Percent 

> 1 year 3 2.3% 2 5.6% 1 2.4% 0 0.0% 

1-4 years 14 10.6% 5 13.9% 1 2.4% 8 14.5% 

5-9 years 40 30.3% 11 30.6% 13 31.7% 16 29.1% 

10-15 years 27 20.5% 6 16.7% 5 12.2% 16 29.1% 

< 15 years 47 35.6% 11 30.6% 21 51.2% 15 27.3% 

No response 1 0.8% 1 2.8% 0 0.0% 0 0.0% 

Total 132 100.0% 36 100% 41 100% 55 100% 

Pearson’s chi-squared test: χ2= 14.471; p-value = 0.070 (p>0.05). 
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Companies were asked to report their US sales regions, as well as indicate experience with export 

operations. Responses to this question are summarized in Table 11. A majority of participating 

firms reported selling products in the Midwestern and Northeastern United States (approximately 

50.0% of respondents for each region), with only 18.9% reporting international sales. Twice as 

many reclaimed wood firms reported international sales than either urban wood or mixed source 

firms, reporting 29.3%, 18.9%, and 14.5%, respectively. Importantly, in this and other questions, 

mixed source responses resembled urban wood firm responses to a higher degree than those of 

reclaimed wood firms. However, no significant association was detected between sales region and 

raw material group based on a Pearson’s chi squared test (Table 11).  

Table 11: Sales region distribution of participating firms. 

Sales region Overall Urban Wood Reclaimed Wood Mixed Source 
 Count Percent Count Percent Count Percent Count Percent 

Midwest 66 50.0% 17 47.2% 21 51.2% 28 50.9% 

Northeast 66 50.0% 16 44.4% 25 61.0% 25 45.5% 

Southeast 58 43.9% 11 30.6% 26 63.4% 21 38.2% 

Southwest 49 37.1% 9 25.0% 19 46.3% 21 38.2% 

Northwest 40 30.3% 8 22.2% 18 43.9% 14 25.5% 

International 25 18.9% 5 13.9% 12 29.3% 8 14.5% 

* Regions were selected from a map included in the survey (1) Midwest: IA, IL, KS, MI, MO, MN, NE, 

ND, SD, WI (2) Northeast: CT, DE, IN, KY, OH, PA, MA, MD, ME, NH, NJ, NY, RI, VA, VT, WV  (3) 

Southeast: AL, AR, FL, GA, LA, MS, NC, OK, SC, TN, TX, VT, WV (4) Southwest: AZ, CA, CO, NM, 

NV, UT (5) Northwest: ID, MT, OR, WA, WY  
 

*AK and HI were not included in the map but assumed to be in the Northwest and Southwest, respectively 
 

*Multiple responses possible, thus percentages do not add up to 100% 
 

Pearson’s chi-squared test: χ2= 4.42; p-value = 0.962 (p>0.05). 
 

Number of employees was used as a proxy for firm size in the survey, and results are listed in Table 

12. Overall, most firms were small, with 65.9% of respondents having less than 10 employees and 

few firms employing 20 individuals or more (12.9%). Using a Pearson’s chi-squared test, a 

significant association was found between firm size and raw material group (Table 12). Urban wood 

firms were smaller than reclaimed wood companies, with 86.1% reporting less than 10 employees, 

compared to 46.3% of reclaimed wood enterprises.  Conversely, 24.4% of reclaimed wood firms 

had 20 or more employees, while only 8.3% of urban wood companies met this criterion. Mixed 

source firms largely employ less than 10 individuals, again resembling urban wood responses.  
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Table 12: Number of people employed by participating firms. 

Number of 

employees 
Overall Urban Wood Reclaimed Wood Mixed Source 

 Count Percent Count Percent Count Percent Count Percent 

1 to 4 52 39.4% 21 58.3% 8 19.5% 23 41.8% 

5 to 9 35 26.5% 10 27.8% 11 26.8% 14 25.5% 

10 to 19 22 16.7% 2 5.6% 9 22.0% 11 20.0% 

20 to 49 16 12.1% 3 8.3% 9 22.0% 4 7.3% 

50 to 99 1 0.8% 0 0.0% 1 2.4% 0 0.0% 

> 100 1 0.8% 0 0.0% 0 0.0% 1 1.8% 

No response 5 3.8% 0 0.0% 3 7.3% 2 3.6% 

Total 132 100.0% 36 100.0% 41 100.0% 55 100.0% 

Pearson’s chi-squared test: χ2= 19.625; p-value = 0.033 (p<0.05). 
 

Firm size was also estimated by monthly raw material consumption in board feet (Table 13). It was 

determined that reclaimed wood firms consume the highest average volume of raw material per 

month (26.6 thousand board feet, or MBF), followed by mixed source (16.4 MBF) and urban wood 

firms (6.1 MBF). Raw material consumption was highly variable among respondents, ranging from 

100 to 200,000 board feet per month.  

Table 13: Monthly raw material consumption by participating firms in board feet. 

Board foot production Average Standard deviation Median 

Overall 16,857 28,135 7,000 

Urban Wood 6,114 7,576 2,000 

Reclaimed Wood 26,650 40,045 11,000 

Mixed Source 16,411 23,837 5,500 

Reasons for Entering Industry 

The urban and reclaimed wood industries are relatively new and emerging; thus, it was important 

to understand entrepreneur motivation to enter into these industries. To do so, participating firms 

were asked to rate the importance of various reasons for entering the industry. Overall, participating 

firms rated to Acquire raw materials with unique characteristics, Capitalize on a supply of wood 

otherwise being underutilized or wasted, and Appeal to consumer demand for more sustainable 

and local products as the most important reasons for entering the industry, with 90.9%, 89.4%, and 

77.3% of respondents, respectively, indicating high importance (listed as “Important” or 

“Extremely important”) (Table 14). These responses reflect the emphasis on unique raw material 

characteristics as a source of differentiation. From the Pearson’s chi-squared tests, only 

Capitalizing on a low-cost raw material displayed significant association with raw material group, 

having a p-value of 0.038 (p<0.05). It should be noted that 63.9% of urban wood firms and 43.6% 

of mixed source firms rank Capitalizing on low-cost raw materials with high importance; however, 
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only 17.1% of reclaimed wood firms identify low-cost raw materials as a highly important reason 

for market entrance. To reinforce this, several firms communicated directly with the researcher by 

responding to the invitation email and stating that reclaimed wood does not always provide a low-

cost raw material, nor definitive profits, due to the labor and resources required for processing. 

Table 14: Reasons for entering the industry identified by participating firms. 

Reason for entrance 
Not at all 

important 

Slightly 

important 

Moderately 

important 
Important 

Extremely 

important 

Capitalize on a low-cost raw 

material 

21 (15.9%) 32 (24.2%) 35 (26.5%) 17 (12.9%) 27 (20.5%) 

Attain higher profit margins 24 (18.2%) 22 (16.7%) 36 (27.3%) 23 (17.4%) 27 (20.5%) 

Sustainable and local product 

demand 

2 (1.5%) 8 (6.1%) 20 (15.2%) 48 (36.4%) 54 (40.9%) 

Competition differentiation 9 (6.8%) 8 6.1%) 23 (17.4%) 36 (27.3%) 54 (40.9%) 

To support local economies 7 (5.3%) 11 (8.3%) 20 (15.2%) 37 (28.0%) 57 (43.2%) 

Unique supply characteristics 2 (1.5%) 2 (1.5%) 8 (6.1%) 38 (28.8%) 82 (62.1%) 

Underutilized or wasted 

supplies 

2(1.5%) 3 (2.3%) 9 (6.8%) 27 (20.5%) 91 (68.9%) 

* Rows do not add up to 100% because companies did not answer this question. 

Pearson’s chi-squared test: Capitalize on a low-cost raw material was found to have a statistically 

significant difference between reason for entering the industry and raw material group: χ2 = 16.312; p-value 

= 0.038 (p<0.05) 
 

Participating firms were also given the opportunity to provide additional reasoning for entering the 

industry via an open-ended response space. These responses consisted of quotes, examples of which 

are listed below: 

“Urban wood process is great fun, especially when you open up a log and view the grain; reclaimed is 

often ‘better wood’ and more beautiful than current commodity lumber,” “For purpose, not profit,” “To 

divert supply from outlets like mulch, burn pile, or landfill,” “High-quality product, specifically the 

high-quality wood fiber of salvaged Douglas Fir,” “Aesthetics of the end product,” “Competitive 

advantage over other firms – specifically associated with river reclaimed wood,” “Appeal to the 

emotional aspect of production,” “Preservation of history,” “Given the geographic location, using local 

materials is less shipping intensive and overall more sustainable,”  “To prevent deforestation,” “Supply 

ethically sourced wood to market,” and  “To reduce blighted buildings from the area.” 

Customer Characteristics 

Understanding consumer characteristics within the urban and reclaimed wood industries helps to 

develop more effective marketing strategies and products that better fit consumer needs. The survey 

asked participating firms to report their typical consumer’s gender, age range, and annual household 

income. Responses are summarized in Table 15.  
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Gender was reported as a largely irrelevant factor to consumer purchasing, attested to by 70.5% of 

participating firms (Table 15). However, to firms that consider gender relevant (27.2%), urban 

wood and mixed source firms primarily consider males to be their typical consumer, while 

reclaimed wood firms report women as their primary customer. Irrespective of raw material group, 

participating firms have identified that the typical consumer lies within the age ranges of 35-44 and 

45-54 years of age, accounting for 50.8% of firms and 37.1% of firms, respectively (Table 15). 

Finally, most participating firms identified the annual household income of their consumers as 

upper middle-income (52.3%) and high-income (33.3%) (Table 15). 

It was determined from the Pearson chi-squared tests that there is no statistically significant 

difference between raw material group and customer demographic factors, with p-values of 0.22, 

0.541, and 0.155 for gender, age range, and annual household income, respectively. Ultimately, it 

can be inferred that the typical consumer associated with the urban and reclaimed wood industries 

is a 35-54 year old with upper middle-income status, where gender is irrelevant to purchasing. 

Table 15: Typical consumer identified by participating firms. 

Gender Overall Urban Wood Reclaimed Wood Mixed Source 
 Count Percent Count Percent Count Percent Count Percent 

Male 21 15.9% 8 22.2% 3 7.3% 10 18.2% 

Female 15 11.4% 6 16.7% 5 12.2% 4 7.3% 

Irrelevant to purchasing 93 70.5% 21 58.3% 31 75.6% 41 74.5% 

No response 3 2.3% 1 2.8% 2 4.9% 0 0.0% 

Total 132  36  41  55  

Pearson’s chi-squared test: χ2= 5.731; p-value = 0.22 (p>0.05). 

Age Range Overall Urban Wood Reclaimed Wood Mixed Source 
 Count Percent Count Percent Count Percent Count Percent 

18-24 years 0 0.0% 0 0.0% 0 0.0% 0 0.0% 

25-34 years 5 3.8% 2 5.6% 0 0.0% 3 5.5% 

35-44 years 67 50.8% 16 44.4% 21 51.2% 30 54.5% 

45-54 years 49 37.1% 16 44.4% 14 34.1% 19 34.5% 

55+ years 6 4.5% 2 5.6% 3 7.3% 1 1.8% 

No response 5 3.8% 0 0.0% 3 7.3% 2 3.6% 

Total 132  36  41  55  

Pearson’s chi-squared test: χ2= 5.018; p-value = 0.541 (p>0.05). 

Income Overall Urban Wood Reclaimed Wood Mixed Source 
 Count Percent Count Percent Count Percent Count Percent 

Low income 0 0.0% 0 0.0% 0 0.0% 0 0.0% 

Lower middle income 11 8.3% 4 11.1% 1 2.4% 6 10.9% 

Upper middle income 69 52.3% 22 61.1% 18 43.9% 29 52.7% 

High income 44 33.3% 9 25.0% 19 46.3% 16 29.1% 

No response 8 6.1% 1 2.8% 3 7.3% 4 7.3% 

Total 132  36  41  55  

Pearson’s chi-squared test: χ2= 6.657; p-value = 0.155 (p>0.05). 
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Current Marketing Practices 

Product  

Primary products and species reported by respondents varied between raw material groups, as the 

p-values resulting from the Pearson’s chi-squared tests are lower than 0.05. 

Table 16 reports products sold by urban and reclaimed wood firms. Overall, respondents indicated 

producing primarily furniture (80.3% of respondents), mantels (75.8%), slabs (68.9%), lumber 

(65.9%), and beams (59.8%). Urban wood firms most commonly produce slabs (83.3%), furniture 

(83.3%), mantels (75.0%), lumber (72.2%), and beams (33.3%), while reclaimed wood firms 

identified mantels (82.9%), beams (78.0%), furniture (70.7%), flooring (63.4%), and millwork 

(63.4%). Mixed source firms primarily align with urban wood firms, noting production of furniture 

(85.5%), slabs (78.2%), mantels (70.9%), lumber (67.3%), and beams (63.6%). Firms reported 

additional products not addressed in the survey using the open-ended Other category (Table 16). 

Table 16: Product distribution among participating firms by raw material utilized. 

Products Overall Urban Wood Reclaimed Wood Mixed Source 

 Count Percent Count Percent Count Percent Count Percent 

Lumber 87 65.9% 26 72.2% 24 58.5% 37 67.3% 

Slabs 91 68.9% 30 83.3% 18 43.9% 43 78.2% 

Beams 79 59.8% 12 33.3% 32 78.0% 35 63.6% 

Mantels 100 75.8% 27 75.0% 34 82.9% 39 70.9% 

Stair parts 64 48.5% 9 25.0% 25 61.0% 30 54.5% 

Flooring 69 52.3% 11 30.6% 26 63.4% 32 58.2% 

Doors 47 35.6% 4 11.1% 23 56.1% 20 36.4% 

Windows 9 6.8% 0 0.0% 5 12.2% 4 7.3% 

Millwork  67 50.8% 8 22.2% 26 63.4% 33 60.0% 

Cabinets 42 31.8% 8 22.2% 12 29.3% 22 40.0% 

Furniture 106 80.3% 30 83.3% 29 70.7% 47 85.5% 

Tableware  21 15.9% 10 27.8% 3 7.3% 8 14.5% 

Accessories  22 16.7% 10 27.8% 2 4.9% 10 18.2% 

Byproduct  43 32.6% 7 19.4% 12 29.3% 24 43.6% 

* Multiple responses possible, thus percentages do not add up to 100% 

Other products: Art, charcuterie boards, cladding, counters, crafts, cutting boards, dunnage, firewood, 

ink pens, jewelry, moulding, musical instruments, Native American inspired art, picture frames, 

salvaged architectural items, sculptures, sheet goods, shelving, signs, tables, turning blanks, wall and 

ceiling materials, wall hangings, yard art. 
 

As depicted in Table 17, participating firms use a wide variety of species, and a high percentage of 

respondents entered one or more additional species via the open-ended response space for Other 

species. The top five species utilized by urban wood firms were all hardwoods prevalent as city 

street or yard trees, including walnut, white oak, cherry, ash, and hard maple. Species utilized by 
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mixed source firms were, again, reflective urban wood companies. Reclaimed wood firms listed 

both hardwoods and softwoods as the top five species utilized, including North American 

softwoods used for structural components, such as Douglas-fir, pine, and Southern Yellow Pine, as 

well as hardwoods, like white and red oak.   

Table 17: Species utilized for production by participating firms. 

Species Overall Urban Reclaimed Mixed Source 

 Count Percent Count Percent Count Percent Count Percent 

Ash 58 64.4% 25 69.4% 20 48.8% 40 72.7% 

Aspen 7 5.3% 2 5.6% 1 2.4% 4 7.3% 

Basswood 16 15.2% 8 22.2% 1 2.4% 11 20.0% 

Beech 25 28.8% 8 22.2% 14 34.1% 16 29.1% 

Birch 19 21.2% 10 27.8% 4 9.8% 14 25.5% 

Cherry 52 56.1% 26 72.2% 15 36.6% 33 60.0% 

Gum 15 13.6% 7 19.4% 5 12.2% 6 10.9% 

Hard Maple 53 57.6% 23 63.9% 17 41.5% 36 65.5% 

Hickory 46 50.8% 21 58.3% 17 41.5% 29 52.7% 

Red Oak 66 68.9% 23 63.9% 27 65.9% 41 74.5% 

Soft Maple 45 48.5% 23 63.9% 11 26.8% 30 54.5% 

Walnut 70 75.0% 32 88.9% 22 53.7% 45 81.8% 

White Oak 76 81.1% 29 80.6% 33 80.5% 45 81.8% 

Yellow-Poplar 34 36.4% 11 30.6% 14 34.1% 23 41.8% 

Douglas fir 45 51.5% 6 16.7% 30 73.2% 32 58.2% 

Eastern White Pine 33 37.1% 6 16.7% 20 48.8% 23 41.8% 

Hemlock 27 28.8% 2 5.6% 18 43.9% 18 32.7% 

Larch 6 8.3% 0 0.0% 6 14.6% 5 9.1% 

Pine 47 56.8% 12 33.3% 28 68.3% 35 63.6% 

Ponderosa Pine 17 19.7% 4 11.1% 10 24.4% 12 21.8% 

Red Pine 19 20.5% 1 2.8% 12 29.3% 14 25.5% 

Redwood 17 22.0% 3 8.3% 13 31.7% 13 23.6% 

Southern Yellow Pine 40 43.2% 3 8.3% 27 65.9% 27 49.1% 

Spruce 15 19.7% 4 11.1% 8 19.5% 14 25.5% 

Western Redcedar 16 18.9% 5 13.9% 5 12.2% 15 27.3% 

* Multiple responses possible, thus percentages do not add up to 100% 

Other species: Acacia, African Mahogany, Ailanthus, American Chestnut, American Elm, Amure Cork, 

Ancient Cypress, Apple, Asian Elm, Aussie Cypress, Australian Pine, Avocado, Basswood, Bay Laurel, 

Bishop Wood, Black Acacia, Black Locust, Balsam Fir, Blue Mahoe/Hibiscus, Box Elder, Budda, 

Butternut, Camphor, Catalpa, Cedar, Cherry, English Elm, Chestnut, Chinaberry, Coconut, Cottonwood, 

Cuban Mahogany, Cypress, Cypress Sinker, Eastern Red Cedar, Elm, Java, Eucalyptus, Fig trees, Gingko, 

Hackberry, Hickory, Honey locust, Ipe, Jacaranda, Mesquite, Kentucky coffeetree, Live Oak, Loblolly Pine, 

Locust, Lodgepole Pine, Longleaf Pine, Madrone, Magnolia, Mango, Pecan, Monkey Puzzle, Monkeypod, 

Monterey Cypress, Morton Bay Chestnut, Mullberry, Nordfolk Island Pine, Olive, Osage Orange, Pacific 

Madrone, Russian Olive, Persimmon, Pistachio, Plum, Podacarpus, Post Oak, Red Cedar, Red Elm, 

Rosewood, Teak, Sassafras, Sausage tree, Sea Grape, Siberian Elm, Silky Oak, Soft Maple, Southern 

Yellow Pine, Spruce, Sweet Gum, Sycamore, Turkey Oak, Western Maple, Western Walnut, White Cedar. 

 

Next, the survey asked participating firms to enter their percent of sales, by volume, allocated to 

“made-to-stock” (MTS) and “made-to-order” (MTO) production. Overall, participating firms 



38 

 

reported an average of 39.0% and 61.0% MTS and MTO sales, respectively. Using analysis of 

variance (ANOVA), it was determined that there were significant associations between percent 

allocation of both custom and stock sales and raw material group, with p-values for both equal to 

0.024 (p-value<0.05). Reclaimed wood firms allocate a higher percentage to MTO production than 

either mixed source or urban wood companies, as noted by 71.9%, 58.1%, and 53.9% of firms, 

respectively, where mixed source companies, again, primarily resemble urban wood production.  

MTO production is a vital component of the urban and reclaimed wood industries, which is 

confirmed by the importance of customizability in promotional messaging (see Promotion later in 

this chapter). However, most importantly, MTO products respond to a need for differentiation in a 

competitive market and adapt to a highly variable raw material supply. Finally, there was wide 

variability in the reported percentages of MTO vs MTS sales by participating firms, with several 

companies reporting producing entirely to either MTO or MTS. 

Price 

Participating firms were asked to report the price of their products compared to their competition. 

Results indicate that a majority of participating firms price their products “Slightly higher” or 

“Much higher” than their competition (36.3%), while only 29.5% indicated “Slightly lower” or 

“Much lower” prices (Table 18). It was determined that 41.7% of urban wood companies reported 

a higher price (listed as “Slightly higher” or “Much higher”) compared to 34.2% of reclaimed wood 

firms. In an interesting departure from previous questions, mixed source responses were aligned 

with reclaimed wood producers, with 34.6% reporting a higher price than the competition. 

However, a Pearson’s chi-squared test resulted in a p-value of 0.976, proving no significant 

associations between raw material group and relative pricing. 

Table 18: Product pricing relative to the competition for participating firms. 

Comparative pricing Overall Urban Wood Reclaimed Wood Both 
 Count Percent Count Percent Count Percent Count Percent 

Much lower 11 8.3% 3 8.3% 3 7.3% 5 9.1% 

Slightly lower 28 21.2% 7 19.4% 9 22.0% 12 21.8% 

About the same 43 32.6% 10 27.8% 14 34.1% 19 34.5% 

Slightly higher 39 29.5% 13 36.1% 10 24.4% 16 29.1% 

Much higher 9 6.8% 2 5.6% 4 9.8% 3 5.5% 

No response 2 1.5% 1 2.8% 1 2.4% 0 0.0% 

Total 132  36  41  55  

Pearson’s chi-squared test: χ2= 2.159; p-value = 0.976 (p>0.05). 
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Promotion 

Promotional strategies implemented by participating urban and reclaimed wood firms were 

explored in two survey questions, where respondents were asked to rank the importance of various 

promotional platforms and messages. Promotional messages were identified from themes in the 

literature and company webpages, and evaluation of promotional platforms was assumed to be 

based on frequency of use and translation to sales.  

An important aspect of promotion is reaching consumers effectively, and to address this, a survey 

question asked respondents to rank the importance of various platforms in promoting their products, 

as well as provided the opportunity to enter Other platforms via the open-ended response space. 

Answers to this question are summarized in Table 19. A majority of firms ranked Word of mouth 

and Company webpage as the most important promotional outlets, with 93.2% and 81.1% of 

respondents ranking them as “Important” or “Extremely important,” likely in association with the 

ability of smaller firms to leverage such options. Social media was the third most important 

promotional platform, with 65.9% of firms ranking it as “Important” or “Extremely important.” 

Many firms link their social media accounts to a company webpage and frequently update both 

with photos of current projects. Public relations serve a lesser role in reaching consumers, despite 

company participation in the community. Finally, Events and Newspapers and magazines were 

ranked as the least important promotional platforms.  

Table 19: Importance of promotional platforms utilized by participating firms. 

Promotional platform 
Not at all 

important 

Slightly 

important 

Moderately 

important 
Important 

Extremely 

important 

 --- Count of responses (% of respondents) --- 

Company webpage 1 (0.8%) 9 (6.8%) 12 (9.1%) 26 (19.7%) 81 (61.4%) 

Word of mouth 0 (0%) 1 (0.8%) 5 (3.8%) 27 (20.5%) 96 (72.7%) 

Public relations 9 (6.8%) 24 (18.2%) 33 (25%) 22 (16.7%) 36 (27.3%) 

Social media 3 (2.3%) 11 (8.3%) 26 (19.7%) 39 (29.5%) 48 (36.4%) 

Newspapers or magazines 28 (21.2%) 45 (34.1%) 32 (24.2%) 13 (9.8%) 7 (5.3%) 

Events 30 (22.7%) 38 (28.8%) 22 (16.7%) 23 (17.4%) 13 (9.8%) 

* Rows do not add up to 100% because companies did not answer this question. 
 

Pearson’s chi-squared test: “word of mouth” and “events” display significant association between 

promotional platform and raw material group: χ2  = 16.41; p-value = 0.012 (p<0.05) and χ2 = 19.446; p-

value = 0.013 (p<0.05), respectively.  

Other promotional platforms: Architects and designers, craft shows, paid advertising, partnerships with 

third party sellers, radio, reviews (Yelp, Google), seeing products within the community, slab wagon on 

the street, tours, TV commercial, YouTube presence. 
 

From the Pearson’s chi-squared tests, significant associations were identified between promotional 

platforms and raw material group for Word of mouth and Events, with p-values of 0.012 and 0.013, 
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respectively (Table 19).  Reclaimed wood firms ranked the importance of Word of mouth higher 

than urban wood companies, with 92.7% and 83.3%, respectively, considering it “Important” or 

“Extremely important.” More than twice as many urban wood firms (36.1%) than reclaimed wood 

firms (17.1%) considered Events to be “Important” or “Extremely important.” Mixed source 

responses are in line with reclaimed wood firms for Events and urban wood companies for Word 

of mouth, with 100.0% and 29.1% ranking them as “Important” or “Extremely important,” 

respectively.  

The importance of word of mouth, company webpages, and social media highlight the customer-

centric nature of the urban and reclaimed wood business models. Word of mouth is reliant on 

customer satisfaction, and a company webpage is a simple, effective, and professional way to relay 

company information to consumers. Firms often link their social media accounts on their webpages 

to provide updated photos of projects, as well as updated contact information. Such practices 

suggest that urban and reclaimed wood firms seek to connect directly with their consumers, relying 

less on traditional advertising like newspapers, public relations, or events.  

As can be seen in Table 20, overall Quality, Aesthetics, and Customization stand as the promotional 

messaging categories considered most important by respondents, with 93.2%, 92.4%, and 78.0% 

of respondents, respectively, ranking them as “Important” or “Extremely important.” The 

importance of quality products with a unique aesthetic noted by participating firms affirms the 

high-end nature of value-added urban and reclaimed wood products. However, sustainability was 

ranked lower in importance than anticipated from existing literature and company webpages.  

Table 20: Importance of promotional messages utilized by participating firms.  

Messaging theme 
Not at all 

important 

Slightly 

important 

Moderately 

important 
Important 

Extremely 

important 

 --- Count of responses (% of respondents) --- 

Sustainability 2 (1.5%) 6 (4.5%) 18 (13.6%) 37 (28%) 65 (49.2%) 

Aesthetics 0 (0%) 2 (1.5%) 4 (3%) 32 (24.2%) 90 (68.2%) 

Quality 1 (0.8%) 1 (0.8%) 3 (2.3%) 22 (16.7%) 101 (76.5%) 

Customization 4 (3%) 2 (1.5%) 18 (13.6%) 33 (25%) 70 (53%) 

Emotional value 3 (2.3%) 7 (5.3%) 35 (26.5%) 41 (31.1%) 42 (31.8%) 

Historical significance 4 (3%) 12 (9.1%) 23 (17.4%) 49 (37.1%) 40 (30.3%) 

Local and domestic sourcing 3 (2.3%) 8 (6.1%) 22 (16.7%) 45 (34.1%) 50 (37.9%) 

* Rows do not add up to 100% because companies did not answer this question.  

Pearson’s chi-squared test: Local and domestic sourcing displayed significant association between 

promotional messaging and raw material group: χ2 = 17.39; p-value = 0.026 (p<0.05). 
 

From the Pearson’s chi-squared tests, a significant association between promotional messaging and 

raw material group was only identified for Local and domestic sourcing, with a p-value of 0.026 
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(p-value<0.05) (Table 20). Local and domestic sourcing was ranked highest in importance by urban 

wood firms, followed by mixed source and reclaimed wood firms, with 91.7%, 72.2%, and 53.7%, 

respectively, ranking it as “Important” or “Extremely important.” High importance for messages of 

local and domestic sourcing was anticipated for urban wood firms due to the nature of the material.  

Distribution Channels 

Survey respondents were asked to identify major distribution channels used in the urban and 

reclaimed wood industries by selecting from a list of possible options and identifying Other 

distribution channels via open-ended response space. Responses are summarized in Table 21 and 

show that a majority of firms engage in Direct sales (88.6% of firms), whether business-to-business 

(B2B) or business-to-consumer (B2C) sales. Direct sales are followed by Online sales (53.0%), 

Retail sales utilizing a company-owned store or showroom (47.4%), Retail sales (43.2%), Sale to 

a distributor 25.8%), and Consignment sales (33.3%).   

Table 21: Distribution channels utilized by participating firms. 

Distribution Channel Overall Urban Wood Reclaimed Wood Mixed Source 

 Count Percent Count Percent Count Percent Count Percent 

Direct sales 117 88.6% 31 86.1% 36 87.8% 50 90.9% 

Online sales 70 53.0% 21 58.3% 19 46.3% 30 54.5% 

Consignment sales 26 19.7% 12 33.3% 2 4.9% 12 21.8% 

Sale to a distributor 34 25.8% 10 27.8% 11 26.8% 13 23.6% 

Retail sales 57 43.2% 16 44.4% 16 39.0% 25 45.5% 

Retail sales (company-

owned or showroom) 
63 47.7% 18 50.0% 17 41.5% 28 50.9% 

Export sales 18 13.6% 4 11.1% 5 12.2% 9 16.4% 

Other 9 6.8% 4 11.1% 1 2.4% 4 7.3% 

* Multiple responses possible, thus percentages do not add up to 100% 

Pearson’s chi-squared test: χ2= 8.149; p-value = 0.773 (p>0.05). 

Other distribution channels: Art shows, direct from job sites, eBay, Wood Planet, sale to architecture and 

design firms, furniture dealers and purchasers, shows and events, wholesale 
 

More urban wood firms indicated using Consignment sales (33.3%) than either mixed source 

(21.8%) or reclaimed wood (4.9%) firms. Urban wood consignment sales at the Birge Urbanwood 

Center will be further detailed in the case study portion of this report to provide an example of an 

operation that brings several mills together under one roof as a “shared retail operation” (Recycle 

Ann Arbor, 2019). Additionally, Export sales were reported most frequently by participating mixed 

source firms (16.4%), followed by reclaimed wood (12.2%) and urban wood firms (11.1%). 

However, from a Pearson’s chi-squared test, no significant association was found between 

distribution channel and raw material supply, with a p-value of 0.773 (p-value>0.05) (Table 21). 
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Supply Chain Partnerships 

Partnerships are essential to urban and reclaimed wood production due to their role in raw material 

procurement. The survey asked firms to identify sourcing collaborations by selecting from a list 

tailored to each raw material group, and respondents were given the opportunity to list partnerships 

not provided in the survey via open-ended responses in the category of Other. Responses to this 

question are summarized in Table 22.  

Table 22: Partnerships utilized by participating firms to optimize supply. 

Urban Wood Partners Count Percent 

Arborists 28 77.8% 

Urban foresters 21 58.3% 

Homeowners 27 75.0% 

Tree removal firms 30 83.3% 

City governments 25 69.4% 

None of the above 1 2.8% 

Other 7 19.4% 

* Multiple responses possible, thus percentages do not add up to 100% 

Other urban wood partners: Cemeteries, golf courses, developers and waste management companies, 

demolition companies, green waste repositories, Native American Indian Tribes, University. 
 

Reclaimed Wood Partners Count Percent 

Building owners 29 70.7% 

Construction and remodeling firms 21 51.2% 

Deconstruction firms (i.e. salvage teams) 32 78.0% 

Demolition firms (i.e. total structure removal) 31 75.6% 

None of the above 3 7.3% 

Other 7 17.1% 

* Multiple responses possible, thus percentages do not add up to 100% 

Other reclaimed wood partners: Brokers,  byproduct manufacturers, salvage yards. 
 

Mixed Source Partners Count Percent 

Arborists 32 58.2% 

Urban foresters 27 49.1% 

Homeowners 40 72.7% 

Tree removal firms 35 63.6% 

City governments 27 49.1% 

Building owners 31 56.4% 

Construction and remodeling firms 25 45.5% 

Deconstruction firms (i.e. salvage teams) 29 52.7% 

Demolition firms (i.e. total structure removal) 23 41.8% 

None of the above 0 0.0% 

Other 8 14.5% 

* Multiple responses possible, thus percentages do not add up to 100% 

Other mixed source partners: College campuses, material brokers, reclaimed wood wholesalers, US Forest 

Service, other sawyers, other lumber stores, utility industry partners, waterways and rivers, wreckers. 
 

Notably, 94.4% of urban wood, 95.1% of reclaimed wood, and 100.0% of mixed source firms 

reported at least one partnership for effective raw material sourcing, and an average of four partners 
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were used by participating firms. These relationships reinforce the importance of community 

collaboration central to the urban and reclaimed wood industries. It was determined that a majority 

of urban wood firms partnered with Tree removal firms (83.3%), Arborists (77.8%), and 

Homeowners (75.0%). Reclaimed wood partners were primarily identified as Deconstruction firms 

(78%), Demolition firms (75.6%), and Building owners (70.7%). Finally, mixed source firms 

reported relationships primarily with Homeowners (72.7%), Tree removal firms (63.6%), and 

Arborists (58.2%), Building owners (56.4%), and Deconstruction firms (52.7%), aligning closely 

urban wood firm responses. Partnerships with Homeowners and Building owners were ranked 

higher than anticipated, largely due to the effort needed to foster and sustain so many relationships. 

Expectations and Barriers for Growth 

Participating firms were asked about their expectations for business growth over the next five years, 

and responses are summarized in Table 23. Overall, answers reflected largely optimistic 

expectations, with 85.6% of companies anticipating modest or significant growth, and only 1.5% 

expecting business decline. This sentiment was general across all raw material groups, as a 

Pearson’s chi-squared test determined no significant association between growth expectations and 

raw material group, with a p-value of 0.251 (Table 23). Almost unanimous optimism surrounding 

growth may reflect, in part, the state of the U.S. economy at the time of the study (2.3% GDP 

annualized growth and close to full employment in the first quarter of 2018) (Bureau of Economic 

Analysis, 2018). However, it could also reflect confidence that urban and reclaimed wood 

utilization is not merely a fad but has established plans for the foreseeable future.  

Table 23: Anticipated company growth as reported by participating firms. 

Anticipated Growth Overall Urban Wood Reclaimed Wood Mixed Source 

 Count Percent Count Percent Count Percent Count Percent 

Grow significantly 50 37.9% 14 38.9% 10 24.4% 26 47.3% 

Grow modestly 63 47.7% 17 47.2% 25 61.0% 21 38.2% 

Stay the same 12 9.1% 4 11.1% 2 4.9% 6 10.9% 

Decline modestly 2 1.5% 0 0.0% 1 2.4% 1 1.8% 

Decline significantly 0 0.0% 0 0.0% 0 0.0% 0 0.0% 

No response 5 3.8% 1 2.8% 3 7.3% 1 1.8% 

Total 132  36  41  55  

Pearson’s chi-squared test: χ2= 7.824; p-value = 0.251 (p>0.05). 
 

In addition to understanding expectations for growth, it is important to identify barriers to growth, 

as perceived by participating urban and reclaimed wood firms. Respondents were asked to rate a 

list of potential barriers on a five-point Likert-like scale, and their answers are listed in Table 24. 
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In general, barriers listed in the questionnaire were not considered severe obstacles to participating 

firms, ranking them primarily as “Not a barrier” and “Slight barrier.”  

The most important barriers ranked by respondents as “Large barrier” or “Extreme barrier” were 

Lack of financial resources (31.8%), Lack of storage space (25.0%), and Under-performing or 

insufficient marketing efforts (22.0%). The high importance of Under-performing or insufficient 

marketing efforts as a barrier highlights the need for the development of strategic marketing 

recommendations, the topic of this thesis. As with a majority of small and growing businesses, 

urban and reclaimed wood firms face Lack of financial resources as a common issue, and Lack of 

storage space often hinders expansion and inventory warehousing capabilities, particularly in urban 

areas. The barrier ranked as least important was Poor relationships with suppliers, validating 

previous findings that a majority of participating firms maintain at least one supply chain partner 

(Supply Chain Partnerships). According to the Pearson’s chi-squared tests, only Lack of consumer 

awareness displayed significant association between responses and raw material group, with a p-

value of 0.01 (p-value<0.05) (Table 24). Lack of consumer awareness was found to impact urban 

wood producers more significantly than mixed source or reclaimed wood firms (ranked as a “Large 

barrier” or “Extreme barrier” by 36.1%, 12.2%, and 14.5% of firms, respectively).  

Table 24: Importance of barriers identified by participating firms. 

Barrier 
Not a 

barrier 

Slight 

barrier 

Moderate 

barrier 

Large 

barrier 

Extreme 

barrier 

Poor relationships with suppliers 73 (55.3%) 28 (21.2%) 17 (12.9%) 7 (5.3%) 0 (0.0%) 

Lack of market research and 

poorly identified target markets 

55 (41.7%) 31 (23.5%) 25 (18.9%) 14 (10.6%) 1 (0.8%) 

Lack of storage space for raw 

materials 

54 (40.9%) 18 (13.6%) 21 (15.9%) 23 (17.4%) 10 (7.6%) 

Difficulty working with non-

traditional raw materials 

52 (39.4%) 33 (25.0%) 30 (22.7%) 8 (6.1%) 3 (2.3%) 

Quantity and/or quality of raw 

material 

48 (36.4%) 29 (22.0%) 32 (24.2%) 16 (12.1%) 1 (0.8%) 

Lack of financial resources 35 (26.5%) 26 (19.7%) 22 (16.7%) 29 (22.0%) 13 (9.8%) 

Under-performing or insufficient 

marketing efforts 

32 (24.2%) 42 (31.8%) 22 (16.7%) 20 (15.2%) 9 (6.8%) 

Lack of consumer awareness 23 (17.4%) 32 (24.2%) 46 (34.8%) 20 (15.2%) 6 (4.5%) 

* Rows do not add up to 100% because several companies did not answer this question. 

Pearson’s chi-squared test: Lack of consumer awareness was found to have a statistically significant 

difference between reason for entering the industry and raw material group: χ2 = 19.933; p-value = 0.01 

(p<0.05) 
 

On average, approximately 60% of respondents rated barriers as having little or no importance; 

similarly, only 17% of participating firms ranked barriers as large or extreme, with notably only 
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8.3% of respondents ranking Difficulty working with non-traditional raw materials as a large or 

extreme barrier. Raw material quality and quantity were ranked as less impactful than was 

anticipated, particularly when considering challenges associated with potential for embedded 

metals, lead-containing paints, and lack of structural integrity. For this reason, it is assumed that 

non-traditional raw material supplies inhibit daily operations but do not inhibit growth as a whole.  

Participating firms were also given the opportunity to enter Other barriers deemed important via 

an open-ended response space. From the survey, 18 responses were received, for example:  

“Company awareness” or brand recognition, “Cost of labor to prep material for selling,” “Financial 

burdens from taxes or workers comp, financial resources for purchasing of capital equipment related 

to urban tree processing” “Staffing of reliable and capable employees at the prevailing wage,” 

“Government objection to alternative ways of managing forests and using wood products,” “Lack of 

access to commercial space and grant funding specific to urban and reclaimed wood,” “Lack of 

consumer awareness on urban salvaged wood is very poor while awareness on deconstructed wood is 

high, need more employees,” “Shipping costs.” 

To obtain a more complete view of industry barriers, the survey asked participating firms to list 

three additional obstacles that make working with urban or reclaimed wood challenging via an 

open-ended response space. Responses were coded and analyzed based on frequency, and a list of 

“themes” were identified. Results and examples of input are shown in  Table 25. When analyzing 

the 102 entries received, it was assumed that the frequency with which a theme was mentioned 

could serve as a measure of its importance to participating firms. Primary themes identified were 

sourcing and supply issues, raw material issues, and lack of consumer awareness, but other barriers 

included  cost of production, cost of labor, and space or inventory obstacles.  

Sourcing issues were largely centered around a “limited, erratic, and undependable supply,” and 

comments can be summarized to issues in lack of consistency, reliability, supplier education, and 

effective delivery for processing. Raw material issues were listed frequently in the qualitative data 

provided, and these were primarily associated with the quality of the supply (e.g. imbedded metal, 

paints, pests, and size). Lack of consumer awareness was another major category listed with notes 

on both business-to-business and business-to-consumer sales, specifically in combatting 

preconceived notions and explaining comparatively high prices. Some firms described such issues 

as “lack of client understanding of urban wood use” and “lack of understanding in the value in 

urban trees, people just see the tree, forget that wood comes from them and have long held (mis) 

beliefs about certain species.”  
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Cost of production was also noted as a barrier by participating firms, specifically metal removal, 

dry times, line changes, adjustments, and others, where one company remarks on the effects of 

“continuity in production – always having to adjust our production/manufacturing line to 

accommodate irregular material, this often means daily and weekly transitions from one line setup 

to another to accommodate different material being processed.” These challenges are also reflected 

in the cost of labor and the skill level required to combat variable raw material production. Another 

firm stated that “[it is] not good for under skilled woodworkers as its challenging to work with, thus 

it takes more time and the low cost of the materials is often made up in labor.” A wide range of 

other topics were provided by participating firms, and other examples can be seen in Table 25. 

Additional comments 

Finally, participating firms were given the opportunity to provide other comments about the 

industry via an open-ended response space. Fifty-two participants provided comments on a range 

of topics, some of which were similar to those identified in previous sections of the survey. A 

qualitative analysis of the comments revealed common topics, including consumer awareness, 

government support, financial aspects, and calls for continued industry collaboration (Table 26). 

Again, it was understood that the frequency with which a theme was mentioned serves as a measure 

of its importance to participating firms. 

Consumer awareness was listed as an obstacle, where one firm stated: “better education for 

consumers is vital to make this all become more mainstream.” Another stated that “lack of 

consumer awareness on urban salvaged wood is still very poor. Awareness on deconstructed wood 

is good, and most do not understand the difference.” This may not reflect the industry in its entirety 

but provides some insight into one firm’s perception of consumer awareness. It should be noted 

that consumer awareness was also rated as a barrier to industry growth in previous sections of the 

survey (see Table 24 and Table 25), attesting to its importance for participating firms.  

Issues with lack of government involvement are largely associated with poor communication or 

unwillingness of local municipalities to help salvage urban logs and reclaimed wood components. 

One firm reported issues with “getting municipalities on board in sourcing and understanding the 

added value that this important, unique, and valuable resource has.” Another firm states that “it  

would be a great idea for all municipalities to implement mandates for all pre-1920s buildings to 

be deconstructed, like Portland, OR.” 
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Table 25: Major obstacles in working with urban or reclaimed wood that make it a challenging business, according to survey participants. 

Category Count Examples of input provided by participating firms 

Sourcing and 

supply issues 

38 • Limited, erratic, and undependable supply; inconsistent sourcing 

• Matching supply with specific needs of customers 

• Dwindling availability, finite supply 

• Ability to train deconstruction staff to salvage lumber in a way that makes it most usable 

Raw material 

issues 

35 • Many logs are low value; the quality of the wood – even with sound processes – the wood moves, splits, and sometimes fails 

• Embedded metal, nails, foreign objects, lead paint, and pests 

Lack of consumer 

awareness  

22 • Education on urban and reclaimed wood industries and supplies, benefits brought forth 

• Educating consumers on why price is higher than big box stores 

• Education on the benefits brought forth through value-added production with such raw materials  

Production issues 20 • Continuity of production 

• De-nailing and drying times 

• Wood-Mizer damage when embedded metal in urban trees comes into contact with the blade 

Competition issues 16 • Businesses focusing primarily on urban lumber have squeezed out firms who do it but not as an exclusive business line 

• Green-washing from large furniture companies 

• Industry competition, firms decreasing reliability of urban or reclaimed wood for consumers by not paying attention to wood 

movement, insect issues, joinery and finishing techniques, and selling very cheap 

• Market saturation of low-price, often imported wood slab furniture; cheap, poorly made product alternatives 

Cost of labor 13 • High cost of labor on front end to source and sort materials before they are ready for fabrication or sale 

• Highly labor intensive industry; highly skilled labor needed 

Pricing challenges 12 • Without understanding product value, it is often hard for consumers to understand pricing, dissuading 

• People think products should be cheap (“What’s your best price?”) 

• Price point – costly material 

Waste and yield 11 • Downfall (unusable wood) due to innate characteristics of urban salvaged and deconstructed lumber 

• High waste factor; can be upwards of 50% depending on the type of material, yield is hard to predict 
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Table 25 (continued). Major obstacles in working with urban or reclaimed wood that make it a challenging business, according to survey participants. 

Logistics and 

distribution issues 

12 • Shipping costs from mill to production facility; transportation of small quality logs 

• Shipping and freight competition 

• Working with a vetted vendor 

• Limited number of stores to showcase products; large percentage demanded by retail businesses 

Inventory obstacles 

and space 

12 • Requires space to mill, dry, and store wood 

• Keeping enough variety and sizes in stock; ability to have large volumes of similar lumber on hand 

Employees 10 • Finding good, reliable shop employees; challenging workforce; skilled labor shortage 

Startup Costs  9 • High front end start-up costs; very capital intensive; difficulty obtaining growth funding from traditional sources 

• Equipment intensive; obtaining necessary equipment for procurement and demolition 

• Mill access 

Marketing 9 • Difficult to quantify characteristics and differentiate from the competition  

• Allocating marketing budgets 

• Letting customers know you exist; reaching target markets 

Cost of raw 

material 

8 • Cost of quality reclaimed lumber; rising cost of reclaimed wood 

• Recovery costs; increased competition driving raw material prices up 

Variable consumers 

and trends  

8 • Spreading the word is easy, getting community support is not terribly challenging, converting the consumer to a long-term 

customer is a bit of a challenge 

• Gaining market share and finding new customers 

• Changing consumer trends 

Lack of govt. 

involvement 

7 • Demonstrating and explaining cost savings and efficiencies to municipalities and arborists – changing attitudes and processes 

• Establishing and keeping a relationship with local government (there is little desire to keep material once a tree is felled) 

Business scalability 

and product 

diversity 

5 • Product diversity is needed to keep cash flow: products under $25 and those over $5000 

• Demand focused on a narrow product range – no market for other materials/products 

• Scalability of business, given varying customer expectations and raw materials 

• High but unscalable demand for custom sales; lower demand but fierce competition for standardized products  

• Having an inventory to meet a major commercial market is a huge leap for a small business 
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Some success stories were reported by participants, such as “the city of Eau Claire WI set up a 

good model for public private partnerships via Wisconsin Urban Wood.” However, many 

comments call for local governments to educate the public and mandate sustainable practices to 

both lessen the volume going to landfill and increase the life of the product.  

The need for value-added production was stressed by participating firms, in that high value-added 

products are the most reliable and effective way to reap the profits. Variable consumers and trends 

were also listed frequently in the comments, often making high value-added production difficult. 

One company stated, “the trends for product have changed over the years and the biggest challenge 

is keeping up with the current trends and planning your business model to adjust to them.” As in 

any market, consumer trends must be studied, where environmental sustainability has been a 

growing trend in this particular industry. Sustainability came up frequently in the additional 

comments, despite being previously listed throughout the survey. One firm stated that, “another 

reason we use the raw material that we do – large unwanted logs – is that they are approximately 

50% carbon by weight, and we are effectively preventing tons of CO2 from being released into the 

atmosphere.”  

Additionally, there was a call for more effective marketing, as reported by one firm, stating, “Green 

is inherent with the materials and is not a selling point nor a differentiator…we differentiate 

ourselves based on the fact that we provide the history of every single piece of lumber we sell.” A 

variety of factors have been listed as effective and ill effective points of differentiation for firms, 

where another states “romance, nostalgia, and history of product provide less sales leverage than 

one might expect.” These statements are not reflective of the entire industry and largely bring to 

question the alignment of company values with target consumers and effective messaging choices. 

This thesis addresses the need for further target market analysis and tailored marketing strategies.   

Raw material attributes, waste, and sourcing were combined into one category for this analysis, 

speaking to the inherent qualities and processes required of urban and reclaimed wood products. 

Additional themes listed included topics involving certifications and standards, costs, industry 

groups and networks, effective marketing and company identities, personnel involved, efficiency, 

and others. Examples of each of these themes can be seen in further detail in Table 26.  
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Table 26: Final comments provided by participating firms. 

Category Count Examples of comments provided 

Consumer awareness 9 • Need to educate consumers so they can begin to understand the unique characteristics and environmental benefits  

• Need for an urban and reclaimed wood market identity; people are unaware it exists and have mixed expectations  

Lack of government involvement 6 • Very few municipalities make raw materials available to wood workers 

Need for value-added production 5 • The best use of urban wood is producing products - selling lumber is price driven and difficult to compete with 

• Value-added products are extremely important to making a profit. 

Variable consumers and trends 5 • Variable consumer base, including sex, age, and income 

• Consumer trends are frequently changing, and businesses need to adjust to be at the front end 

Sustainability 5 • Pursued this industry to do something useful with "tree waste" 

• Call for differentiation between reclaimed and new in energy consumption per BF  

Raw material (attributes, waste, 

sourcing) 

5 • Less supply than there used to be; wood identification is difficult 

• Commercial salvage timber is at moisture content equilibrium; business model takes advantage of this 

• High waste factor involved from demo to finished product 

Certifications and standards 4 • Lack of LEED certification is a major issue; inability to appeal to consumers in this way  

• Each company has their own approach to the business and their own set of standards - still no set of industry standards  

Costs (ROI, expenses, labor, 

resources) 

4 • Money and time investment- providing a quality finished product is not as easy as people make it seem   

• Little room for error and minimal help from lending institutions - the cost of insurance makes costs nearly prohibitive 

Importance of industry groups 

and networks 

4 • Needed is a National Association with local chapters 

• Critical to continue development of urban wood networks 

• Need for an industry guild, etc. to allow customer to vet suppliers.     

Operations 3 • Scale is the biggest hurdle to those entering the industry, supply procurement 

• Need the ability to transport logs or provide mobile milling, manufacturing challenges 

Effective marketing message and 

company identity 

3 • Creating a market identity for urban and reclaimed wood; increase awareness 

• Differentiate based on history, aesthetics, sustainability, etc.  

Industry growth and competition 2 • Decades ago, there was no competition, today there are hundreds of companies 

• The reclaimed wood world has expanded 100 fold, affects supplies 

Human resources 2 • Lack of knowledge by tree trimming and removal personnel of the recourses they remove and chip  

• Skilled and caring laborers are just not around anymore, THIS kills business more than anything 

Call for efficiency 2 • The industry will need to become more efficient, be more consistent, and relay reliability 

Importance of company story 2 • Sell the "story," people seem to want to support various families and dreams 

• A big part is how the sawmill shares their story of the timber that is sold 
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Summary 

A nation-wide survey of urban and reclaimed wood firms was conducted, with the purpose of 

developing a profile of manufacturers and identifying current marketing practices. In total, 132 

usable responses were  received, with an adjusted response rate of 37.2%, a comparatively high 

response rate for the U.S. forest products industry. Three raw material groups were used for 

analysis, including urban wood, reclaimed wood, and mixed source firms, with the latter using both 

urban and reclaimed wood. 

Results from this survey indicate that a majority of participating firms have been producing with 

urban or reclaimed wood for less than 10 years and have less than 10 employees. In general, 

responses from mixed source firms reflected urban wood firm responses to a higher degree than 

reclaimed wood companies. Major reasons for entering these industries were associated with raw 

material characteristics as a source of differentiation, including a desire for unique raw materials, 

supplies of wood otherwise being underutilized or wasted, and sustainable and local products. 

Almost all firms leverage at least one, and an average of four, supply chain partnerships for 

effective raw material procurement.  

The survey identified typical consumers as individuals 35 to 54 years of age with upper middle-

income status. Participating firms allocated a larger percentage of their production to made-to-order 

sales (61.0%) than made-to-stock (39.0%). Pricing was in line with or slightly higher than the 

competition, attesting to consumer willingness to pay for differentiated product attributes, 

specifically quality, aesthetics, and customizability. Promotional platforms included primarily 

word of mouth, company webpages, and social media, often appealing to an atypical forest products 

consumer, and the customer-centric nature of the urban and reclaimed wood industries is further 

reinforced through distribution channels like direct sales, online sales, and retail sales. A majority 

of participating firms anticipate modest to significant growth into the future; however, to facilitate 

this growth, they will need to overcome a number of barriers, including lack of financial resources, 

lack of storage space, and inadequate marketing efforts.  

This part of the research project identified urban and reclaimed wood company demographics and 

gathered an understanding of marketing practices used. It was determined that urban and reclaimed 

wood firms operate in complex industries and implement variable marketing practices. Case studies 

were conducted as an additional component of this research to further understand prevalent 

marketing practices.  



52 

 

Chapter 3: Case Studies: An In-Depth Analysis of the Urban 

and Reclaimed Wood Industries 

Introduction 

This chapter presents the results of case studies conducted at urban and reclaimed wood companies 

and organizations throughout the United States. The objective of this component of the study was 

to build upon survey results and gather in-depth information about marketing practices in the urban 

and reclaimed wood industries, information that is unattainable using a survey. Twenty-three site 

visits and semi-structured interviews were conducted to provide insights regarding company 

characteristics, consumer characteristics, marketing practices, and opportunities and barriers. A 

majority of the case studies were carried out as in-person site visits and interviews, but four were 

executed by phone. This chapter details case study methodology, results, analysis, and conclusions.  

Methodology 

The case studies were carried out over the span of approximately six months in three US regions, 

including the Mid-Atlantic (Baltimore, MD; Charlottesville, VA; Richmond, VA), Pacific 

Northwest (Seattle, WA; Portland, OR), and Midwest (Milwaukee, WI; Detroit Metro, MI; 

Lansing, MI; Ann Arbor, MI) regions. Case studies consisted of 19 site visits and 4 phone 

interviews, each lasting approximately one hour. Phone interviews were conducted in four cases, 

when scheduling conflicts did not allow for an in-person visit. 

Participant Recruitment 

Interviewee recruitment began by selecting regions of interest. The distribution list compiled for 

the national survey (see Chapter 2) was subsequently used to outline cities with the most active 

urban and reclaimed wood industries and most feasible travel accommodations. Each trip was 

planned with the intent of visiting two or more cities to utilize the travel opportunity to its highest 

data collection potential. Once cities were identified, the distribution list was again used to outline 

the number and location of firms, and Internet searches were used to identify industry organizations 

and ensure an encompassing sample, which uncovered a few companies not previously identified 

in the survey distribution list. All firms and organizations operating in and around the selected cities 

were outlined on a Google Map, and those that could most efficiently accommodate travel plans 

were contacted, with preference placed on survey participants.  
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Interview Implementation 

Representatives were contacted via email to ask for their participation and to inform them of the 

project’s objectives, which can be found in Appendix E and Appendix F. After the company 

representatives agreed to an interview, a date was set and interviews took place in-person and on 

the phone for, on average, one hour. Interviews took place in August 2018 (Milwaukee, WI), 

October 2018 (Baltimore, MD; Charlottesville, VA; Richmond, VA), November 2018 (Seattle, 

WA; Tumwater; WA; Portland, OR), and February 2019 (Detroit Metro, MI; Lansing, MI; Ann 

Arbor, MI). All cases, including 19 in-person site visits and 4 phone conversations, are mapped in 

Figure 10 and listed in Table 27. Each interview was transcribed, coded, and analyzed using Excel, 

following the standard guidelines for qualitative research (Berg, 2001).  

 

Figure 10: Location of the companies case-studied for this project. Source: Google Maps.  
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Table 27. List of companies and organizations case-studied for the project. Names of some companies have been changed to protect confidentiality. 

Company/Organization Raw material  City State Position of interviewee(s) 

Wisconsin Urban Wood 
Network 

Urban Milwaukee WI Founding Member WI Urban Wood; Owner, Member Company 1  
Owner, Member Mill 2 

On-site Architect, EUA; Sustainability Specialist, EUA 

Green Tier Program Specialist, WI DNR 

Company A  Urban Minneapolis MN Co-owner 
Camp Small 

City Operation 

Urban Baltimore MD Yard Master, Baltimore City Forestry Division 

Humanim, Details  

Deconstruction, Brick+Board 
Social Enterprise(s) 

Reclaimed Baltimore MD VP Humanim 

US Forest Service Mixed Source Baltimore MD Urban Field Station Network Coordinator 

Company B Mixed source Arbutus MD Co-owner 

VA Urban Wood Group 
Network 

Urban Charlottesville VA VA Dept. of Forestry; VA Urban Wood Group, Member 
City of Harrisonburg, Member 

    City of Woodstock, Advocate 

Company C Urban Montpelier VA Co-owner 
Company D Reclaimed Richmond VA Employee 

Company E Reclaimed Seattle WA Owner 

Company F Urban Seattle  WA Sales 
Company G Reclaimed Seattle WA Managing Partner 

Company H Mixed source Tumwater WA Marketing Director 

Company I Reclaimed  Portland OR Inside Sales 

Company J Urban Troy MI Co-founder, Director of Sales and Marketing 
Company K Mixed source Durand MI Owner 

MSU Shadows 
University Operation 

Urban Lansing MI Dept. of Forestry Academic Specialist, Wood Recovery 

Birge Urbanwood Center 
Consignment Operation 

Urban Ann Arbor MI ReUse Center Manager 

Company L Urban Livonia MI Employee 

Company M Reclaimed Detroit MI Co-owner 
Designer 

Company N Mixed source Waterford Twsp MI Co-owner 

Company O Reclaimed Livonia MI Co-owners 

Company P Mixed source Ann Arbor MI Co-founder, CEO 
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Questionnaire development  

A semi-structured questionnaire was developed to assist in notetaking and ensure that all required 

information was gathered. Questionnaire topics are outlined in Table 28, and the full questionnaire 

can be accessed in Appendix G. 

Table 28: Topics covered in case study visits and phone interviews. 

Limitations 

As with any research effort, there are limitations that need to be taken in consideration when 

drawing conclusions from the case studies. The purpose of conducting case studies is to obtain in-

depth, qualitative information, not to make statistically representative inferences; thus, results and 

conclusions from the case studies cannot be generalized to the population being studied. 

Additionally, only one to two interviewees represented each firm or reported as experts, perhaps 

leaving a number of knowledgeable participants out of the sample. The four phone interviews 

conducted have additional limitations, including loss of context or nonverbal data and less in-depth 

responses due to the shorter time frame required (Chapple, 1999; Opdenakker, 2006). 

Case Studies 

The succeeding sections of this chapter will contain all case studies prepared based on the in-person 

visits and phone interviews arranged in chronological order. Each case study was written using a 

consistent structure to outline the following: (1) location, (2) interview date, (3) interviewee and 

operation information, (4) primary products, (5) sourcing and production, (6) target consumers, (7) 

pricing structures, (8) promotional messages and platforms, (9) distribution strategies, and (10) a 

summary of each company or organization.  

Category Topics 

Company and respondent information Raw material, years of operation, firm size and location 

Interviewee position  

Products Primary products and species; stock vs custom product offerings 

Sourcing and production Sourcing partnerships, raw material availability 

Raw material processing 

Main markets Target consumer, market segment 

Price Structure, relative pricing 

Placement Distribution channels 

Promotion Promotional platforms, messages 

Opportunities Anticipated growth, sustainable competitive advantage 

Barriers Barriers present, approaches to overcome 
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Wisconsin Urban Wood: Leveraging a Network and Building a Brand 

Date: August 15, 2018 

Location(s): Milwaukee and Hartford, Wisconsin 

Participants: Owner, Member Company 1 – Founding Member of Wisconsin 
Urban Wood  

 Co-owner, Member Mill 1 

 On-site Architect, EUA; Sustainability Specialist, EUA 

 Green Tier Program Specialist, WI DNR 

Wisconsin Urban Wood is a network of urban wood companies spanning the supply chain, 

including arborists, sawmills, lumber drying facilities, manufacturers, retailers, municipalities, and 

architecture and design firms. Wisconsin Urban Wood fosters network connections to increase the 

valuation and utilization of urban logs, primarily by facilitating supply and expanding markets for 

urban wood. The organization maintains “Green Tier” Charter status, a recognition from the 

Wisconsin Department of Natural Resources for promotion of the “social, environmental, and 

economic value of urban wood to communities and owners,” with the ultimate goal of improving 

urban forest management practices and sustainability in Wisconsin (Wisconsin DNR, 2017). 

Through optimized urban forest management, diversion of wood supplies from landfills, and local 

production of value-added products, Wisconsin Urban Wood works toward sustainability and 

emphasizes the environmental benefits of urban wood utilization. Partnerships fostered throughout 

the supply chain make utilization possible, particularly by dispersing costs of production and 

identifying opportunities for efficiency. Wisconsin Urban Wood leverages a member network and 

brand to produce local, sustainable products and reinforce raw material reliability.  

Partners  

The brand Wisconsin Urban Wood, as well as the network backing it, strives to increase the 

visibility of urban wood and confidence in its origin and functionality. By organizing as a group, 

urban wood companies can more effectively promote their message and products. For this case 

study, two members of Wisconsin Urban Wood—Member Company 1 and Member Mill 1—

provided an in-depth view of the industry in Milwaukee, Wisconsin.   

Member Company 1 

The owner of Member Company 1 is a founding member of Wisconsin Urban Wood, and they 

define urban wood as “trees from where we live not harvested for their timber.” This includes many 
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trees that may not necessarily come from urban areas, increasing the supply of timber and allowing 

for further value regardless of census definition. Products derived from Milwaukee urban tree 

supplies include largely high-end millwork, furniture, and slabs. Much of Member Company 1’s 

consumer base is comprised of architectural firms, and to build this customer base, business was 

sought out by visiting local firms and promoting their products. Raw materials largely originate 

from another Wisconsin Urban Wood member, Member Mill 1, allowing efforts to focus on 

marketing and increasing awareness. 

Member Mill 1  

Member Mill 1’s business operations are primarily dependent on buying and selling traditionally 

produced lumber and exotic wood species, but they also work closely with Member Company 1 to 

salvage urban logs, which often vary in size and species. They process urban logs into lumber, live-

edge slabs, beams, and byproduct firewood. This sawmill has reached an agreement with the City 

of Milwaukee to receive urban logs, excluding stumps and shrubs, requiring that the city incur 

transport costs (Figure 11). Through partnership with Member Mill 1, the City cut their tipping fees 

in half, while simultaneously diverting materials from landfill to higher value uses.  

 

Figure 11: Urban logs delivered by the city of Milwaukee, awaiting sorting. 

At the time of the visit, the sawmill had a production capacity of approximately 8,000 board feet 

of lumber per shift and only processed urban logs, which poses several challenges when compared 

to commercial timber. A hand held metal detector is used to locate embedded metal objects, 

mitigating safety hazards and costs to the mill. Common lengths for lumber production are 6, 7, 

and 8 feet, with 10 or more feet being rare due to the nature of urban logs as a raw material. A 

steam-heated drying chamber reduces the moisture content, and drying loads with mixed species 

and thicknesses are the norm, adding to the challenges of working with urban wood. Member Mill 
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1 stores their urban lumber in a warehouse, as well as displays available inventory in a showroom 

to provide woodworkers and hobbyists with the opportunity to view their products, where slab size, 

species, and price are available (Figure 12 and Figure 13). 

 

Figure 12: Member Mill 1 urban lumber storage. 

 

Figure 13: Member Mill 1 showroom. 

National Hardwood Lumber Association (NHLA) grading standards are seldom used to grade 

urban lumber, which was noted as a discouraging factor for select consumers. The potential for 

developing a grading system was discussed, but, ultimately, it was stated that “we don’t want to 

grade ourselves out of existence,” highlighting the risk of commoditizing urban lumber. For this 

reason, there is need for utilization of pieces that, under some grading rules, are considered “low 

grade” and defective (wane, knots), because unique characteristics inherently present in urban 

wood from “nature’s inventory” often add desirability for architects and designers.  

The Fiserv Forum 

 

Figure 14: Fiserv Forum exterior (evanino, 2018). 

 

Figure 15: Urban wood accent, upper 

concourse, Milwaukee Buck's Fiserv Forum. 

The interior of the Fiserv Forum (Figure 14), the newly constructed home of the Milwaukee Bucks, 

was designed by Eppstein Uhen Architects (EUA, 2018) and incorporated Wisconsin Urban Wood 

products, as well as urban and reclaimed wood from other suppliers. This project emphasized the 
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history of Milwaukee, focusing on different neighborhoods and their cultures, where the 

incorporation of urban wood helped highlight local production, as well as reinforce the industrial, 

urban, and rugged look desired, according to the project’s on-site architect. The project included 

9,000 square feet of solid, urban white oak paneling displayed primarily on ceilings throughout the 

arena in multiple locations (Figure 15). The white oak planks used for paneling were of random 

widths (between three and six inches) and random lengths, allowing better utilization of the 

material. No tongue and groove was used, and panels were assembled by nailing individual pieces 

to black-painted plywood. The club areas in the Fiserv Forum also incorporated urban wood into 

their designs, utilizing species like maple, walnut, elm, and cherry as wall coverings. Figure 16 

depicts a quilt-like wall panel design constructed with the byproducts from mantel manufacturing. 

   

Figure 16: BMO Club, Milwaukee Buck's Fiserv Forum and detail of wall paneling.   

The Fiserv Forum project provides a direct link between image and the importance of local sourcing 

and environmentally conscious production. The on-site architect for Eppstein Uhen Architects has 

received positive feedback on how urban wood products fit into the overall project motif of an 

industrial, hardworking city, stating, “this is true Milwaukee.” Moreover, utilizing urban wood 

products in up-scale designs attests to the high-end nature of Wisconsin Urban Wood products.  

Summary 

Wisconsin Urban Wood’s members span the supply chain and work to increase the valuation and 

utilization of urban logs, specifically highlighting the importance of brand development, 

partnerships, and large-scale project visibility. For their efforts, Wisconsin Urban Wood has earned 

“Green Tier” Charter status through the Department of Natural Resources (DNR), validating their 

efforts toward urban forestry and sustainability. Through the connections fostered and opportunities 

presented through Wisconsin Urban Wood, membership provides both identification of supply 

chain efficiencies and branding for consumer education, specifically architects and designers, on 

the reliability and consistency of an innovative raw material.  
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The Wisconsin Urban Wood brand provides “chain of custody” validation for products, working 

to increase confidence in urban wood as a raw material and allowing members to more effectively 

promote their message and products. This case study highlighted the importance of partnerships 

and collaboration in promoting local production and sustainable raw material utilization, 

particularly noting the participation of the City of Milwaukee, Member Mill 1, Member Company 

1, Wisconsin’s DNR, and Eppstein Uhen Architects. It should be noted that product visibility, 

specifically through large-scale projects like the Fiserv Forum, is vital to consumer education on 

urban wood product offerings. Wisconsin Urban Wood works to create a brand centered around 

Wisconsin production, sustainability, and product reliability, with hopes of expanding the industry 

as a whole and responsibly utilizing urban wood raw materials.  
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Company A: Zip Code Marketing and City Partnerships 

Date: August 16, 2018  

Location(s): Minneapolis, Minnesota; Phone Interview 

Participants: Co-owner  

Company A, an urban wood firm located in Minneapolis, Minnesota, began operations when the 

owners needed to remove a tree from their backyard. Due to their experience with forest products, 

specifically managing a high-end architectural woodworks operation, they saw the potential for 

value-added production with raw materials traditionally viewed as waste. From this, a larger 

operation emerged in conjunction with Siewert Cabinets, focusing on salvaging urban logs 

thorough a partnership with the City of Minneapolis. The City of Minneapolis allows the company 

to select logs from trees destined for removal to curate an inventory of raw materials ideal for 

production of custom, lumber, and retail products. Company A focuses on high quality materials, 

design innovation, sustainable attributes, and locality reinforced through zip code tracking and 

labeling on products.  

Products 

Company A produces custom, lumber, and retail product lines. Stock products include lumber, 

cutting boards, cribbage boards, growth charts, picture frames, bottle openers, and others (Figure 

17 and Figure 18). Custom work consists of a variety of products, including tables, live-edge 

furniture, benches, and others. Both custom and stock urban wood products are considered to be 

“prestigious wood” offerings, and species used are widely variable, including ash, elm, maple, and 

walnut. The nature of urban wood as a raw material was stressed, and because the tree is grown for 

character and pleasure, not functionality, it displays unique characteristics reflected in designs and 

products. Additionally, the length of urban logs, typically branching off around ten feet, was noted 

as a factor affecting production. As anticipated growth unfolds at Company A, the company is 

looking to explore biophilic design, a trend in green architecture that focuses on innovative designs 

to increase productivity and performance by integrating nature into workspaces, to continue to 

expand into new markets. Byproducts produced at Company A also have a number of outlets, 

including sawdust for mushroom growers, animal bedding, and others. 
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Figure 17: Custom table offerings at Company A, 

partnering with Caribou Coffee (photo from 

Company A’s website).. 

 

Figure 18: Cutting board stock production at Company 

A (photo from Company A’s website).  

Sourcing and Production 

Company A obtains a majority of their raw material by leveraging relationships with the City of 

Minneapolis (Figure 19). To establish this relationship, many negotiations and meetings were 

required, as well as relationship maintenance and mutually beneficial results, including decreased 

dumping costs for the city and raw material supplies for Company A. Raw materials are sourced 

within a five-mile radius of the facility, where the firm is notified of trees scheduled for removal 

and are given the opportunity to select logs suitable for production, based on species and size. Logs 

are transported to their facility, stacked outdoors, and air-dried for a few months. Sawing is 

outsourced to a Minnesota-based portable sawmill operator, who saws logs at the Company A 

facility. Once sawn, timber is dried using an onsite dehumidification kiln and stored in their 

warehouse (Figure 20). Production occurs at a partnering manufacturing facility that allows for 

high-end, custom work.  

 

Figure 19: Urban logs, drying outdoors (photo from 

Company A’s website).  

 

Figure 20: Live-edge slab inventory (photo from 

Company A’s website).  
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Customer and Pricing 

Residential consumers targeted by Company A are middle-aged, high-income women, who were 

identified through various studies, including one internal customer survey and one study conducted 

by a collegiate student group. It was also determined that Company A custom products are most 

effectively marketed to architects and designers, who often facilitate commercial projects. 

Matching consumer valuation with product price is vital to capturing the target demographic. 

Company A has conducted market research to determine what price the market could bear for stock 

lumber and various custom products in association with consumer willingness to pay. Products are, 

in general, more expensive than those with similar functionality due to higher raw material 

acquisition and labor costs, and Company A products are in line with urban wood industry pricing 

premiums.  

Promotion 

The company leverages a passion for and expertise in marketing to effectively appeal to consumers. 

This success is also facilitated through assistance of a third party marketing professional, as well 

as a stimulating company webpage, fairly extensive public relations, and up-to-date social media, 

including a blog, Facebook, Instagram, and Twitter. Marketing messages put forth on each form of 

media are tailored to the audience on that given platform, stating that “you have to speak to the 

current market and the way that they are getting information” and highlighting a company’s need 

to adapt to changing consumer preferences. To promote their product effectively, Company A 

emphasizes design, quality, and sustainability alongside attributes unique to urban wood grain 

aesthetics. Similarly, a distinguishing marketing strategy utilized by Company A is placing the zip 

code of the location that the tree was harvested from on the end product. Figure 21 depicts the 

information that accompanies each log throughout the production process.  

 

Figure 21: Example of zip code tracking utilized by Company A (photo from Company A’s website).  
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Distribution 

Company A sells mostly custom and commercial products, of which about one-quarter of sales go 

through retail channels. They also offer lumber and accessories at their Minneapolis production 

and retail location, as well as sell online and export small quantities to Canada. 

Summary 

Company A has been effective in establishing key partnerships with the City of Minneapolis for 

supplies of self-selected, quality raw materials, as well as in utilizing production resources like 

Siewert Cabinets and a local sawyer. Focusing on custom orders, lumber, and retail products has 

been effective in capitalizing on various markets, with their target consumers being middle-aged, 

high-income women, architects, and designers. Through implementation of market research, 

Company A has tailored their marketing strategies to drive demand and increase online, retailer, 

and distributor sales. Using word of mouth, social media, a company webpage, and public relations, 

Company A stresses unique product attributes, such as quality and environmental sustainability. 

The company also places the zip code each tree was harvested from on their products to stand apart 

as a high-end, local producer of sustainable urban wood products operating in conjunction with the 

City of Minneapolis.  
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Camp Small: City Operations and Production Networks 

Date: October 16, 2018 

Location(s): Baltimore, Maryland 

Participants: Camp Small Yard Master, Baltimore City Forestry Division 

Camp Small began as a log-dumping site for the City of Baltimore, providing an alternative outlet 

for wood supplies and decreasing costs associated with landfilling. Camp Small has since evolved 

to provide additional value and revenue streams through Baltimore municipal wood sales and 

material utilization. Chips, brush, and logs are sorted and sold from the woodlot to residential and 

commercial consumers at prices per cubic yard, per 100 cubic yards, and per board foot, 

respectively. As anticipated growth occurs, Camp Small will increasingly focus on value-added 

production and efficient operations, including kiln installation, workforce growth, and office 

expansion. The vision for Camp Small is to further establish partnerships as a means to utilize wood 

supplies from the City of Baltimore and bring products back into the community.  

Products 

Camp Small sells primarily chips, brush, and logs, but they are working to expand sales into lumber 

and slab production to increase supply valuation and, ultimately, help create a refined product.  

Sourcing and Production 

The supply of logs at Camp Small comes from the City of Baltimore, from trees cut by municipal 

crews (Figure 22). Educational events have been held for city tree pruning and removal personnel, 

as well as tree care companies, to inform crews on best removal practices for value-added 

production, where challenges were noted surrounding a difficulty in removing trash from the 

supply. Once supplies arrive at Camp Small, they are sorted with the highest value outlet in mind, 

and Camp Small partners with a number of firms to help increase efficiency and salvage the largest 

volume of supply possible (Figure 23). 

Supplies at Camp Small are often made into low value-added products, largely woodchips, because 

there is a steady influx of municipal logs, creating need for inventory management associated with 

space constraints. Logs destined for value-added production are scanned for embedded metals prior 

to pick up by commercial or residential consumers, but logs sent to the chipper are not necessarily 

scanned due to reduced risk of injury. To lessen labor requirements and increase available space, 



 

66 

 

the yard master allows a partnering firm to sort woodchips, who receives the resulting, high-quality 

compost as payment, and Camp Small asks for only 10% of the yield. As the urban wood program 

advances, Camp Small would like to transition to increasingly value-added production. 

 

Figure 22: Camp Small log supply, service road to 

main inventory. 

 

Figure 23: Camp Small woodlot, sorting and storing. 

In the past, Camp Small has partnered with a local sawmill to process supplies of urban logs for 

local projects, including input into the Baltimore Parks and Recreation Center project. For this 

partnership to be effective, the mill and the City of Baltimore (through Camp Small) developed a 

three-year contract to continue efficient production and avoid bureaucratic red tape. Additionally, 

the American Forest Foundation allotted Camp Small a grant that allowed them to purchase a 

Wood-Mizer portable sawmill and advance efforts toward value-added production. Camp Small 

anticipates using the sawmill more frequently by focusing on relationships with partners, like local 

high schools, specifically woodworking classes, where students have previously built community 

gardening boxes using wood from Baltimore trees.  

Customer and Price 

Camp Small customers include Baltimore and commercial consumers, such as mulch firms for 

chips and furniture producers for logs and slabs. Additionally, both citizens and firms benefit from 

annual giveaway days for chips and brush that allow Camp Small to eliminate supply surplus, 

specifically providing Camp Small with a low cost disposal option, as they have paid contractors 

to remove woodchips by the truckload in the past to remain operational. Products at Camp Small 

each have specific, set prices, for example, chips and brush are sold by the cubic yard and logs are 

sold per board foot. A majority of logs at Camp Small are not suitable for high value-added 

production, and for this reason, irrespective of species and consumer end use, there is a flat rate per 

board foot for logs at Camp Small. However, when, for example, a high quality walnut log arrives 

at the yard, pricing may be adjusted to compete adequately within the local marketplace. 
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Promotion 

Promotion at Camp Small is carried out largely through communication with their partners, 

specifically a network of distributors, who were contacted through calls, email, and in-person 

meetings, as well as through Camp Small’s role in the Baltimore Wood Project,2 a highly visible 

effort that works to improve awareness of urban wood utilization efforts. Through educational 

events, national press, and connections, Camp Small promotes messages surrounding sustainability 

and local, urban partnerships. 

Distribution 

Camp Small serves as a retail location of sorts, where consumers can buy products by the cubic 

yard, ton, or board foot.  

Summary 

Camp Small began as a city log-dumping site to decrease landfilling costs, and it has since evolved 

to provide additional value and revenue through municipal wood sales and production. Vital 

operational partnerships at Camp Small have arisen through direct contact and identification of 

opportunities. Chips, brush , and logs are sold at flat rates to firms and citizens to provide an outlet 

for supplies residing at Camp Small, but as operations grow, there is an increasing push toward 

higher value-added production. Alongside direct networking and relationship building, Camp 

Small has offered educational events, for example instruction on best practices for tree removal, to 

increase both usable supply and awareness surrounding urban wood. Additionally, they have 

received national press coverage in conjunction with the Baltimore Wood Project to emphasize 

messages of sustainability and local production. At Camp Small, both operations and marketing 

activities rely on partnerships, which will be particularly important as the potential for additional 

value-added production is considered.   

                                                      
2 The Baltimore Wood Project is a program established in the City of Baltimore to foster innovative utilization of wood 

products traditionally sent to landfills. This project works with two distinct streams, urban and reclaimed wood, to create 

smarter, innovative material management initiatives. Camp Small and operations at Humanim operate within the 

Baltimore Wood project scope to reduce landfill waste, create jobs for employees with barriers to employment, reduce 

municipal costs and increase revenues, offer green materials and artful products, restore land and watersheds, and others 

(The Baltimore Wood Project, 2019).  
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Humanim Employment, Details Deconstruction Supply, and Brick + Board Sales  

 

The City of Baltimore has pursued a number of avenues to address urban blight, an issue to be 

tackled in the Maryland and Baltimore City plans. After participating in a pilot program 

implemented by the City and ironing out effective operations over a number of years, a model for 

successful reclaimed wood production arose in Baltimore with potential for scalable replication in 

other post-industrial cities across the US. This model involves a three-pronged approach to 

community betterment that provides jobs, addresses urban blight, and generates revenue. 

Operations involved include Humanim for employment opportunities, Details Deconstruction for 

raw material supplies, and Brick + Board for product sales (Figure 24). Humanim is a social 

nonprofit that employs disadvantaged workforces, often individuals reintegrating into society from 

the criminal justice system. Both Details Deconstruction and Brick + Board employ their workforce 

through Humanim, serving as social enterprises. Details Deconstruction provides building removal 

services to the City of Baltimore with the intent of diverting raw material supplies from landfill, 

and using raw materials acquired from Details Deconstruction, Brick + Board provides commercial 

consumers with valuable reclaimed wood products. Through reclaimed wood production, 

Baltimore has established a scalable production model to help address urban blight through 

employment opportunities, building removal and raw material salvage, and product sales. 

 

Figure 24: Reclaimed wood production model utilized in Baltimore with potential scalability across the US. 

A social enterprise, employment of a 
disadvantaged workforce

Deconstruction of blighted 
homes, supply raw materials 

to Brick + Board

Retail operation, helps 
make business model 
economically feasible

Date: October 17, 2018 
Location(s): Baltimore, Maryland 

Participants: VP Humanim 
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Products 

Brick + Board primarily re-processes and sells custom ordered cladding and flooring of various 

species and aesthetics, typically cut to length and sold rough planed with no finish (Figure 25 and 

Figure 26). Room & Board, an upscale American furniture production firm, sources products from 

Brick + Board for a high-end furniture line, where each product is named after streets in Baltimore 

where rowhouses were taken down. Finally, byproducts from operations are combusted to generate 

heat, thus avoiding landfilling.  

 

Figure 25: Brick + Board product offerings.  

 

Figure 26: Brick + Board inventory. 

Sourcing and Production 

Removal of a significant number of buildings has been written into the Baltimore city plan to 

address urban blight, but to remain a viable option, deconstruction must be cost competitive with 

demolition to obtain city contracts. Details Deconstruction won a bid for a pilot city structure 

removal program, and from the success of the pilot, they have been able to bid on a large-scale, 

social impact projects. Details Deconstruction has since solidified a strategy for obtaining a steady 

flow of projects from the state and has established a scalable, three-pronged production process, 

partnering with both Humanim for labor and Brick + Board for production and retail operations. 

Major issues associated with scalability included bureaucratic red tape and operational complexity 

associated with employees, equipment, and financing.  

Production at Brick + Board is carried out using raw material supplies provided by Details 

Deconstruction, the most common of which is yellow pine derived from Baltimore buildings in the 

form of flooring, joists, posts, or cladding (Figure 27). Production involves removal of old finishes, 

rough planning, and cutting materials to length (Figure 28).  
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Figure 27: Deconstructed flooring, including nails, 

as raw material supply for production. 

 

Figure 28: Raw material preparation at Brick + Board. 

Customer and Price 

Details Deconstruction has primarily sought out deconstruction contracts from both the City of 

Baltimore and state of Maryland. Brick + Board utilizes raw material supplies from Details 

Deconstruction for production and sells their products to commercial consumers and wholesalers 

in eighteen different states, including California, Texas, Oregon, Pennsylvania, Missouri, New 

Jersey, and others. Pricing is variable and tailored to individual projects. 

Promotion 

Social capital and community betterment are central messages at Humanim and reflected in 

operations at both Details Deconstruction and Brick + Board. For effective promotion, each 

leverages a network of connections, an informative webpage, Instagram presence, and word of 

mouth or visibility associated with community transitions to promote the benefits of deconstruction 

and subsequent reclaimed wood production. Humanim, Details Deconstruction, and Brick + Board 

are all partners with the Baltimore Wood Project, which provides project visibility and 

collaborative, community based efforts. When entering into a community, Details Deconstruction 

works to educate citizens on the benefits of deconstruction, including the integration of green 

spaces. Changing the aesthetic and providing urban green space cultivates community pride and 

push toward regrowth. For example, sixty houses were taken down to create the Eager Street Park, 

where at the time of removal a majority of surrounding homes were vacant. Since these changes 

were implemented, all homes have been filled or will be, and the area is in a transitional state, 

implementing improvements such as community gardens.  

For promotional messaging, significant importance is placed on social involvement, and 

sustainability was identified as a secondary factor resulting from production with raw materials 

gathered through community betterment and employment opportunities. Humanim, and, thus, 
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Details Deconstruction and Brick + Board, works to provide intermediary employment and 

experience to a disadvantaged workforce as they proceed to a future career, ideally within two to 

three years. In the past six years, they have hired nearly 200 individuals, not only offering a 

workplace but additional opportunities for success, like financial stability training and match 

savings programs. Additional prospective programs include potential for a partnership with Habitat 

for Humanity for housing after three years of employment, as they transition into the next job.  

Distribution 

Brick + Board currently has no retail space, but products are sold wholesale and directly to 

consumers. For this reason, networking opportunities are vital to capture consumer demand. Their 

sales manager is highly focused on the importance of fostering connections, and he frequently 

travels to identify where new projects are located to break into other networks. Additionally, 

through connections made by the US Forest Service’s Baltimore Wood Project, Brick + Board 

entered into a valuable partnership and sells directly to Room & Board, a furniture company. 

Summary 

To address urban blight in Baltimore, a three-pronged model for reclaimed wood production 

emerged, which has notable potential for replication in other post-industrial cities across the US. 

Humanim provides a socially empowering stream of employment, Details Deconstruction 

generates raw material supply for production, and Brick + Board produces and sells reclaimed wood 

products to consumers. Messages of community betterment and employment opportunities are 

central to Humanim, Details Deconstruction, and Brick + Board promotional materials, and these 

are stressed on each webpage and social media, as well as through visible community transitions 

and partnership with the Baltimore Wood Project. The established model for reclaimed wood 

production in Baltimore provides a unique approach to addressing urban blight by creating jobs 

and fostering local economies through structure removal and sale.  
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Company B: Production of Maryland Wooden Countertops  

Date: October 17, 2018 

Location(s): Arbutus, Maryland 

Participant(s): Co-owner 

Company B is an urban wood production firm located outside Baltimore, Maryland, whose 

founders have previous experience as contractors in the granite countertop industry, sparking the 

company’s business model. Raw materials include traditionally sourced lumber; occasional 

reclaimed wood, primarily high quality, unique materials, like heart pine; and urban wood sourced 

from local tree care companies, municipal governments, or landowners. Urban wood production 

requires additional sawing and drying when compared to traditional lumber, but it provides unique 

aesthetics, quality raw material, and sentimentality that Company B passes onto consumers. 

Operations at Company B are centered on wooden countertop and tabletop production, emphasizing 

consumer selection and custom offerings. Through an established network, consumer engagement, 

and custom designs, Company B has established a business around utilization of an undervalued 

resource for wooden counters in the Baltimore area.  

Products 

At Company B, products can be divided into commercial, residential, and furniture. Production 

occurs only against firm orders, with no intentional stock production. Cutting boards and stickers 

for drying are produced with salvageable byproduct, and the remaining supply is burned to reduce 

waste volume.  Production is centered around countertops or tabletops, incorporating epoxy and 

wood shavings into products, as well as mechanical design features that allow the wood to expand 

and contract without warping or cracking over time. To maximize yield, Company B produces live-

edge slabs that display the natural shape and characteristics of the tree (Figure 29). Finished 

counters can be whole slabs or bookmatched (adjoining surfaces produced from the same piece of 

wood, providing a mirrored look for counters).  
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Figure 29: Company B slab inventory.  

Sourcing and Production 

There is an ample supply of urban logs available for Company B, as they are located outside 

Baltimore, which provides them with access to a variety of sourcing streams and receive calls daily 

for log pickups. Currently, approximately 40% of the firm’s production involves urban logs, but 

they have an established 2020 goal for production with exclusively Maryland urban timber. Raw 

material acquisition is achieved by establishing and maintaining relationships with tree care firms, 

where Company B typically picks up logs using a dump truck and trailer.  

Company B’s log yard has approximately 250 logs ready to cut, and their in-process inventory 

includes approximately 30,000 bf in slabs air-drying in their barn facility north of Baltimore, where 

overall inventory space has been noted as an inhibiting factor. Operations occur at two locations, 

but efforts are being made to consolidate and refine production as operations grow, including 

potential for retail showroom integration, offices, and a vacuum kiln upgrade. For production, a 72’ 

x 20’ mill is operated in conjunction with other equipment, providing the capacity for sawing large 

logs and facilitating projects of virtually any size. Once sawn, slabs are air-dried before being sent 

to the second production facility in Arbutus, where material is kiln-dried (Figure 30), processed 

(Figure 31), and finished.  

In the past, Company B entered into partnerships with local sawmills to facilitate large-scale urban 

lumber production, but these partnerships did not continue due to conflicting industry objectives, 

namely standardized vs high-end production. Additionally, at one point, Company B was providing 

sawmilling and drying services for other firms, but they have since discontinued such practices. 

Company B is working to streamline operations and grow their capacity, while maintaining a close 

relationship with their consumers.  
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Figure 30: Company B kiln, allows for scalable 

production. 

 

Figure 31: Company B’s Wood Wiz slab surfacing 

machine. 

Customer and Price 

Company B appeals to residential and commercial consumers, ranging from individual customers 

to large firms. Consumer awareness was noted as a challenging aspect of urban wood sales, 

specifically lack of consumer knowledge of the benefits of urban wood products and willingness 

to pay premium prices. Timber produced at Company B is graded using an internal scale, which 

facilitates a pricing structure. Pricing of custom pieces is variable, often adjusted in alignment with 

species, markets, and labor requirements. It was also noted that Company B plans to install a 

vacuum kiln in the near future, reducing lead times and enhancing production efficiency. This will 

help the firm close the gap between pricing of traditional and urban wood products, hopefully 

motivating consumers to purchase unique, sustainable, and quality urban wood products.   

Promotion 

A variety of marketing tools are implemented at Company B, a majority of which leverage word 

of mouth, social media, and the company webpage. Innovative techniques associated with online 

marketing are employed, working to direct consumers to their webpage to peruse products. 

Company B is also working to expand with an additional showroom and potential retail space. 

When the company started operations, significant funding was allocated to marketing efforts to 

drive demand and create awareness. Efforts have since transitioned to maintaining relationships 

with their network of partners and customers, made possible through interpersonal communication. 

Company B messaging includes largely custom, quality, and aesthetically pleasing wooden 

countertops or tabletops. Quality is one of the most frequently emphasized product attributes, 

stressing durability and the incorporation of designs to mitigate cracking associated with expansion 

and contraction of reaction wood. Historic information and pictures associated with urban trees are 
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given to consumers to provide additional value associated with emotional and historic ties to the 

community. A message of ‘doing the right thing’ in purchasing a traditionally underutilized 

resource, as well as resulting sustainability benefits, is also stressed in marketing materials.  

Distribution 

Sales are largely direct to consumer, and Company B strives to help the consumer throughout the 

entire purchasing process, from ordering to installation. They currently do not have extensive retail 

space but are hoping to expand as operations grow. 

Summary 

Company B is an urban wood production firm operating outside Baltimore, Maryland, with a 

business model that mimics the granite counter top industry. Consumer-selected, custom wooden 

countertops and tabletops are sold directly to residential and commercial consumers with offerings 

like mechanical design elements and epoxy resin. Pricing is variable and reflective of custom 

production, and efforts have been put forth to make the prices of traditionally sourced wood and 

urban wood projects more comparable. Promotion is carried out through a company webpage and 

social media, primarily stressing messages of quality and durability. Company B provides 

consumers with a specialized product line produced with urban wood resources, placing heavy 

emphasis on customizability.  
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Virginia Urban Wood Group: Facilitating Urban Wood Utilization Statewide 

Date: October 18, 2018 

Location(s): Charlottesville, Virginia 

Participants: Virginia Department of Forestry, Virginia Urban Wood Group  
 City of Harrisonburg Representative  

 City of Woodstock Representative 

The Virginia Urban Wood Group operates as a statewide member network, with the purpose of 

advancing urban wood salvage and production, specifically “to promote the improved marketing 

and utilization of urban and small acreage trees as a viable part of Virginia’s forest products 

economy” (Virginia Urban Wood Group, 2019). To achieve more effective raw material 

management and economic growth, the Virginia Urban Wood Group works to educate city 

personnel and connect producers, where they have established an urban wood firm database 

available on their webpage (Virginia Urban Wood Group, 2019). The Virginia Urban Wood Group 

also provides their members with a variety of resources on how to effectively begin, sustain, and 

grow an urban wood operation.  

The Virginia Urban Wood Group facilitated a meeting with two of their members to help gather an 

understanding of urban wood utilization in smaller cities and towns, specifically Harrisonburg and 

Woodstock, Virginia, with populations of approximately 50,000 and 5,000 people, respectively. 

Gathering insights into the compressed economies of scale present in smaller towns and discussing 

the experiences of individuals responsible for urban log salvage efforts helps to understand and 

navigate bureaucratic relationships. The Virginia Urban Wood Group representative noted the 

importance of urban log salvage, stating that urban trees are only considered an asset before being 

felled and are otherwise considered a liability. For proper resource management, it is vital that city 

governments comprehend the value urban logs have as a raw material for production of value-

added products, or even firewood and bioenergy. Ultimately, Parks and Recreation departments 

were noted as a primary contact regarding municipal involvement in urban wood production, 

incentivizing the discussion with representatives from Harrisonburg and Woodstock to discuss 

operations and barriers.  

City of Harrisonburg, Virginia 

Discussing operations with the employee responsible for pioneering Harrisonburg’s urban log 

salvage initiative provided unique insights as to how the program began and was implemented. 
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Harrisonburg recently launched a citywide initiative to promote urban forestry, with specific focus 

on storm water management. However, additional urban forest resource management became 

necessary in conjunction with EAB infestation of Harrisonburg’s ash trees. Logs from downed trees 

were sent to a brush pile for firewood production, but it was evident that there were alternative, 

higher value-added uses for such urban logs. Through partnership with other departments, an urban 

wood utilization program developed by selling logs on a public service overflow website, noting 

that the State of Virginia mandates that public operations cannot give away materials.  

Once they were able to salvage logs effectively, they recruited the services of a local band mill and 

sought out a variety of production firms to purchase raw materials for higher value-added 

production. Connecting local craftsmen in the area helped to facilitate an urban wood industry in 

Harrisonburg, because the means were present but the connections were not yet made. Several 

events have been conducted, including logs sawing events to raise awareness regarding their 

production potential, participation in the Sustainability Week in Blacksburg, press releases, and a 

showing of the documentary Felled3 in a local movie theatre. 

City of Woodstock, Virginia 

Although it is a smaller town, operations are in Woodstock are still relatable to other urban wood 

salvaging efforts. Cost remains an important factor in creating efficient operations, where salvaging 

decreases landfill dumping costs. City representatives noted the importance of building a network 

for utilization of urban logs to their highest potential, often sending various parts of trees to different 

firms, as per each company’s requests. The City of Woodstock’s size allows employees to discuss 

sustainability across departments and collaborate with the Tree Board of Woodstock, providing 

opportunities often not available in large cities. The Tree Board works to promote sustainability 

through efforts toward compost, planning, and others. In 2011 and 2013, urban tree canopy 

assessments were conducted and provided the city with the ability to monitor tree removals, 

although few are conducted annually.  

Outlining an urban tree canopy plan is vital to urban forest maintenance, but it is also important to 

explain to citizens why trees are removed and what is being done with them. There have been both 

internal and pubic receptivity issues associated with the program and general urban tree removal, 

and for this reason, Woodstock has had EAB experts visit the community to explain why trees need 

                                                      
3  http://www.felledthemovie.com/ 

http://www.felledthemovie.com/
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to be removed, which has changed the conversation focus from problems to drafting solutions. 

They additionally hold open meetings, offer student engagement opportunities, and hand out flyers.  

Local sawmills and artisans are outlets for urban logs in Woodstock, where the city also promotes 

industry collaboration for production with urban wood raw materials. Because woodworkers are 

typically unavailable during business hours, the city implemented networking events to provide 

synergy and facilitate success. The ultimate goal of production with trees in Woodstock is to 

emphasize the ‘legacy of the tree,’ whereby end of life is not reached when the tree dies but 

continues to serve at its highest purpose.  

Summary 

The Virginia Urban Wood Group’s objective is to advance urban wood programs to allow for better 

resource management and economic growth associated with production (Virginia Urban Wood 

Group, 2019). The Virginia Urban Wood Group accommodated a meeting with representatives 

from the City of Harrisonburg and City of Woodstock, noting that Parks & Recreation Departments 

can serve as a primary point of contact for initiating municipal urban wood salvage efforts and 

collaboration between departments. In both Harrisonburg and Woodstock, city governments help 

to foster relationships between local mills and craftsmen to facilitate value-added production with 

urban logs. Both cities have incorporated urban log salvage to promote sustainability in their 

communities and decrease landfilling. Ultimately, the Virginia Urban Wood Group helps to 

facilitate and promote urban wood utilization statewide, providing cities and producers with the 

tools to achieve industry growth. Their successes in promoting upcycling and utilization of urban 

trees is depicted through efforts of both the City of Woodstock and City of Harrisonburg.  
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Company C: Urban Lumber Supplier in Rural Virginia 

Date: October 16, 2018 

Location(s): Montpelier, Virginia 

Participants: Co-owner  

Company C, an urban wood production firm operating in Montpeiler, Virginia, produces wood 

slabs using logs salvaged from trees in the Richmond area. The company is listed in the Virginia 

Urban Wood Group company directory, and they have undergone a variety of transitions to find 

their most effective operating procedures, similar to any small business establishing themselves 

within the market. Company C has entered into strategic partnerships that complement their 

capacities, and the largest challenge to raw material procurement was identified as difficulties in 

coordinating with the City of Richmond. Once raw materials have been processed, Company C 

sells unfinished wooden slabs to craftsmen at their retail location, emphasizing quality, 

sustainability, and unique raw material attributes.  

Products 

Company C primarily focuses on production of unfinished, live-edge slabs of various species and 

sizes, and byproduct is given away as firewood (Figure 32).  The firm partners with a metal 

fabricator to produce finished products when specifically requested, largely in the form of 

countertops, bar tops, and tables (Figure 33).  

 

Figure 32: Unfinished product offerings available to consumer 

 

Figure 33: Finished live-edge table, 

produced in partnership with local 

metal fabricator 

Sourcing and Production 

Company C sought out the services of local tree care companies, who were quite receptive to the 

idea of urban wood utilization and diminished disposal costs. A majority of Company C supply is 
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free and picked up by staff using a crane and truck. It was noted that sourcing urban logs has 

significant challenges, including the inability to control raw material supply, illustrated by periods 

of extreme weather events in 2018, which resulted in an oversupply and an inability to divert many 

of the logs from underutilization. Sourcing difficulties were also present surrounding bureaucratic 

operations in the City of Richmond, particularly in communication lapses as city employees change 

positions and responsibility changes hands.  

Production occurs at two facilities, where sawing occurs at one production facility and kiln drying 

and finishing at another. Once logs have been sawn, they arrive at the production facility to air-dry 

and are subsequently kiln dried in a 2,200 bf capacity dehumidification kiln (Figure 34). Slabs are 

then sent through a slab surfacing machine (Figure 35) to flatten the surfaces, and unfinished 

products are stored for sale. On occasion, products undergo further processing, for example filling 

with resin and finishing to consumer specification. As operations grow, Company C has identified 

a need to streamline production, by moving all manufacturing operations into one facility and 

expanding storage space.  

 

Figure 34: Company C’s 2,200 bf capacity kiln. 

 

Figure 35: Surfacing and finishing machine at 

Company C.  

Customer and Price 

Company C customers primarily consist of craftsmen that purchase dried and processed slabs as 

raw material, and they have experience partnering with architects and designers, noting the 

importance of networking to build and sustain relationships. Pricing at Company C varies between 

species, size, attributes, and finish, but products are considered affordable and largely comparable 

to market price.  
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Promotion 

Company C has been successful in reaching consumers using personal connections and word of 

mouth, their website, and social media, specifically Instagram and Facebook. Other promotional 

platforms, such as craft festivals, have been explored in the past, and organizing educational events 

has been considered, noting potential through the Virginia Urban Wood Group. As product 

awareness increases and operations grow, Company C anticipates expansion into additional 

products and custom work, as well as an in-town showroom and retail location, providing the 

opportunity for interpersonal communication. Finally, Company C appeals to consumers with 

messages surrounding sustainability, quality, and the fact that “uniqueness is what makes it 

possible: you buy and sell the character.” 

Distribution  

Company C products are sold to consumers at their production facility, which functions as retail 

location, and direct sales are used for custom products. A majority of the unfinished product is 

picked up from the production facility by customers, and slabs are sometimes sold in bulk. As 

operations expand, Company C hopes to open an in-town retail location.  

Summary 

Company C operates as an urban wood production firm in Montpelier, Virginia, with potential for 

significant expansion of both capacity and product offerings as they further establish partnerships 

in the Richmond area. The Virginia Urban Wood Group has identified Company C in their 

company directory as a slab producer that provides craftsmen with the opportunity to create their 

own unique projects. Sustainability, quality, and raw material character are promoted to influence 

sales at their production facility, and messages are relayed largely via the company webpage and 

social media. Company C operates in the Richmond, Virginia, area as a supplier of unique, urban 

wood slabs to craftsmen at affordable prices.  
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Company D: History and Leveraging Economies of Scale 

 

Operations at Company D began in 1970 and are centered in revitalizing and preserving historic 

resources, specifically structural components made from longleaf “heart” pine, and occasionally 

bald cypress. These species provided the backbone for American cities throughout the east coast. 

Longleaf heart pine historically grew in the deep South as long, straight, and thin trees that were 

harvested and sent to New England, the hub of American manufacturing from 1860 to 1900. High 

demand for longleaf heart pine lead to overlogging and nearly drove it to extinction, but supply can 

be found in circulation today as reclaimed materials. Company D obtains their raw materials from 

deconstructed buildings throughout the country, searching for material with the highest tensile 

strength from 100- to 300-year-old slow growth trees. Leveraging their unique supplies, Company 

D is able to stand as a high capacity producer of wholesale reclaimed lumber and has contributed 

to notable projects like Colonial Williamsburg restorations and custom built homes. The company 

uses a proprietary grading system to help consumers distinguish between products and facilitate a 

pricing structure. Messages surrounding raw material historic significance and quality are promoted 

using word of mouth, a webpage, and brochures. Ultimately, extensive inventories, quick lead 

times, historic emphasis, and international reach are important to Company D’s business 

operations.   

Products 

Company D engages in high value-added production in a variety of forms, ranging from supplying 

materials for historic restorations in Colonial Williamsburg to custom built homes, requiring sale 

of beams, trim, windows, and doors. Additionally, Company D manufactures lumber for wholesale, 

but other products and custom accommodations are made for consumers willing to pay for 

additional value-added products, including beams, mantels, flooring, and moulding (Figure 36).  

Date: October 18, 2018 

Location(s): Richmond, Virginia 

Participants: Employee 
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Figure 36: Product inventory at Company D.  

Company D utilizes a self-developed grading system that determines pricing and helps direct 

consumers to specific product categories for sale, including Select, #1 Grain, #2 Grain, and Select 

End Grain in addition to offerings like Spruce and Antique Old Growth Fir (Figure 37). Due to the 

vast inventory contained in on-site warehouses, lead time is approximately two weeks for consumer 

specified projects, a fairly quick turnaround for urban and reclaimed wood operations. Sawdust 

byproduct is sent to a horse stable partner for bedding, allowing minimal material to be discarded.  

     

Figure 37: Lumber grades offered at Company D, as per their firm brochure.  

Sourcing and Production 

Company D previously participated in deconstruction, but they slowly transitioned to partnering 

with demolition contractors to focus on core competencies and ensure adequate supplies of high-

quality heart pine, paying a price premium in exchange for raw materials. According to the 

representative interviewed for this project, beams displaying an off-centered ‘heart’ are more 

valuable and sought after, because they are less subject to cracking and allow for higher production 
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yields. Because there is a dwindling supply of high-quality heart pine, Company D only sources 

from reputable, knowledgeable firms who will effectively deliver materials. Company D pays 

deconstruction firms upon delivery and inspection, deducting damaged goods from the final price. 

Production occurs in a repurposed facility that resides on thirty acres of land, some of which has 

been contracted out as external warehouse space. Inventory is extensive, requiring three 

warehouses to store stacked and sorted reclaimed wood from numerous locations across the US. 

Prior to production, wood is pressure-washed to remove potentially toxic paints. Wood is resawn 

in a facility with a sawmill capacity of approximately a truckload a day. Product is then sized to 

consumer specification and prepared for distribution (Figure 38).  

  

  

Figure 38: Manufacturing at Company D, sawmill and refining. 

Customer and Price 

At Company D, customers at are quite variable, but the company does not often sell directly to the 

end user. Instead, they largely conduct business with distributors, wholesalers, or architects. 

However, when consumers are willing to pay a premium for custom products, they will work to 

accommodate individual consumers. Because Company D often conducts large volume sales, they 

utilize proprietary grades for lumber and flooring to set a standardized price (Figure 37).  
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Promotion 

Company D marketing platforms include utilization of social media, a company webpage, 

brochures, and word of mouth. The Internet has helped foster partnerships vital to sourcing and 

distribution, and social media and webpage presence has helped increase market reach at Company 

D. Updates, product offerings, certifications, and company information are published to provide 

customers with information on reclaimed wood and the company. Information on product offerings 

includes available products, but consumers must directly contact the company for final sales and 

specifications.  

Messaging stressed by Company D includes historic significance, quality, and unique aesthetics. 

Supply at Company D originates in shipyards, warehouses, homes, and other structures, offering 

consumer value through historic attributes. For example, historic value to consumers can be 

associated with raw materials from a specific source, water wear, bullet holes, and others. Quality 

and aesthetics are also messages emphasized at Company D, where heart pine changes aesthetically 

over time and displays nail holes or other desirable features, depending upon the raw material 

source. For example, some consumers will purchase two to four times the necessary material 

(product is sold with mixed aesthetic based on grade) to ensure that they can achieve the specific 

weathered look desired.  

Distribution 

Company D partakes in wholesale distribution alongside direct sale to individuals and architects, 

depending on the project. Products are also sold and distributed overseas through partnerships with 

brokers. Their product is packed, loaded in containers, and exported (Figure 39), with common 

destinations being Asia and Europe. These markets are often more profitable than domestic sales, 

as willingness to pay premiums is higher.  

 

Figure 39: Product destined for export. 
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Summary 

Company D operates as an international producer of longleaf “heart” pine, which can only be found 

in supply streams today as reclaimed material. The company purchases raw materials from 

nationally operating deconstruction firms to obtain quality materials with the highest tensile 

strength. An extensive on-site inventory allows the company to operate as a high capacity producer 

of lumber, beams, mantels, and flooring with minimal lead times. Company D has implemented a 

three-tier grading system, based on weathering and aesthetics, to help streamline consumer 

purchasing and to provide structured pricing to wholesalers, distributors, architects, designers, and 

residential consumers. Company D utilizes personal relationships, word of mouth, print materials, 

a webpage, and social media to promote the historic significance of their selectively curated 

inventory, the quality of both their products and raw materials, and the unique aesthetics brought 

about through years of wear. Company D is a reclaimed wood producer that leverages unique, 

historic supplies of longleaf heart pine to offer international consumers self-graded products with 

quick lead times.   
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Company E: Mass Customization in Seattle 

Date: November 29, 2018 

Location(s): Seattle, Washington 

Participants: Owner 

Company E is a high capacity reclaimed wood production firm operating off the Puget Sound in 

Seattle, Washington, whose raw materials are reclaimed from a variety of sources, such as the 

Moran Ship Builders, Aloha Lumber Company, Seattle-based deconstruction firms, and others. 

Operations began in the 1980s with exports to Japan, and the company has since transitioned to 

produce primarily furniture and tables. Company E works to ensure products are made to customer 

specification, centering operations around a mass customization model to tailor their product’s size, 

base, and finish. Company E provides consumers with tables that offer historic appeal and 

personalized beauty.  

Products 

Products offered at Company E primarily consist of furnishings and fixtures for home, office, 

hospitality, and retail space. Tables are a staple product at Company E, emphasizing family 

experiences and values built around the table (Figure 40). To contribute to a more personalized 

experience, products are produced using a mass customization model, where consumers tailor table 

size, base, and finish to their specifications (Figure 41). Tables are offered in 6, 7, and 8-foot long 

options, and there are several metal base offerings and finishes that bring out the natural character 

of the wood and reinforce a rustic aesthetic. Beyond tables, Company E produces chairs, bar tops, 

shelving, barn doors, and other products. One challenge noted is the lack of a grading system or 

standard by which both producers and consumers can categorize products. Conversely, variable 

raw material attributes and unique aesthetics provide differentiation and allow for pricing 

premiums.  

 

Figure 40: Production, 

tabletop gluing. 

 

Figure 41: Final product at Company E, depicting steps 1 (size), 2 (base), and 3 

(finish). 
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Sourcing and Production  

Sourcing at Company E is made possible through established relationships with deconstruction and 

demolition firms. The company contacts firms directly to arrange material repurpose, primarily 

industrial beams, from buildings removed in the Seattle area and throughout the Pacific Northwest. 

However, it was noted that the lack of a manageable supply pipeline stands as an inhibitor to 

industry growth. Once supply arrives at the Company E facility, it is processed and glued into tables 

(Figure 40). 

Customer and Price 

Company E has consistently focused on high value-added products made with reclaimed wood, but 

consumer focus has transitioned from exporting to Japan to domestic residential and commercial 

consumers. Approximately half of the company’s business is conducted with residential consumers 

and half with bars and restaurants. Architects and designers often seek out Company E products as 

well, frequently purchasing high volumes. A mass customization pricing structure is implemented 

at Company E to account for various attributes, and custom work is priced in accordance with labor 

requirements and raw material acquisition costs. 

Promotion 

Company E utilizes a showroom to display product offerings to consumers, as well as a company 

webpage, word of mouth, and social media, like Instagram and Facebook, noting how such 

platforms are well suited to depict the unique attributes of reclaimed wood products. Primary 

messages emphasized are quality and historic significance, stating that products highlight “the 

beauty, history, relevance, and conversation begging to be told through the marriage of steel to the 

wood.” Company E also provides customers with a brief history of the raw material used for 

production, including pictures and videos of the buildings where supplies originated. Company E 

also highlights shared experiences around the table, assuming consumers recognizing the 

significance of shared experiences with family and friends. 

Distribution 

Distribution at Company E is carried out largely via direct sales to consumers and wholesale. The 

company has exporting experience to Japan and still offers international shipping.  
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Summary 

Company E is a Seattle-based reclaimed wood production firm that offers high-end furniture crafted 

using raw materials from a variety of historic sources. The company primarily produces tables and 

employs a mass customization model that allows consumers to tailor their product’s size, base, and 

finish, adding to the personal experience. Messages of quality production and historic significance 

are promoted using word of mouth, a company webpage, and social media to incentivize residential 

and commercial consumers to purchase their products, often conducted via direct, wholesale, and 

online sales. The mass customization model utilized at Company E makes high capacity operations 

possible and helps to facilitate sales of tables with historic appeal and personalized beauty.  
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Company F: High-End Production and Export  

Date: November 29, 2018 

Location(s): Seattle, Washington 

Participants: Sales Employee 

Company F is an urban wood firm based in Seattle, Washington, with domestic and international 

sales. Because trees are exposed to conditions ideal for growth in Seattle, including the climate and 

lack of competition, Company F has access to a consistent log supply of sizes not typically seen 

within the urban wood industry. A majority of raw materials utilized for production are sourced 

within a 20-mile radius of Seattle, working to salvage trees that need to be removed due to hazard, 

development, or declining health. Products at Company F are hand-crafted in Seattle by artisans to 

provide unique products with natural aesthetics. The company has showrooms in both Seattle and 

San Francisco to display their products, which primarily consist of high-end furniture. Because the 

company is focused on operating as a high-end producer, prices are set accordingly at a premium 

to reflect intangible attributes that appeal to consumers, including product quality, local production, 

unique raw materials, and environmental sustainability.  

Products 

Large, unfinished slabs are displayed in the showroom; however, Company F almost exclusively 

produces furniture, primarily to custom specifications (Figure 42). They work to meet industry 

design trends and demands, for example the current desire for live-edge furniture and frequent 

utilization of bookmatching (Figure 43). Company F also offers custom treatments, such as 

“ebonized maple,” to ensure consumers are satisfied. On select products, Company F will fill 

blemishes in the wood with resin; however, they caution customers against incorporating large-

scale resin fills into their products due to the likelihood of warping or damage over time. In this 

regard, Company F prides themselves in producing quality, durable products.  

 

Figure 42: Company F Seattle showroom. 

 

Figure 43: Company F’s conference table. 
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Typical lead times at Company F range from 6-8 weeks. For specific, custom projects, consumers 

can request from inventory that has only been air dried and not sanded. Customers can browse their 

materials inventory online, and when they have selected raw materials for their product(s), a deposit 

may be required, as production can occur up to a year later. As anticipated growth occurs, they are 

considering expansion of product lines into increasingly repeatable designs to provide consumers 

with standardized products. Repeatable designs often incorporate traditionally sourced woods in 

the back and underparts to help lower the price for the end consumer. 

Sourcing and Production 

To ensure a steady supply to meet consumer demand, including international sales, Company F 

maintains relationships with a diverse supplier base in Seattle, particularly homeowners and local 

tree care firms. Both homeowners and tree removal firms are provided with reimbursement, often 

in the form of a finder’s fee. Homeowners are also given the option for reimbursement in the form 

of furniture, and because there is often an attachment to the trees from their yard, approximately 

half choose furniture reimbursement over monetary payment. However, Company F requires that 

trees be cut down for reasons other than for their timber value, since the company does not want to 

incentivize removal. Company F offers a variety of species and handles virtually all aspects of 

production, including sawing, drying, machining, and finishing. A metal fabricator is contracted to 

produce bases for Company F’s furniture.  

Customer and Price 

Company F primarily conducts business-to-business (B2B) sales, working with dealers and 

designers to appeal to a commercial consumer base. Because a majority of their products are custom 

orders, pricing is variable, but overall, Company F operates as a high-end producer, and customers 

are willing to pay high premiums for their products. Significant growth is anticipated at Company 

F, particularly in the commercial segment of their market. For example, as big companies like 

Amazon move to Seattle, economic growth and disposable income follow. Similarly, as urban 

growth in Seattle occurs, they have noted variable consumers, contrasting between older, high 

income consumers and young, millennial professionals with families.  

Promotion 

In Seattle, Company F has a showroom to display product offerings and speak with consumers. 

The showroom is clean, bright, and spacious, and salespeople are welcoming and informative, 

answering consumer questions and advising in project design. Company F’s established 
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relationships with designers and dealers have been important in driving demand, along with their 

company webpage and social media. Events like auctions have also been used to raise awareness 

of product offerings, collaborating with a dealer and donating a table to allow clients to see their 

work. Company F offers a five-year warranty on their products’ manufacturing and a three-year 

warranty on finishing. Additionally, when growing as a firm, Company F received a fair amount 

of press, largely because they were the first to establish a salvaging model in Seattle. They continue 

to receive press and exposure in relevant magazines.  

Challenges have been noted in articulating the value of urban wood, particularly as it relates to the 

price premium at Company F, taking raw material attributes and craftsmanship into account. To 

best appeal to consumers, Company F utilizes messages of ‘handcrafted in Seattle,’ design, 

sustainability, and quality. Because it is difficult to promote local production outside Seattle, 

product quality and exclusivity are emphasized throughout the US and internationally.  

Distribution 

Company F operates in all regions of the US and internationally, shipping products that are fully 

insured by third party carriers. In Seattle, customers can purchase pieces off the showroom floor, 

however because products are typically made to order, this is not very common. In the US, the 

company maintains a relationship with a dealer with national reach. Company F works with a 

shipping broker for international orders, but export sales are not conducted on a mass scale, 

accounting for less than 5% of overall business. Company F typically handles distribution for only 

half of the international orders, and in most cases, the customer arranges shipment, often through 

consolidation. Sales are also conducted online via their company webpage, facilitated through 

nationally based sales representatives. 

Summary 

Company F is an urban wood production firm operating out of Seattle with access to raw material 

supplies of sizes not typically seen within the urban wood industries due to the ideal climate and 

minimal competition. The company utilizes a company webpage, word of mouth, public relations, 

and social media to reach consumers and promote handmade, Seattle furniture production alongside 

quality, design, and sustainability. Products are sold using dealers, online sales, and brokers, who 

often assist in facilitating export overseas. Company F has driven commercial demand domestically 

and internationally by offering high-end, quality products at significant price premiums.   
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Company G: Softwood Furniture Production and Customer Service 

Date: November 29, 2018 

Location(s): Seattle, Washington 

Participants: Managing Partner 

Company G is a family-owned and operated reclaimed wood firm located in Seattle, Washington. 

Raw materials consist of largely old growth Douglas fir from deconstructed buildings or 

warehouses throughout the Pacific Northwest. Company G primarily sells handmade, custom 

furniture at affordable prices directly to residential consumers by promoting messages of local 

production, sustainable raw material utilization, and exemplary customer service.  

Products 

Company G products primarily consist of custom furniture, largely softwood tables and benches, 

made from reclaimed wood acquired in the Pacific Northwest, consisting of mostly Douglas Fir 

(Figure 44). It was noted that dents and blemishes that often occur with softwood furniture 

production add to the “character” of the reclaimed wood product over time. Raw material character 

is an important product attribute to Company G, and they highlight the wood’s previous life by 

offering rustic, natural designs. Table legs are custom ordered from a partnering metal fabricator, 

and products are branded with the Company G logo prior to distribution. Company G works to 

produce almost all products using exclusively reclaimed wood (Figure 45). However, for some 

products, new wood is utilized, for example, poplar for drawer interior components. Due to space, 

time, and raw material constraints, Company G does not keep extensive inventory on hand. 

 

Figure 44: Company G workshop and finished product. 

 

Figure 45: Company G raw material 

inventory. 
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Sourcing and Production  

Company G’s raw materials are purchased from Rhine Demolition, a demolition company 

operating out of western Washington. By collaborating with Rhine, FSC-certified raw materials 

arrive with the paint removed and wood de-nailed (Figure 45). However, locating and purchasing 

quality wood has been increasingly difficult for Company G due to growing industry raw material 

demand. Company G also allows consumers to supply their own material, adding to the 

sentimentality and personalized nature of reclaimed wood production. Because production is 

largely carried out by one person, lead times are four to six weeks.  

Customer and Price 

Company G consumers are primarily residential, but they also sell retail and office furnishings to 

commercial consumers. It should be noted that there are currently a significant number of middle 

class urban professionals moving to Seattle, providing significant opportunity for Company G to 

expand their customer base. They noted that the most important aspect of working with the 

customer is to set expectations prior to product completion in relation to price, quality, labor 

requirements, timelines, and other factors. Pricing at Company G is affordable, setting their prices 

in relation to labor requirements and raw material costs, as well as in relation to established firms 

in the industry.  

Promotion 

Word of mouth promotion and showroom product display have been vital to Company G 

operations, noting that consumers often visit the facility multiple times prior to final purchase. 

Social media, a company webpage, and events are also utilized to raise awareness and grow the 

consumer base. Additionally, family involvement at Company G is a very important aspect of their 

operations and helps to add to the customer experience, where three siblings partake in urban wood 

production, company administrative work, and curation of an art gallery in conjunction with their 

showroom display. The company is working to educate consumers on reclaimed wood production 

by providing as much information about their raw materials as is available. Primary promotional 

messages include Seattle-based production, historic significance and sentimentality, handmade and 

quality products, sustainability associated with reclaimed wood products, and an interactive 

customer service.  
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Distribution 

Distribution at Company G occurs primarily through direct sale. Their showroom floor also 

displays repeatable products to consumers, and retail sales have, on occasion, been made from the 

showroom floor.  

Summary 

Company G operates as a family-owned reclaimed wood firm that utilizes primarily Douglas fir 

from deconstructed buildings and warehouses throughout the Pacific Northwest as raw material for 

production. The company specializes in handmade, custom tables and benches sold at affordable 

prices directly to residential consumers. A company webpage, events, and social media are utilized 

to generate product awareness by emphasizing messages of Seattle-based production, history, 

sustainability, and customer service. Company G’s intimate consumer experience draws in 

residential and commercial consumers and allows them to sell handmade, custom furniture at 

affordable prices by driving demand in Seattle.  
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Company H: Large Scale Production and B2B Sales 

Date: November 30, 2018 

Location(s): Tumwater, Washington; Phone Interview 

Participants: Marketing Director 

Company H is a high capacity producer of urban and reclaimed wood products operating out of 

Tumwater, Washington. The firm began salvaging trees after an ice storm, but they have since 

expanded to sourcing from a variety of streams. Despite the economic recession, the opportunity 

to collaborate with Starbucks came along and pushed the company to maintain an almost 

exclusively commercial focus. The company offers four different product lines that allow them to 

compete in different markets, including cladding, engineered panels, tables and counters, and 

others. Company H appeals to commercial consumers using messages of design, quality, and 

sustainability to operate nationally and internationally.  

Products 

Company H offers cladding, engineered panels, tables and counters, and others, and production is 

allocated roughly equally between all four segments. A majority of the company’s products are for 

stock, and by offering a variety of products, Company H provides project flexibility and appeals to 

consumers on multiple fronts. Significant efforts are made to utilize as much of the wood supply 

as possible, but byproducts are sold as bedding for horses or firewood. Company H has also been 

working to register products for Health Products Declaration (HPD) and Mindful Materials 

libraries4, but such programs are not designed to incorporate organic materials, making it difficult 

to register wood products as non-harmful.  

Sourcing and Production 

Company H collaborates with deconstruction and demolition firms, as well as forest products 

manufacturers, from which they source pallets and byproducts for raw material inputs, e.g. 

telephone poles not suitable for installation. It should be noted that a significant portion of wood 

used for production is FSC 100% Certified or FSC Recycled. Company H places high valuation on 

building materials, especially beams, due to their quality and production potential and are willing 

                                                      
4 HDP and Mindful Materials libraries notify designers of raw material toxicity, and these resources can be accessed at: 

https://www.hpd-collaborative.org/ or http://www.mindfulmaterials.com/. 

https://www.hpd-collaborative.org/
http://www.mindfulmaterials.com/
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to pay a competitive price for such raw materials. Regarding production, Company H occupies a 

25,000 square foot facility and typically runs in two shifts. Kiln drying, processing, and finishing 

are handled in-house. One production challenge mentioned is maintaining a qualified, reliable 

workforce, particularly in the state of Washington, where the labor market is tight, and the company 

tries to address this issue with sound hiring practices to acquire talent.  

Customer and Price 

Company H sells almost exclusively to a commercial consumer base, working to accommodate the 

needs of architecture and design firms. Overall, pricing at Company H is in line with the industry 

standard, often set to reflect artisanship and labor requirements. Custom pricing will vary between 

projects, accounting for design time and woodworker pay, largely dependent upon expertise. 

Promotion 

Promotional platforms important to Company H include a company webpage, trade publications, 

social media, and word of mouth promotion based on customer satisfaction. The company 

frequently uses social media to appeal to architects and designers, providing a visual depiction of 

past projects’ quality and aesthetics. They also submit their product offerings to virtual material 

libraries to further appeal to architects and designers by providing them with the ability to see 

materials in a different way. If they can effectively cultivate a relationship with specific architects 

and designers, they can capitalize on return business from different companies as they transition 

from firm to firm, as is often the nature of architects.  

Because all production occurs in Washington, there is appeal to the local nature in the Pacific 

Northwest, but this message does not necessarily translate nationally. They reach consumers in all 

fifty states, Canada, and Mexico through the reach of sales representatives, providing a point of 

communication. Messages stressed include quality, sustainability, design, and FSC offerings. 

However, it was noted that emphasis is placed primarily on product beauty and design as a source 

of differentiation.  Company H also appeals to consumers by standing behind their product quality 

and offering a one-year warranty covering workmanship and finish quality. Customer service is 

also a point of focus at Company H, specifically in home design. The company’s mission statement 

reads that Company H “collaborates to design and manufacture architectural wood products while 

taking care of our customers, ourselves and the environment.” 
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Distribution 

Company H operates throughout the US and internationally, selling directly to consumers and 

working with a variety of dealers listed by state on their website.  

Summary 

Company H is a high capacity urban and reclaimed wood firm operation in Tumwater, Washington, 

that manufactures four distinct product lines, including cladding, engineered panels, tables and 

counters, and others, offering both custom and stock products. Product pricing is similar when 

compared to the competition, and through direct sales and collaboration with a variety of dealers, 

Company H distributes product to end consumers. Using a company webpage, social media, and 

word of mouth, the company promotes messages of sustainability, design, and quality. By offering 

four product lines, Company H operates in various markets and can provide their commercial 

consumers with a multitude of options, each presenting attributes with consumer valuation.  
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Company I: Port Side Production and Innovative Design 

Date: November 30, 2018  

Location(s): Portland, Oregon 

Participants: Inside Sales 

Company I operates in Portland, Oregon, and they began by utilizing dunnage waste5 from the Port 

of Portland, noting significant waste and potential for value-added production. They established an 

innovative, efficient system to salvage wood that allows them to operate at a relatively high 

capacity, and their fast lead times allow them to participate in projects with large scale commercial 

companies and national chains. The company offers two distinct product lines, Company I custom 

products and Easy Installation ready-to-install paneling. These product lines are designed to appeal 

to different consumers, where Company I works primarily with architects and designers to facilitate 

large scale, commercial projects and Easy Installation sells directly to consumers via online sales. 

By offering two product lines, Company I is able to bring messages of time savings and quality, 

innovative products to multiple markets.  

Products 

Products offered by Company I include primarily flooring, paneling, and tables produced to custom 

specification (Figure 46). Tables are produced entirely by hand, often requiring extended lead times 

and project coordination. Painted paneling offerings also provide an aesthetic unique to Company 

I, where they fill nail holes with paint and process it to provide a product for modern spaces, often 

appealing to architects and designers who can tailor the aesthetic by specifically selecting their 

consumer’s brand color (Figure 46). Additionally, consumers value product quality and an 

extended life span, requiring less repairs. Although Company I does not offer warranty, it often 

replaces damaged items at no cost.  

In 2018, Company I expanded their product line and created a company brand to appeal to a 

different consumer and capitalize on online sales. The Easy Installation line offers thin, ‘peel and 

stick’ paneling. Customers can remove the adhesive covering and easily adhere panels directly to 

a wall. 

                                                      
5 Dunnage is the material used to secure and transport goods; in this case, it consists of inexpensive wood products that 

are meant to be discarded.  
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Figure 46: Company I product offerings. 

Sourcing and Production  

Company I raw materials are procured using partnerships with building owners, construction and 

remodeling firms, and deconstruction firms. The company began when they recognized the 

potential for production with supplies of wood from the Port of Portland that had been discarded 

as waste product. They have since grown and acquire raw material from primarily four sources, 

including barnwood or fencing from the Southwestern US, transpacific imported materials, and 

Northern wood species, including Siberian spruce, often found in pallets. When species are not 

readily available from reclaimed wood streams, such as walnut or white oak, the firm substitutes 

with FSC Certified material. Easy Installation sources from a variety of the same streams and offers 

FSC and Rain Forest Alliance Certified options. To facilitate additional growth projections, 

Company I forecasts workforce, capacity, and raw material supply expansion. 

Barns and fencing are sourced from the Southwestern US because materials are less weathered than 

those sourced from the Pacific Northwest. Additionally, fencing provides a fairly reliable supply 

stream, because homeowners often purchase new fencing for their homes as it becomes worn. 

Company I has streamlined their process for acquiring raw materials from the Port of Portland, 

specifically dunnage and pallets. Because wood packaging is nonpropagative plant material and 

not precleared for removal, each crate must be inspected. Company I pays for the USDA inspection, 

bins, and hauling, but receives reimbursement from the Port of Portland for removal, because 

materials are considered a waste product. Procurement setbacks occur when raw materials are not 

approved and need to be discarded, incurring losses. Because raw material supplies are variable 

and often unpredictable, temporary labor is utilized to unload and sort materials (Figure 47). All 

raw materials are kiln dried in-house to ensure there are no issues with the end product. Lumber is 

milled, cut to specification, painted or stained, and finished (Figure 48). Tables are finished by 



 

101 

 

hand, and Company I designed and implemented a unique finishing process for flooring and 

paneling to combat a lack of drying space, as well as to decrease waste, lead times, and VOCs.  

 

Figure 47: Raw material from the Port of Portland. 

 

Figure 48: Production at Company I. 

Customer and Price 

Company I often collaborates with architects to design projects for large companies, for example 

national restaurant chains whose franchisees are required to use the same designs in their 

establishments. Collaboration between Company I and national chains is facilitated by their 

capacity for large orders and fast lead times, which are often two to three business days for flooring 

or unfinished materials, two weeks from deposit for prefinished paneling, and four weeks for tables. 

Additionally, product offerings at Company I are appealing to designers and restaurant owners, 

largely valuing finishes that provide longevity for products with significant wear. At Company I, 

products are high-end and priced in alignment with other firms operating within the reclaimed wood 

industry.  

Easy Installation appeals to end consumers, particularly residential consumers, by providing easy 

installation. Easy Installation products are priced per square foot, and they provide free shipping 

with a purchase of over 100 square feet of paneling, incentivizing customer purchasing.  

Promotion 

Company I works to foster relationships with architects and designers as a means to partner with 

large, commercial consumers. To do so, they provide architecture firms with sample sets to update 

their materials libraries, including sample finishes, styles, table offerings, and others. Company I’s 

sales team, on occasion, visits a national chain headquarters or architecture firm, as well as spends 

a significant amount of time on the phone, to build relationships through interpersonal 



 

102 

 

communication. In this regard, they often seek out relationships with individual architects and try 

to remain in contact as they transition from firm to firm, which is typical of the industry. 

Additionally, Company I attends events like Restaurant Point, an event for restaurant chains to 

focus on innovations in design, construction, and renovation (Connecting Point Marketing Group, 

2019); however, events are not a primary promotional tool for Company I. The company produces 

brochures and online content, and both the Company I and Easy Installation brands leverage social 

media, video content, and company webpages to increase product awareness.  Finally, a small scale 

showroom is located at their production facility.  

Company I messaging is primarily aligned with a desire for consumers to achieve their design intent 

and enjoy the process. Because they often work with commercial clients, primary messaging 

consists of time savings, design, aesthetics, quality, and Company I’s company culture, specifically 

a focus on environmental sustainability, work-life balance, and community involvement. Easy 

Installation messaging stresses primarily ‘peel and stick’ installation, FSC and Rainforest Alliance 

certification, and Portland production, as well as tag lines stressing fun, luxury, originality, style, 

inspiration, and celebration.  

Distribution 

Company I and Easy Installation operate in all regions of the US, conducting direct and online 

sales. They utilize less than truckload (LTL) shipment, facilitated by a freight broker, and this 

partnership has made distribution more efficient, providing Company I with ‘boots on the ground’ 

communication and logistics coordination for shipment to all fifty states. When international 

distribution is required, Company I sends product to a freight forwarder. Finally, Easy Installation 

products are sold primarily online, via Amazon’s online platform. 

Summary 

Company I sources raw materials from a variety of supply streams, most notable of which is 

dunnage waste from the Port of Portland. The company’s operations are split between two distinct 

product lines, including custom Company I products, including tables, flooring, and paneling, and 

Easy Installation’s easy-to-install paneling. Fast lead times and high capacity production allows 

Company I to partner with architects and designers and participate in projects with national chains. 

Easy Installation sells product directly to consumers via online sales, particularly Amazon.  
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Fostering client relationships is an important aspect of business at Company I, whether it be through 

phone conversation or customer visits, and the utilization of free sample box sets allows them to 

update materials libraries utilized at architecture firms. Messaging stressed at Company I includes 

high quality production, design, and time savings, and similarly, Easy Installation stresses primarily 

time savings, as well as style and uniqueness. By offering two product lines that focus on messages 

of time savings and quality, innovative products, Company I is able to operate in multiple markets, 

appealing to national chains with fast lead times for custom products and online consumers with 

‘peel and stick’ paneling.  
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Company J: Urban Lumber Supplier 

Date: February 19, 2019 

Location(s): Troy, Michigan 

Participants: Co-founder, Director of Sales and Marketing 

Company J operates as an urban lumber supplier operating in Troy, Michigan. It began as an 

offshoot of Mike’s Tree Surgeons when they identified a more sustainable and productive solution 

to landfilling or burning raw materials generated from tree removals. Company J continues to 

partner with local tree care firms for a reliable and consistent supply of urban logs originating in 

the Detroit and Troy areas. At their retail warehouse location, the company provides live-edge slabs 

and cookies6, table legs supplied from a local metal fabricator, and services like sanding and 

finishing to serve their hobbyist and DIY consumers. Company J operates using a unique business 

model when compared to those typically seen within the urban wood industry, particularly that they 

produce unfinished slabs and provide consumers with recommendations of local craftsmen who 

can create their product to specification. Company J’s business is centered on collaborative industry 

production and sustainable resource utilization, reinforced through their services for DIY 

consumers and referrals for other local craftsmen.  

Products 

Product offerings at Company J primarily consist of unfinished, live-edge slabs and cookies 

displayed in their retail warehouse, providing a retail experience (Figure 49). Slab inventory is 

available sanded or unprocessed, providing options for the variety of consumers that they receive. 

The company stocks new inventory approximately every four to six weeks, and because there is 

often significant demand for particular species, like black walnut, the company maintains an email 

waitlist to notify consumers when they have supply on hand.  

                                                      
6 Tree cookies are cross sections from small diameter logs or limbs often used to make tables or accessories.  
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Figure 49: Available slab inventory at Company J. 

 

Figure 50: Decorative plant holders 

resulting from bowl production. 

Although they do not produce furniture, Company J sells table legs and brackets produced by a 

Michigan-based metal fabricator. Company J also offers services as an aspect of their business, 

including sanding, oiling, and finishing, charging an hourly fee. They also offer a variety of 

accessory products, including cutting boards and roasting chips produced in-house, as well as bowls 

produced by a Michigan-based bowl mill. Bowls are produced with a variety of urban trees, and 

Company J has specifically partnered with local country clubs to upcycle logs originating on their 

grounds and establish a joint brand. Each country club has developed a crest with Company J that 

is branded on the bottom of the bowl to help drive demand from members. Additionally, from the 

byproduct of bowl production, they offer plant pots (Figure 50). Wood scrap byproducts are also 

sold at Company J as individual pieces or by the crateful, providing an appealing supply for wood 

turners, and the remainder is burned to heat their facility. 

Sourcing and Production 

Company J’s operations began when the tree care company, Mike’s Tree Surgeons, noticed that 

high quality and unique logs, for example, from the Detroit Zoo, were being underutilized. To 

mitigate this, they began salvaging urban logs for future value-added production, purchased a 

Wood-Mizer portable sawmill to saw urban logs into slabs, and built a kiln to dry slabs and expand 

operations. The tree-care part of the business was eventually sold, however the sourcing partnership 

remained intact. To educate its supplier, Company J has distributed a tree salvage chart outlining 

removal for the highest use based on species, size, and other factors. Logs are dropped off at the 

Company J facility, decreasing dumping fees for the supplier.  
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Figure 51: Processed log inventory air-drying at Company J. 

Using their Wood-Mizer sawmill, Company J saws urban logs into slabs. Slabs are air-dried (Figure 

51) and subsequently kiln-dried, providing inventory for the retail warehouse. Because finished 

products manufacturing is not their main business, the company often distributes business cards for 

local, Michigan craftsmen who can complete a given consumer’s project. They also collaborate 

with Company M, a reclaimed wood firm operating out of downtown Detroit, and even have 

inventory stocked in their facility. Company J leverages an expansive network of artisans, furniture 

makers, mills, contractors, and others operating in the area through promotion of collaborative 

production. 

Customers and Price 

The typical consumer at Company J consists of DIY consumers, wood turners, and experienced 

craftsmen. It was noted that Company J receives fairly significant foot traffic for being located in 

an industrial park. For example, they are open one or two Saturdays a month, and approximately 

one-hundred people come in and peruse their inventory. Affordable pricing is stressed at Company 

J, often working to price things based on consumer demand and current inventory. Each slab is 

priced individually, and hard-to-find pieces are priced at a premium, for example black walnut. It 

was noted that consumers are willing to pay less in Detroit than in, for example California, 

incentivizing consumers to fly in from around the county to purchase Company J products at a 

cheaper price point.  
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Promotion 

Company J has invested significant effort into promotion, primarily leveraging word of mouth, a 

company webpage, and social media, specifically Instagram and Facebook. The company also 

offers a showroom to allow consumers to purchase urban wood byproduct or collaborative stock 

product offerings (Figure 52), and it was noted that consumers often peruse the inventory for hours, 

as the warehouse has also been set up to provide a retail experience. The company has worked to 

create a non-intimidating environment and to provide solutions for consumers with specific project 

constraints. Inventory is grouped by species, and various inspiration boards are placed throughout 

the warehouse to provide DIY customers with product and utilization ideas. Interpersonal 

communication in the warehouse has also been effective in ensuring that customers purchase what 

they need, working to explain the best slabs for each project and even spraying the wood with water 

to help consumers visualize and compare the finished aesthetic of various species.  

Messaging at Company J stresses ties to the community and emphasizes the inherently sustainable 

nature of urban wood products. They also highlight the raw material story, stressing utilization of 

a local, undervalued resource by a live-edge artisan. Community is stressed through collaboration 

with other Michigan-based craftsmen, particularly Company M. Additionally, the zip code where 

each log originated is tracked throughout production, and the end consumer is notified of the exact 

location from which it came.  

 

Figure 52: Company J showroom, selling accessory products. 
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Distribution 

Company J displays and sells its “accessory” products in a showroom at the front of their facility, 

and they use a retail warehouse for slabs (Figure 52). They have also explored participating at a 

local artisan marketplace, appealing to a different kind of consumer. Products are also shipped less-

than-truckload (LTL); however, there is a requirement that consumers must come into the facility 

and personally pick out their desired slabs. The company has considered implementing online sales, 

but logistics requirements stand as a barrier.  

Summary 

Company J is an urban wood firm operating out of Troy, Michigan. They sell primarily live-edge 

slabs and cookies to DIY consumers, as well as also offer locally fabricated metal legs and services 

like sanding, oiling, and finishing. They collaborate with other local artisans, even maintaining 

floor space at Company M’s facility. Slabs sold at their retail warehouse are priced individually but 

in line with the industry standard for unfinished slabs. Company J promotes sustainability and 

collaborative industry production using word of mouth, a company webpage, and social media. 

Company J centers operations around utilization of a sustainable product to contribute to local 

businesses, specifically selling live edge urban wood slabs at their retail facility to hobbyists.  
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Company K: High Capacity Production from Mixed Sources  

Date: February 19, 2019 

Location(s): Durand, Michigan 

Participants: Owner 

Company K is an urban and reclaimed wood production firm operating out of Durand, Michigan. 

They began operations approximately nine years ago by deconstructing barns and factories and 

have since grown to a firm with eighteen employees. The company has established significant 

growth plans and expanded to source materials from Michigan barns and buildings, as well as 

utilize urban logs from trees downed in the surrounding areas. Custom furniture is primarily sold 

to commercial consumers at prices based on board footage. Large-scale, effective trade show 

participation, extensive inventories, and focus on design are vital to Company K operations.  

Products 

Company K primarily sells custom furniture and lumber, accounting for approximately 70% and 

30% of production, respectively. Furniture is sold equally to residential and commercial consumers, 

working to ensure customer satisfaction and gain repeat consumers. Customers often bring in an 

idea of what product they are looking for, whether it be a sketch or picture, and Company K designs 

it using software and engineering principles. Additional product offerings include custom 

reclaimed barn doors, employing “old wood, [with] new technology.” Rusty tin is also incorporated 

as an accent into designs for barn doors, desks, and furniture. For metal base fabrication, they 

partner with a Michigan-based producer to offer a variety of leg options, including hairpin and U-

shaped legs. They also provide large log cookies for products like light fixtures, tables, counters, 

furniture, paneling, and a variety of other products. To provide budget offerings, Company K also 

utilizes commercial grade plywood to cut costs, for example inside drawers.  

Company K emphasizes design innovation, working to create unique products. They have been 

fairly successful in producing and selling segmented tables, where the seams were previously 

thought to be unattractive. To continue anticipated growth projections at Company K, monitoring 

and meeting current design trends is vital. The company offers warranty on their products, and to 

ensure that consumers are entirely content with the end product, they will reimburse or produce a 

new product they are more satisfied with.  
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Sourcing and Production 

Company K receives raw material from a variety of sources, for example urban trees, deconstructed 

barns and factories, semi-truck beds, and used pallets (Figure 53). According to the company’s 

owner, there is no lack of reclaimed wood supply in Durand, Michigan, and Company K receives 

calls to pick up supply or take down barns daily. Because a significant portion of their reclaimed 

wood supplies originate in barns, they work to deconstruct a building approximately every three 

weeks. For urban wood sourcing, time and education were required to build an efficient supply 

network, as city tree removal services often cannot lift logs in large segments optimal for 

production. For this reason, Company K uses its own vehicle to transport logs to their production 

facility.  

 

Figure 53: Available inventory at Company K’s 

warehouse, derived from urban trees and reclaimed wood. 

 

Figure 54: Company K’s workshop, product 

assembly. 
 

Ultimately, with sufficient supply streams, Company K is operating at production capacity, with 

significant on-hand inventory and even challenges with material storage space. Production at 

Company K is centered in utilizing innovative, appealing designs to produce with traditionally 

undervalued raw materials. Lumber is kiln-dried for approximately six weeks in a dehumidification 

kiln, sawn, and crafted to custom specification, utilizing the workshop to assemble and finish 

products (Figure 54). They have also implemented a manufacturing tracking system to determine 

time and resource input to calculate return on investment (ROI) accurately. The company has also 

designed machinery to accommodate processing vertical logs into cookies, innovating to saw 

oversized logs and stumps despite their significant weight. Finally, as anticipated growth continues 

at Company K, they have considered transitioning toward mass production.  
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Customer and Price 

Commercial clientele account for a significant portion of business, as do online orders and walk-in 

clients. Commercial projects often require meetings with architects and designers to propose and 

finalize designs. Company K does not sell to furniture stores, and they have been sought out by 

online retailers, like Houzz, but have not committed to such sales. On occasion, DIY consumers 

visit Company K to purchase unfinished slabs, boards, or architectural salvage7 materials.  

At Company K, prices are comparable with those prevailing in the industry, and they use a pricing 

structure that allows them to calculate price based on board footage. Company K has set prices for 

each product, which are outlined on a structured pricing sheet, and pricing rules include, for 

example, table top pricing per board foot regardless of shape and standard barn door pricing 

regardless of cosmetic or architectural additions. Using board foot calculations, Company K 

established a pricing sheet, taking into account material costs and labor requirements. If additional 

labor or materials are required, for example epoxy additions, an additional upcharge is added to the 

price. Unique raw materials and exotic species are also priced at a premium due to rarity.  

Promotion 

Word of mouth, social media, and event attendance have been important to Company K’s success, 

recognizing the need to drive demand and maintain relationships with consumers. They invest time 

and money into building relationships, offering product warranties and making accommodations to 

ensure consumers receive the product that they want. They have a large showroom that they 

consider to be an idea center, providing consumers with a visual depiction of various product 

species, table bases, styles, and others (Figure 55). The company also stores finished products 

awaiting shipment or pickup on the showroom floor to provide consumers with additional ideas. 

For this reason, there is significant product turnover in their showroom. The company also attends 

trade shows, noting success at large-scale lifestyle shows for premium producers. They have put 

significant time and effort into constructing a show display, designing it to draw attention and 

funnel customers through their booth (Figure 56). Their display provides consumers with examples 

of available species and finishes, and through their performance at shows, they have received 

significant follow up business.  

                                                      
7 Architectural salvage consists of various components salvaged from deconstructed or demolished structures. 
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Company K utilizes the tag line “Reclaimed, Reimagined” as a concise description of their 

operations. Primary messages utilized in their promotional materials are in alignment with this tag 

line, largely emphasizing quality, customization, and design. The firm has also experimented with 

creative product line names to utilize and sell raw materials that have typically had low demand, 

for example selling mixed red, white, and grey barn siding as an ‘urban mosaic.’ 

 

Figure 55: Company K’s showroom, 'idea center' depicting custom 

furniture. 

 

Figure 56: Trade show display 

utilized to show consumers product 

offerings. 

Distribution 

Custom sales are largely direct to consumer. A showroom is utilized to display examples of 

products for potential consumers. Company K also sells raw lumber, doors, windows, and other 

products from their warehouse, serving as a retail location of sorts.  

Summary 

Through operation in Durand, Michigan, Company K has unique access to ample raw material 

supply, as well as the opportunity to operate with minimal competition, in part because large 

furniture stores cannot compete with the inherently unique raw materials and smaller scale urban 

and reclaimed wood operations cannot compete with their high production capacity. They produce 

a wide variety of custom furniture products alongside raw lumber, selling primarily to a commercial 

consumer base. Pricing is set according to an established pricing structure based on board footage. 

Sales are primarily direct to consumer, utilizing trade shows and their expansive showroom to 

appeal to consumers that value quality, design, and customizability. Company K’s large-scale trade 

show attendance and thoroughly designed displays allow them to effectively attract a multitude of 

commercial consumers and set themselves apart within the urban and reclaimed wood industries.  
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MSU Shadows: Utilizing Campus Trees and Leveraging an Alumnae Network 

Date: February 20, 2019 

Location(s): Lansing, Michigan 

Participants: MSU Department of Forestry, Wood Recovery 

MSU Shadows is an urban log salvage and production operation within the Michigan State 

University (MSU) Forestry Department. For quality and consistent raw materials, they partner with 

MSU Botanical Gardens, MSU Surplus Store, and Facilities Management. With supplies of urban 

logs harvested from campus trees at the MSU main, Lansing campus, MSU Shadows produces 

high-end furniture and accessory products. They began as a middleman operation that hired 

separate entities to saw, dry, and mill logs, but they have since grown to conduct a majority of 

production in-house. Quality, sustainability, and MSU production are promoted to appeal to 

consumers, most notably leveraging the established and growing MSU alumnae network by 

participating in university sanctioned events and retail spaces.  

Products 

MSU Shadows offers a wide variety of products made to customer specification, including picture 

frames, tables, cabinets, cutting boards, plaques, branch cookie coasters, pens, desks, and others 

(Figure 57 and Figure 58). A number of souvenirs are laser-engraved with the MSU logo, appealing 

to alumnae and other customers associated with the university. They have also worked to provide 

unique products like boat-shaped conference tables. Michigan-themed souvenirs also include glued 

blanks cut into the shape of the state of Michigan. Additionally, they produce table tops by gluing 

blanks together, working to produce beyond live-edge tables with focus on atypical high-end 

production within the urban wood industry. 

 

Figure 57: Custom table produced by 

MSU Shadows (photo from an 

established Flickr page).  

 

Figure 58: Accessory product offerings, 

pens, produced by MSU Shadows (photo 

from an established Flickr page). 
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Sourcing and Production 

A significant portion of MSU Shadows’ raw material supply originates from the MSU main 

campus, but they also source from state parks, government agencies, or MSU farms throughout 

Michigan. MSU Shadows collaborates closely with four other university departments, namely the 

MSU Botanical Gardens, MSU Surplus Store, Facilities Management, and the Forestry 

Department, to make use of approximately 300 trees cut down on MSU’s main campus annually. 

The MSU Botanical Gardens are a critical partner, as the whole campus is an arboretum with 2,500 

taxa. The facilities management department has arborists that are responsible for taking care of the 

trees. The MSU Surplus Store is primarily responsible for retail distribution of MSU Shadows’ 

products. Finally, the Forestry Department is responsible for coordinating production with logs 

from campus trees.  

Approximately 40,000 bf of lumber have been produced since operations began in 2014 (Figure 

59). Production involves the participation of both MSU students and craftsmen. Students employed 

at MSU Shadows are responsible for manufacturing products, like cutting boards or cookies, and 

for furniture and high value-added production, MSU Shadows recruits the services of eight local 

artisans, wood turners, laser engravers, and furniture makers, each offering expertise (Figure 60).  

 

Figure 59: Urban lumber supply at MSU Shadows. 

 

Figure 60: Workshop utilized by MSU Shadows. 

Customer and Price 

MSU Shadows’ customer based is mostly comprised of MSU alumnae, for whom the MSU logo 

helps drive demand for its products. They noted that the most successful products with MSU 

alumnae have been mementos like pens and accessories at inexpensive price points, often 

completing bulk orders to be given away as gifts. Finally, they create products for campus facilities 

and buildings, providing custom products crafted from on-campus trees. Product pricing is 
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calculated by marking up raw material and labor costs.  Pricing for custom pieces is variable, and 

there is willingness to accommodate budget constraints.  

Promotion 

MSU Shadows promotes their program and informs consumers of ongoing or complete projects 

via an up-to-date webpage, social media, word of mouth, and opportunities at MSU, including 

participation at the MSU art show, participation at ‘Shop Everything MSU,’ features in the MSU 

alumnae magazine, and use of the MSU Surplus Store’s shelf space and website. They have 

received press coverage and used traditional forest products marketing, particularly through 

features in local newspapers, magazines, and MSU Today. The Big Ten Network, a sports television 

network dedicated to covering college teams in the Big Ten Conference, also ran a TV 

advertisement depicting the production process, from tree removal to finished product. The 

advertisement was free for MSU Shadows and was quite successful in promoting their product 

offerings. Finally, messaging primarily consist of quality, sustainability, and sentimentality 

associated with MSU.  

Distribution 

Products are sold directly to consumers and via retail sales at, for example, MSU Surplus Store, 

Dairy Store, and golf course pro shop. As anticipated growth unfolds, MSU Shadows plans to 

partner with a major retailer to sell mass quantities of stock products.  

Summary 

MSU Shadows operates as part of the MSU Forestry Department and works in conjunction with 

the MSU Botanical Gardens, MSU Surplus Store, and Facilities Management to salvage logs from 

the Michigan State University main, Lansing campus. From salvaged urban logs, MSU Shadows 

produces high-end furniture and souvenirs. MSU Shadows sells product directly to consumers and 

using retail outlets, and products are in line with urban wood industry pricing, accounting for raw 

material acquisition costs and labor requirements. Using promotional platforms like TV 

advertisements, print media, social media, word of mouth, and event attendance, they stress 

messages of quality, sustainability, and sentimentality. To effectively appeal to an established and 

growing alumnae network, MSU Shadows promotes production with campus trees, utilizes the 

university logo, and participates in sanctioned events and retail spaces.   
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The Birge Urbanwood Center: Consignment at Recycle Ann Arbor 

Date: February 20, 2019 

Location(s): Ann Arbor, Michigan 

Participants: ReUse Center Manager 

The Birge Urbanwood Center operates as part of Recycle Ann Arbor’s ReUse Center, and lumber 

sold at the Birge Urbanwood Center is supplied by six different Michigan-based mills. The ReUse 

Center works to give new life to products like building materials and appliances, making urban 

wood a well-aligned product. The Birge Urbanwood Center was dedicated to the late Bill Birge, a 

major player in integrating urban wood into the Ann Arbor ReUse Center, after his recent passing. 

Because the Birge Urbanwood Center operates as a consignment center, each mill must pay 

commission on their sales and pay rent per linear foot. Rough sawn, live-edge slabs of various 

species and sizes are sold to DIY producers and craftsmen at prices set by each of the six mills 

operating at the Birge Urbanwood Center consignment operation.  

Products 

Products at the Birge Urbanwood Center consist of almost exclusively unfinished urban wood slabs 

and cookies of various sizes and species (Figure 61 and Figure 62). Additionally, on occasion, 

assembly kits or ‘project packs,’ for example Adirondack Chairs, are available for purchase 

alongside scrap wood for wood turners. Currently, no finished product sales are conducted out of 

the Birge Urbanwood Center, but as operations grow, there is potential to incorporate new products.  

 

Figure 61: Lumber inventory available at 

the Birge Urbanwood Center. 

 

Figure 62: Cookies and 'DIY Kits' 

available at the Birge Urbanwood 

Center. 



 

117 

 

Sourcing and Production 

Six Michigan-based mills process urban logs and drop off unfinished, live-edge slabs 

approximately once a month. Mills receive invoices in the middle and end of the month, providing 

them with the opportunity to alter pricing and update inventory. There is one annual meeting 

between the mills and the Ann Arbor ReUse Center’s representatives to discuss compensation and 

rent. As a consignment operation, mills pay rent per linear foot of shelf space and approximately a 

10% commission on sales. Additionally, as part of their participation in a consignment operation, 

firms are required to sign a non-compete for sales within 25 miles of the Ann Arbor ReUse Center. 

A mini case study of one of the Birge Urbanwood Center’s suppliers is contained below:  

Company L: Urban Lumber Supplier and Furniture Producer  

Company L is part of a residential tree care service, from which they receive their supply of 

urban logs. Logs arrive at their facility, are sawn, air-dried for two to three years, kiln-dried, and, 

if applicable, processed into finished products. Company L sells both live-edge slabs and custom, 

finished products in the form of tables, counter tops, bar tops, and shelving (Figure 63 and Figure 

64). Finished products are sold directly from Company L’s facility, often priced at a similar level 

as premium granite counters or tables, to appeal to primarily upper-middle class residential 

consumers. Company L sells unfinished, live-edge slabs at both the Birge Urbanwood Center 

and their retail facility to primarily DIY consumers at industry comparable rates for urban 

lumber. Company L utilizes Instagram, Facebook, and a company webpage to inform customers 

of their offerings, highlighting a need for online marketing growth to reach atypical forest 

products consumers.  

 

Figure 63: Slab inventory at Company L. 

 

Figure 64: Company L offerings. 
 

Customer and Price 

Despite being located in the same building, the Ann Arbor ReUse Center attracts a different 

consumer demographic than the Birge Urbanwood Center, the former is frequented mostly by 

lower-income consumers, while the urban wood center is visited mostly by DIY craftsmen. There 
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is minimal crossover between consumers, according to the interviewee for this study. They recently 

began taking down zip codes from customers upon purchase of urban wood slabs and have noted 

consumers traveling from a rather broad area to visit. Each supplier mill is responsible for setting 

their own prices, and they, on occasion, come in and adjust their prices to be more competitive with 

other firms selling at the Birge Urbanwood Center. Prices are variable between products, reflecting 

differences in quality, species, and sizes, often ranging from tens to thousands of dollars.   

Promotion 

Product promotion at the Birge Urbanwood Center is conducted via social media and company 

webpages, both for the ReUse Center and each of their suppliers. The ReUse Center runs Facebook 

advertisements for urban wood approximately once a year, and these are effective in generating 

traffic to the Birge Urbanwood Center. Other, more traditional promotional materials, such as 

printed materials and brochures, are also distributed to reach consumers. Additionally, milling 

demos are conducted in the summer, and as consumers shop, ReUse Center employees speak with 

customers and make sales. The primary message surrounding the Birge Urbanwood Center, and its 

incorporation into Recycle Ann Arbor’s ReUse Center, is sustainability and material utilization.  

Distribution 

The Birge Urbanwood Center operates as a consignment center, bringing six Michigan-based urban 

wood producers together under one roof, at the Ann Arbor ReUse Center retail warehouse. 

Summary 

The Birge Urbanwood Center operates as part of Recycle Ann Arbor’s Reuse Center, whose efforts 

give new life to products like building materials and appliances. The Birge Urbanwood Center 

sources lumber from six Michigan-based firms and sells on consignment, charging each mill rent 

per linear foot and commission on sales. Rough sawn, live-edge slabs and cookies are available to 

DIY craftsmen and consumers at the ReUse Center retail warehouse. Products are sold at variable 

prices, often set in comparison to other firms selling product through the Birge Urbanwood Center. 

Promotion is carried out using social media and company webpages to emphasize messages of 

product utilization and sustainability. The ReUse Center’s purpose is well in line with the inherent 

attributes of urban wood, and through consignment, it allows each of the six supplying mills to sell 

products under one roof with similarly aligned goals.  
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Company M: Building a Reclaimed Wood Brand 

Date: February 20, 2019 

Location(s): Detroit, Michigan 

Participants: Co-owner 

Designer 

Company M is a reclaimed wood production firm operating in a 24,000 square foot facility in 

Detroit, Michigan. Operations began when the owners noted more productive uses for raw materials 

typically discarded in Detroit. The firm has since grown to employ locals, design unique products, 

and approach the industry with a new, collaborative light. Products include architectural salvage, 

slabs from Company J, custom products, and silk-screened signage. Because the firm focuses on 

mass-production, pricing is set to be affordable and appeal to consumers at every price point, 

ranging from individual DIY consumers to corporate clientele. The company appeals to consumers 

through social media, their webpage, and word of mouth using messages surrounding quality, 

design, and Detroit production. Company M is working to build a brand by producing quality, 

innovative products for a variety of consumers, leveraging wholesale for big box stores, direct 

custom sales, and retail architectural salvage and lumber sales.  

Products 

Company M offers cladding, flooring, raw lumber, architectural salvage, accessories, and custom 

products, largely for restaurants, buildings, and businesses. Company M strives to minimize waste, 

incentivizing accessory production with byproduct, as well as architectural salvage sales in their 

retail space, including sinks, doors, or windows. Their design expertise has helped to create unique, 

custom pieces, as well as appealing, trendy signs with silk-screened8 writing or corporate logos 

(Figure 65). Company M also offers services, including sanding and finishing, often referred by 

Company J, an urban wood supplier, to help customers who purchased urban wood slabs complete 

a project. Through this partnership, Company J maintains a slab inventory in the Company M retail 

space (Figure 66).  

                                                      
8 Silk-screen printing allows producers to transpose designs to a variety of raw materials and maintain durable, colorful 

results.  
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Figure 65: Example of silk-screened sign (photo from 

Company M’s website). 

 

Figure 66: Company J slabs sold at Company M. 

Sourcing and Production 

Operations at Company M began approximately five years ago, working to salvage materials in 

Detroit. While they still conduct their own selective demolition, they have since grown and partner 

with contractors, builders, demolition firms, and architectural salvage firms for raw material 

supplies. The company continues to receive calls to pick up raw materials, as well as, on occasion, 

participates in auctions to purchase raw materials. By utilizing a multifaceted sourcing strategy, 

Company M has been successful in obtaining unique pieces with historic significance, typically 

derived from buildings and homes in Detroit. Once raw materials arrive at the production facility, 

they are processed, finished, and assembled in their workshop. Raw lumber and architectural 

salvage, including windows, doors, and others, are sorted for retail sale.  

Customer and Price 

Customers at Company M vary significantly, including individual DIY consumers purchasing from 

retail inventory, big-box stores like Nordstrom and Target, and other commercial clients. They 

primarily work with architects and designers to facilitate large-scale commercial projects and have 

previously offered a wholesale line at big box stores. Historical significance, aesthetics, and labor 

requirements are factored into pricing, making it rather variable between products. However, 

Company M stresses affordability, wanting to appeal to consumers at every price point to sell large 

volumes and drive sustainable utilization of reclaimed materials.  
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Promotion 

Company M has utilized social media, a company webpage, events, and word of mouth to build a 

brand focused on a non-intimidating customer experience and satisfaction. They utilize Instagram, 

YouTube, and Pinterest to provide customers with examples of product designs, and they 

participate in events to communicate with customers. They provide customers with the backstory 

of their purchases, keeping track of product origin. Promotional efforts have been vital to building 

the Company M brand, to which they attribute successes at big box stores. Messages emphasized 

by the company are primarily centered around design, quality, and Detroit-based production. They 

do not heavily emphasize sustainable attributes of reclaimed wood raw materials but assume they 

are inherently understood.  

Distribution 

At Company M, they have explored retail architectural salvage, accessory, and lumber sales to DIY 

customers, direct custom sales to corporate clientele, wholesale to big box stores, and online sales 

via Etsy. 

Summary 

Company M is a reclaimed wood production firm operating in Detroit, Michigan that employs a 

number of designers to develop unique products. Products include architectural salvage, slabs from 

Company J, custom products, and silk-screened signage. Pricing is set to be affordable and appeal 

to consumers at every price point, as their consumers range from individual DIY consumers to 

corporate clientele. Sales are conducted in their retail location, direct to consumer, and wholesale. 

Company M appeals to residential and commercial consumers through social media, their webpage, 

and word of mouth using messages surrounding quality, design, and local production. The 

Company M brand, which is built around innovative products and Detroit, has been a vital aspect 

to success and their ability to appeal to a variety of consumers and partner with big box stores.  
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Company N: Architectural Salvage Inventory and Supply Network  

Date: February 21, 2019 

Location(s): Waterford Township, Michigan 

Participants: Co-owner 

Company N offers both urban and reclaimed wood products in their Waterford Township, 

Michigan, retail location. Operations began when the interviewee sought out reclaimed lumber for 

a project but could find none, incentivizing industry research and reclaimed wood supply curation. 

Company N has grown and now sells architectural salvage, urban wood slabs, and reclaimed 

barnwood planks at their retail facility to DIY customers and contractors. Raw materials are sourced 

through a variety of streams, often accessing their extensive supply network to ensure consumers 

receive the products they anticipate. Pricing is based on board footage and clearly listed around the 

facility to promote transparency. Interestingly, photos of customers’ projects are displayed on the 

Company N social media pages, often to inform their followers of the historic, Michigan-sourced 

inventory. 

Products 

Company N products primarily consist of architectural salvage materials, urban wood slabs, and 

reclaimed beams, lumber, mantels, millwork, furniture, and barn doors (Figure 67 and Figure 68). 

The company sells primarily stock product, but also facilitates custom work and has considered 

selling ready-to-install paneling. Architectural salvage pieces at Company N include, for example 

tin roofing, windows, doors, and others, sourced from a variety of partners.  

 

Figure 67: Company N beam inventory. 

 

Figure 68: Company N lumber sorted by material, 

faded red, and size. 
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Sourcing and Production 

While they partner with a local mill for supply of urban slabs, Company N sources reclaimed 

lumber from an approximately three hour radius of their facility, often receiving calls from barn 

owners requesting removal. To facilitate sourcing, they partner with deconstruction firms and 

typically pay by the board foot to incentivize careful deconstruction. Finally, Company N leverages 

an extensive network of national partners to ensure their consumers have access to a variety of raw 

materials and architectural salvage supplies for optimum satisfaction with their finished product. 

All lumber is re-processed, largely through trimming and cutting to specified sizes, and sorted 

based on project type and size (Figure 69 and Figure 70).  

 

Figure 69: Company N workshop. 

 

Figure 70: Company N showroom display. 

Customer and Price 

Primary customers of Company N products are DIY craftsmen, builders, and contractors sourcing 

wood for their own projects. Additionally, architects and designers will reach out to inquire about 

their supply. Pricing at Company N follows a standardized pricing structure for lumber sales; 

however, they do offer discounts if product is purchased in bulk. When creating custom product, 

for example tables, prices are calculated per square foot. Finally, it was noted that prices have been 

going up as it becomes increasingly difficult to source desirable raw materials.  

Promotion 

Company N uses social media, like Instagram and Facebook, to uniquely reach consumers, often 

posting finished products created by their customers, which have been well received by their 

followers and potential customers. Traditional forest products marketing platforms are also used, 

such as printed brochures, home shows, and word of mouth promotion. As operations grow, 
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Company N has deemed it necessary to recruit the assistance of a marketing firm to reach 

consumers through effective social media presence and informative press releases. Company N 

works to build a non-intimidating retail experience at their facility, where customers can walk 

through and pick pieces that fit their projects. Products are sorted by project type and size, and 

prices are clearly posted to reinforce transparency. Finally, messages at Company N are centered 

around the historic significance of raw materials sourced from Michigan.  

Distribution 

Products are primarily sold at the Company N retail location, but direct sales are utilized when 

producing custom product for consumers. Distribution has been a challenging area of operation at 

Company N, as neither of the co-owners has previous experience, but they have learned to 

overcome such challenges.  

Summary 

Company N sources materials from various streams throughout Michigan and sells urban and 

reclaimed wood products to DIY consumers and contractors from their retail warehouse in 

Waterford Township, Michigan. Their primary products include architectural salvage, urban wood 

slabs and reclaimed lumber, beams, mantels, and custom products priced using a structured model 

based on board feet. They also promote their products by highlighting DIY consumer’s finished 

products on their social media, and the company has hired a firm to assist in marketing efforts to 

inform consumers of their historic, Michigan inventories. Through emphasis on customer service 

and an established network of sourcing partners, Company N is able to curate an inventory that 

attracts DIY consumers and contractors. 
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Company O: Detroit Addresses and Niche Markets 

Date: February 21, 2019 

Location(s): Livonia, Michigan 

Participants: Co-owners 

Company O is a reclaimed wood production firm operating outside Detroit, Michigan. The 

company began with two friends’ passion for producing reclaimed wood products, and in 2012, 

their work was recognized in the Detroit Re-Nailed Reclaimed Materials Competition, which 

helped fund the launch of their business. Company O manufactures products for niche markets, 

such as pet urns, eyeglasses, flights, and bar taps. Their company is built around Detroit 

craftsmanship, historic raw materials, and quality products. By promoting these attributes to 

traditional and atypical markets, Company O operates in a number of markets to utilize supplies of 

lumber reclaimed from Detroit buildings.  

Products 

Company O operates in both traditional and niche markets by producing products like chessboards, 

hangers, flights, bar taps, tables, and frames (Figure 71). Laser engraved products are also made 

available to customer specification. Examples of previously produced and repeatable products, such 

as custom work and accent pieces, as well as bulk produced accessory pieces, are visible in their 

showroom (Figure 71). All products are designed in-house.  

       

Figure 71: Product offerings at Company O 

Sourcing and Production 

Operations at Company O began in 2010, originally receiving supplies from Reclaimed Detroit, a 

deconstruction and resale facility. Reclaimed Detroit has since closed due to a warehouse fire, and 

many of their workers sought employment at the Architectural Salvage Warehouse (ASW), from 

whom Company O has since purchased their raw material supply. ASW deconstructs factories, 
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buildings, and homes and keeps track of where supplies originate to relay to Company O and 

provide historic reference to end consumers. Company O also noted that it has been increasingly 

difficult to obtain quality, desirable supplies of reclaimed wood as the industry has grown. 

Production occurs in their workshop, including sawing, laser etching, and finishing.  

Customer and Price 

Company O’s typical customers consist of bars and restaurants, to whom they sell taps, flights, and 

tables. They also work with architects and designers, as well as sell to homeowners and niche 

clients, working to obtain repeat customers. Established relationships and word of mouth have been 

vital to Company O’s success, where niche customers often seek them out due to an established 

brand name in the community. Pricing is set by considering square foot pricing and accounting for 

labor requirements, raw material acquisition costs, and indirect costs.  

Promotion 

Company O utilizes social media, particularly Instagram to post pictures of finished products, and 

a company website as platforms to promote their product. On each product, Company O puts the 

Detroit address from which ASW retrieved the raw materials, as well as post additional information 

on their webpage. Primary promotional messages implemented at Company O include the material 

history, material reuse, craftsmanship, and revitalization of Detroit, emphasizing sentimentality 

through address placement on their products.  

Distribution 

Company O sells primarily directly to consumers, as well as has explored Etsy online sales. 

Summary 

Company O is a reclaimed wood production firm operating in Livonia, Michigan, where two 

friends grew a passion for reclaimed wood production from a hobby to a business venture. 

Company O sells directly to consumers, including traditional restaurants, bars, and homeowners, 

as well as niche consumers, for example offering products like chess boards. Pricing is set in 

accordance with labor requirements and raw material acquisition costs. Promotion is carried out 

via social media, a company webpage, and word of mouth, delivering messages of local production, 

historic raw materials, and quality products. Historic raw materials and local production are central 

to Company O’s identity, reinforced by placing Detroit addresses on their products.  
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Company P: Social and Environmental Capital 

Date: February 22, 2019 

Location(s): Ann Arbor, Michigan; Phone Interview 

Participants: Co-founder, CEO 
 

Note: this company has since closed but still remains a knowledgeable and well-known 

operator in both the urban and reclaimed wood industries.  
 

Company P was a high capacity urban and reclaimed wood production firm located in Ann Arbor, 

Michigan, that focused on both raw material salvage and employment of a disadvantaged 

workforce. Unfortunately, after ten years of production, they made the decision to close, but 

because the firm has extensive knowledge of each industry, they were case studied via phone 

interview. Their primary products were picture frames, but other offerings included tables, bar tops, 

desks, cabinets, and others. Consumers consisted of custom frame stores, as well as corporate 

clientele. Company P produced large volumes of picture frames, often conducting sales directly to 

retailers or using distributors, to salvage raw materials and employ a disadvantaged workforce.  

Products 

Urban and reclaimed wood supplies were used to produce picture frames, residential and 

commercial furnishings, and other wood goods. They primarily sold picture frames to custom 

frame, commercial consumers as ready-to-use frames. They also produced simple furniture designs 

primarily as contract furnishings for restaurants, but they did offer one table line through a retailer. 

Other products at Company P included bar tops, desks, cabinets, benches, cladding, and specialty 

products, as well as wood goods like custom awards. 

Sourcing and Production 

Homeowners, city personnel, developers, and tree care firms provided Company P with urban logs 

for production, and deconstruction firms contacted them directly for reclaimed wood. Sourcing 

from a variety of supply chains helped to mitigate the unpredictable nature of urban and reclaimed 

wood supply streams and produce a consistent product line, noting its importance for scalability.  

Customer and Price 

Company P primarily operated in retail locations, selling to brick-and-mortar, custom frame shops 

in about 250 stores in 43 states. They also began producing picture frames as an original equipment 
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manufacturer (OEM) product and established relationships with commercial consumers. They 

produced frames of varying design, size, finish, and color for each OEM project, where prices were 

often variable between projects. Custom frame pricing was set by taking production and labor costs 

into account and reporting the Manufacturer’s Suggested Retail Price (MSRP) to consumers.  

Promotion 

Brand identity and marketing were considered Company P’s strengths, focusing on high quality, 

durable, and historic raw materials. Making connections and networking was important to reaching 

retailers and expanding operations on a large scale. Social media, a company webpage, and word 

of mouth promotion were utilized to build a national brand identity at Company P. Visibility 

contributed to consumer awareness, including awards, trade shows, press releases, and features on 

TV, the Internet, radio, and print. Messages emphasized by Company P include environmental 

sustainability, aesthetics, durability, and community involvement. Company P employed a 

disadvantaged workforce, including individuals returning from prison, and provided opportunities 

not typically accessible to them. Finally, it was noted that conveying the firm’s purpose took a bit 

of time, particularly the value in salvaged raw materials and the unique labor force. 

Distribution 

Company P sold products directly to consumers or intermediaries, like retailers and distributors. 

Summary 

Company P was an urban and reclaimed wood production firm in Ann Arbor, Michigan, that has 

since closed. Company P’s contributions to the urban wood movement in Michigan, particularly in 

helping grow the Urban Wood Network, and their market presence for almost a decade provide 

them with unique input to this study. High capacity urban and reclaimed wood operations set 

Company P apart from other firms studied and uniquely positions them to advise on building 

relationships with OEM consumers and maintaining a national presence. Products primarily 

included picture frames, and pricing varied between OEM consumers or was set at the MSRP for 

custom frame shops. Sales were direct, to retailers, and to distributors. The company utilized social 

media, word of mouth, print, radio, and others, to relay messages of community involvement, 

design, and quality to consumers. By utilizing OEM partners and retailers, Company P was able to 

produce large volumes of product while striving for community betterment.  
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Results and Discussion 

In total, 19 in-person site visits and 4 phone interviews were conducted, and a detailed list of 

interviewees can be found in Table 27. Discussions took place with 32 individuals, representing 19 

companies, 3 city governments, 2 industry networks, 2 federal and state agencies, 1 consignment 

center, and 1 university. The remainder of this chapter will discuss the case study results, noting 

common, effective marketing strategies implemented within the urban and reclaimed wood 

industries and highlighting unique practices that set firms apart. This section will provide an 

overview of interviewee and operation information, primary products, sourcing and production, 

consumers, pricing structures, distribution strategies, promotional messages and platforms, and 

opportunities and barriers. These results will help to inform strategic marketing recommendations 

in Chapter 4. 

Interviewee and Operation Information 

Case studies were conducted in the Mid Atlantic, Pacific Northwest, and Midwest to gather an 

understanding of practices in various geographic regions of the US. Almost all interviewees 

representing companies were owners, co-owners, or sales employees. City representatives worked 

in the Parks and Recreation Department or Forestry Department, networks were represented 

primarily by their coordinators and facilitated additional meetings with their members, and 

consignment and university operations were represented by their managers. 

Products 

Participants were asked to report their production allocation to made-to-order (MTO) vs made-to-

stock (MTS) products, where survey results indicate that firms, on average, allocated 61.0% and 

39.0%, respectively (Chapter 2). Case study responses indicated similar allocations, but it should 

be noted that two firms, one urban wood and one mixed source, reported selling primarily stock 

lumber and, on occasion, custom furniture. Only one participating firm produced solely for stock, 

primarily urban slabs and cookies9.  

Products listed by participating interviewees in Table 29 were largely in line with those noted in 

the survey, including furniture, mantels, slabs, lumber, beams, flooring, millwork, stair parts, doors, 

                                                      
9 Tree cookies are cross sections from small diameter logs or limbs often used to make tables or accessories. 
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byproduct, cabinets, accessories, tableware, and windows. Furniture was the predominant product 

listed by participating firms in both the survey and case studies (Table 29), where almost all firms 

interviewed, 15 of the 19 in the sample, produce furniture almost exclusively to customer 

specification. Byproducts are sold for different uses, such as accessory production, animal bedding, 

energy generation, or pieces sold to wood turners. Urban wood slabs and reclaimed lumber are 

primarily sold as stock products, as stated by the three firms reporting almost exclusively stock 

sales. Firms also sell flooring and paneling, serving a growing demand for ready-to-install paneling 

for residential consumers by multiple firms. Architectural salvage10 was not addressed in the 

survey, but four participating reclaimed wood firms offer architectural salvage in a variety of forms 

to reinforce messages of reuse and historic significance, including windows, doors, handles, sinks, 

tin roof accents, and others. Other product offerings listed by firms included logs, plaques, picture 

frames, cladding, beams, barn doors, mantels, and other niche products, like bar tap handles.  

Table 29: Primary products noted by participating interviewees. 

Product Count* 

Furniture 16 

Byproduct (animal bedding, firewood, chips, 

pulp, accessories, and others) 

11 

Slabs 9 

Lumber 8 

Accessories 7 

Flooring 4 

Paneling 4 

Architectural salvage 4 

Logs 3 

Plaques/picture frames 3 

Cladding 2 

Beams 2 

Barn doors 2 

Mantels 2 

Niche products 1 

* Multiple responses were possible. 

Sourcing and production 

Urban and reclaimed wood firms obtain raw materials from a variety of sources, and mixed source 

firms have an even more complex supply stream, pulling from both urban and reclaimed outlets. 

Partnerships are important for the urban and reclaimed wood industries, and firms collaborate with 

a number of private, municipal, and residential entities to source adequate raw materials, often 

                                                      
10 Architectural salvage consists of various components salvaged from deconstructed or demolished structures. 
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providing their partners with a variety of benefits, such as decreased dumping costs, decreased 

stress to landfills, compensation for raw materials, and others. The most common entities that urban 

and reclaimed wood firms partner with for raw material procurement are explained below. 

• Private companies, such as tree care firms or deconstruction and demolition firms, collaborate 

with urban and reclaimed wood firms to decrease dumping fees and upcycle materials often 

rendered useless. Urban wood firms primarily partner with tree care firms, and some urban wood 

firms outgrew from tree care firms. Similarly, reclaimed wood firms partner with deconstruction 

and demolition firms, and several interviewees mentioned participating in deconstruction 

themselves to ensure adequate supply of raw materials. 

 

• Cities have implemented initiatives to increase the utilization of urban logs for higher value uses 

to decrease dumping fees, create economic opportunities, and further goals written into their 

sustainability plans. The case studies revealed interesting examples of city programs, 

specifically in Baltimore, MD, Harrisonburg, VA, Woodstock, VA, Milwaukee, WI, and 

Minneapolis, MN. The City of Baltimore is a unique example that has established both urban 

and reclaimed wood salvaging programs through participation in the Baltimore Wood Project. 

Urban logs are sent to a woodlot for further sorting and sale, and the reclaimed wood utilization 

program seeks out city contracts to deconstruct blighted homes, creating jobs and diverting 

materials from landfills. This program, which has received significant attention, provides other 

cities with a scalable implementation model and a vision of success (Calvert, 2019). The City 

of Harrisonburg and City of Woodstock, both in Virginia, have recently integrated urban wood 

utilization into their initiatives, and notable takeaways include their desire to connect urban 

wood stakeholders, for example providing producers with networking opportunities to make 

introductions and facilitate production. The City of Milwaukee collaborates with Wisconsin 

Urban Wood to facilitate urban wood utilization, allowing the city to cut disposal costs and 

reduce stress to landfills. A Minneapolis-based producer partners with the city to effectively 

source raw materials, and both sides recognize the value the partnership provides for production 

and disposal. The company has the opportunity to pick out trees destined for removal that have 

the highest value and production potential. Through urban and reclaimed wood firm partnerships 

with cities, significant supplies have been salvaged, and programs have grown to provide 

additional implementation models for cities of various sizes.  
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• Home and building owners funnel supplies to both urban and reclaimed wood firms. 

Homeowners will often contact a tree removal firm to remove trees from their backyard, or they 

will contact urban wood firms directly to identify supplies and inform on impending removals. 

Many home or barn owners have to pay to remove structures from their land prior to property 

sale, and they will contact reclaimed wood firms that facilitate or contract out deconstruction, 

on occasion accepting the building material as payment for deconstruction. By giving raw 

materials to the firm, home or barn owners decrease labor and removal costs and, in some 

instances, they are reimbursed or gifted a custom piece in exchange for the raw material. 

Because their supply streams are complex, challenges arise for urban and reclaimed wood firms 

when producing with variable supply stream volumes, species, and raw material quality. The 

requirements for and processes of urban and reclaimed wood production differ between raw 

material group and will be detailed individually. 

Reclaimed wood beams (Figure 72) and other raw materials are pressure-washed or sanded to 

remove potentially toxic paint coatings. Effective de-nailing is an important aspect of reclaimed 

wood processing because it is vital to safety requirements and to extend the life of cutting tools 

(Figure 73). Raw material supplies are subsequently cut to consumer specification or standardized 

stock sizes. Kiln-drying reclaimed wood materials is important to achieve an adequate and uniform 

moisture content and to effectively remove pests that the raw materials may have come into contact 

with from years of exposure. Finally, reprocessing and finishing raw materials into desired products 

is an essential aspect of reclaimed wood production, particularly product attributes that add value 

to consumers, such as color, quality, unique aesthetics, and others.  

 

Figure 72: Reclaimed wood beams originating from a 

timber frame home (photo credit: Omar Espinoza). 

 

Figure 73: Custom made de-nailing machine (photo 

credit: Omar Espinoza). 
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Figure 74: Urban wood supplies, air-drying (photo 

credit: Anna Pitti). 

 
Figure 75: Wood Wiz surfacing machine utilized in 

urban wood production (photo credit: Anna Pitti).  

Urban logs usually sit in a yard for extended periods of time to air-dry, thus saving energy during 

kiln-drying. It is common for urban logs to be live-sawn into slabs using a portable sawmill, and 

recently sawn lumber is frequently placed on stickers and air-dried (Figure 74). Slabs are then kiln 

dried, many times using a dehumidification kiln, although high capacity equipment can also be 

found. Slabs are sanded, surfaced (Figure 75), sometimes filled with resin to create an even surface, 

finished, and furniture assembled with legs and other accents. A number of firms reported arranging 

or hosting educational workshops and events to effectively harvest and process urban wood raw 

materials. Firms will saw slabs using a portable sawmill so that consumers can see and interact with 

the production process and raw materials (Figure 76). These events also educate producers on how 

to increase efficiency and production capabilities.  

   

Figure 76: Urban Wood Utilization workshops (photo credit: Ed Thomas). 
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Consumer  

From the case study interviews, it became evident that a majority of firms interact with both 

intermediaries and directly with end consumers through business-to-business (B2B) and business-

to-consumer (B2C) sales. A number of interviewees noted selling to intermediary firms, 

particularly architecture and design firms, contractors, developers, wholesalers, retailers, 

distributors, and others. Some architects and designers integrate urban and reclaimed wood into 

commercial projects, such as restaurants, bars, office space, retail space, and others, often in high 

traffic areas, displaying appreciation for unique aesthetics and longevity. As was noted from the 

survey results (Chapter 2), individual consumers of urban and reclaimed wood products are 

primarily middle- to high-income consumers willing to pay a price premium for sustainable, high-

quality products with a story. Interviewees also noted increasing demand by young urban 

professionals with growing disposable income, often associated with urban growth. Additionally, 

interviewees noted the prevalence of hobbyist consumers that buy raw materials for their projects 

(e.g., lumber). International consumers were primarily identified in Europe and Asia, noting 

demand particularly in Japan.  

Price 

According to case study participants, a majority of urban and reclaimed wood products are priced 

in line with or slightly higher than the competition. Several firms that were interviewed priced 

products at a significant premium to reflect attributes like exclusivity, design, and quality, attracting 

the demand of specific market segments. A number of firms utilized pricing structures to fairly and 

consistently price their products, particularly as custom product features and order volumes change. 

Interviewees noted using a variety of pricing structures, including markup based on raw material 

volume, pricing per board foot, pricing based on self-graded aesthetics, and pricing in alignment 

with a mass customization model. Almost all firms noted pricing products in accordance with raw 

material acquisition costs, labor costs, design requirements, and consumer willingness to pay.  

Promotion 

Interviewee responses about promotional platforms reinforced survey results, highlighting the 

importance of word of mouth, company webpage, social media, and event participation, including 

craft fairs or trade shows (Table 30). Interviewees also noted leveraging public relations, such as 
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press releases and local news coverage, to highlight the unique business model of upcycling for 

forest products production. However, similar to survey results, newspapers and magazines were 

identified by interviewees as the least important promotional platforms. Promotional messages 

employed by participating urban and reclaimed wood firms primarily emphasized the importance 

of product sustainability, local production, quality, and emotional value (Table 31). Firms may 

emphasize other messages in their promotional material, but the tabulation is based on interviewee 

responses from in-person and phone interviews. Sample promotional material can be seen in Figure 

77 to Figure 80. 

 

Table 30: Promotional platforms noted by 

participating interviewees. 

Promotional platforms Count* 

Word of mouth 24 

Company webpage 21 

Social media 19 

Events  15 

Public relations 11 

Newspapers or magazines 5 

* Multiple responses were possible. 

Table 31: Promotional messages noted by 

participating interviewees. 

Promotional message Count* 

Sustainability 17 

Local/domestic production 14 

Quality 10 

Emotional value 10 

Aesthetics 6 

Design 6 

Collaboration 4 

Social capital 4 

* Multiple responses were possible. 

Interviewees emphasized several promotional messages not explicitly listed in the survey, 

including design, collaboration, social capital, durability, time savings, and economic value. The 

importance of innovative design was noted as a sustainable competitive advantage for several firms, 

where design trends must adapt to consumer demand. The importance of social capital and 

community betterment was noted by a number of interviewees whose firms are working to employ 

a disadvantaged workforce and address urban blight; durability was stressed to reinforce messages 

of product quality and longevity; and time savings were noted surrounding quick lead times and 

instillation ease, where several firms noted a growing ready-to-install paneling segment.  
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Figure 77: Brick + Board’s messaging, emphasizing social benefits and environmental sustainability (Brick + 

Board, 2019).  

   

Figure 78: Viridian Reclaimed Wood’s messages of sustainability, innovation, creation, and affordability 

(Viridian Reclaimed Wood, 2019). 

 

Figure 79: Wood from the Hood's messages of local, sustainable, and high-quality production (Wood from the 

Hood, 2019). 

 

Figure 80: Urban Wood Network, building a collaborative movement (Urban Wood Network, 2019). 
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Distribution 

Table 32 lists the various distribution strategies mentioned by interviewees, including primarily 

direct and retail sales, as well as reinforces survey results. Online sales are not conducted 

industrywide but seem to be growing in prevalence. Interviewees also partook in sales to 

wholesalers and brokers, which were not addressed in the survey. A few participating firms engage 

in export sales, primarily utilizing the services of brokers or distributors. Two firms interviewed 

noted growing demand overseas for quality, unique products in Asian and European markets. Firms 

participating or experimenting in export sales had higher production capacities that specialized in 

specific product types, including furniture and lumber. Of the case studied firms, consignment sales 

are only practiced by urban wood companies.  

Table 32: Distribution strategies noted by participating interviewees. 

Distribution strategy Count* 

Direct sales 19 

Retail sales 14 

Online sales 7 

Wholesaler 4 

Consignment 3 

Sale to a distributor 3 

Export sales 3 

Broker 2 

* Multiple responses were possible. 

Opportunities and barriers 

When asked about business growth expectations, interviewees representing urban and reclaimed 

wood firms anticipated both industry and company growth. To help facilitate such growth, urban 

wood firms, in particular, have established a number of networks to assure raw material reliability 

and expand into the commercial sector. Other strategies for growth included establishing additional 

partnerships, showroom and retail expansion, increased production efficiency, market research and 

targeted platforms, expansion of product offerings, and others. Interviewees were also asked to 

report sustainable competitive advantages that would help them continue to excel as anticipated 

growth unfolds, and almost all firms confidently stated two to three attributes they believed set their 

firm apart within the industry, including the ability to quickly identify and adapt to consumer design 

trends, strong brand name recognition, high capacity operations, attention to detail, exemplary 

customer service, community ties, employment of a disadvantaged workforce, sustainability, 

multiple product line offerings, competitive pricing, focus on triple bottom line, and others.  
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Barriers identified by interviewees can be broken into two categories, those associated with running 

a small- to medium-sized firm and those associated with production specifically with urban and 

reclaimed wood raw materials. Issues associated with running any business include financial 

stability, production capacities, space restrictions, liabilities, reliable labor, customer price points, 

marketing, logistics, and administrative work. Other barriers specific to urban and reclaimed wood 

raw materials noted by interviewees included: the lack of a grade or industry standard to affirm raw 

material quality to architects and designers; limited material availability, particularly as the industry 

grows and raw material acquisition costs rise; consumer awareness and scalability; and others.  

Summary 

To gain an in-depth understanding of the urban and reclaimed wood industries, case studies were 

conducted in the Mid Atlantic, Pacific Northwest, and Midwest regions of the US. In total, 19 in-

person site visits and 4 phone interviews were conducted with 32 individuals that represented 19 

companies, three city governments, two industry networks, two federal and state agencies, one 

consignment center, and one university. Interviewees included company owners or sales 

employees; city Parks and Recreation or Forestry Department employees; network coordinators; 

and consignment and university program managers.  

Urban and reclaimed wood firms partner with private, municipal, and residential entities for 

adequate raw material supplies, often providing tree care firms and deconstruction or demolition 

firms with decreased dumping costs, municipalities and cities with economic opportunities, and 

homeowners with compensation for raw materials. Urban and reclaimed wood firms must adapt to 

variable raw material supplies, which cause processing challenges and specific production 

requirements, such as log sawing or de-nailing. Firms typically work with architecture and design 

firms for commercial projects and intermediaries, like retailers, distributors, brokers, and others, 

for stock sales. Consumers were also identified as middle- to high-income individuals that purchase 

finished products and hobbyists that purchase raw materials to complete their own projects.  

Interviewees reported producing primarily made-to-order furniture, but other products included 

byproducts, slabs, lumber, accessories, flooring, paneling, and architectural salvage. Products are 

priced in line with or slightly higher than the competition, and a few firms implemented pricing 

structures, for example based on board footage or self-graded aesthetics. All firms noted pricing to 

accommodate raw material acquisition costs, design requirements, and consumer willingness to 
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pay. Using word of mouth, company webpage, social media, and event participation, urban and 

reclaimed wood firms effectively appeal to consumers using messages of sustainability, local 

production, and quality. Industry collaboration and social capital were also noted as uniquely 

motivating objectives and promotional messages by several interviewees. Products are distributed 

through a variety of channels, primarily direct, retail, and online sales. Interviewees representing 

high capacity firms also noted participating in export operations and utilizing brokers or distributors 

to facilitate trade of specialized product types, like furniture or lumber. 

Finally, by leveraging sustainable competitive advantages, like strong brand recognition, high 

capacity operations, community ties, employment of a disadvantaged workforce, and others, 

participating firms will continue to differentiate themselves as unanimously anticipated industry 

growth occurs. Barriers to urban and reclaimed wood operations noted by interviewees include 

customary business inhibitions, often associated with employment, liabilities, and financial 

requirements, as well as issues associated with unpredictable urban and reclaimed wood raw 

materials, including production scalability and lack of an industry grade or standard.  
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Chapter 4: Marketing Strategy Recommendations for the 

Urban and Reclaimed Wood Industries 

This chapter brings the previous components of this research together to formulate a number of 

strategic marketing recommendations for US urban and reclaimed wood firms. These 

recommendations are based on data gathered from the literature review (Chapter 1), industry survey 

(Chapter 2), and case study interviews with firms, organizations, and experts (Chapter 3). To 

achieve sustained growth, urban and reclaimed wood firms need to effectively convey the benefits 

of tangible and intangible product attributes to their target consumers. Resulting marketing 

strategies will help to increase market share and, in turn, reduce volumes of urban and reclaimed 

wood wasted. This chapter will outline the industry status, formulate a SWOT analysis, and offer 

marketing strategy recommendations for the urban and reclaimed wood industries, specifically a 

value proposition statement, segmentation and positioning strategies, and marketing mix strategies.  

Industry Status 

This section will summarize the status of the urban and reclaimed wood industries, particularly 

findings from previous components of this study. This information will be used to conduct a SWOT 

analysis of the industry (Strengths, Weaknesses, Opportunities, and Threats), which will contribute 

to marketing strategy recommendations provided later in this chapter.  

Industry Profiles 

It is estimated that there were approximately 4.0 million tons of woody yard trimmings and 17.3 

million tons of C&D debris available for recovery in 2010 (Bratkovich et al., 2014; Howe et al., 

2013). In recent years, industries have emerged that utilize traditionally undervalued supplies of 

urban and reclaimed wood for high value-added product manufacturing, providing consumers with 

unique aesthetics, historic significance, environmental sustainability, and other intangible product 

attributes. However, little work has been done to analyze the marketing practices implemented by 

urban and reclaimed wood firms. In the first two stages of this research, an industry survey and 

case studies were conducted to develop a profile of the urban and reclaimed wood producers and 

gather an understanding of their prevailing marketing practices. Raw material group was used as a 

main demographic factor, categorizing firms as producing with urban wood, reclaimed wood, or 

both, where firms using both urban and reclaimed wood were characterized as mixed source firms.  
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From the industry survey, 132 usable responses were obtained, consisting of 27.3% urban wood 

firms, 31.3% reclaimed wood firms, and  41.7% mixed source firms. Case studies included 19 in-

person visits and 4 phone interviews with a total of 32 individuals, representing 19 companies, 3 

city governments, 2 industry networks, 2 federal and state agencies, 1 consignment center, and 1 

university. For both the survey and case studies, participating firms were asked to report company 

characteristics, marketing practices, opportunities, and barriers.  

Results indicate that participating firms have been utilizing urban or reclaimed wood for less than 

10 years and are, in general, small companies with less than 10 employees. Overall, urban wood 

firms are smaller and more recently established than reclaimed wood operations. A majority of 

respondents indicated operating in the Midwest and Northeast regions, and a few of firms noted 

export experience. Urban and reclaimed wood firms often rely on partnerships for effective raw 

material procurement, and their supply chains typically involve municipal entities, private firms, 

and building owners. Urban wood firms usually partner with cities, tree care firms, or homeowners, 

while reclaimed wood firms partner with cities, deconstruction firms, demolition firms, 

homeowners, and barn owners. Firms, particularly urban wood companies, also emphasized the 

importance of collaboration through the efforts of groups such as The Urban Wood Network (Urban 

Wood Network, 2019); Urban, Salvaged, & Reclaimed Woods (Urban Salvaged & Reclaimed 

Woods, 2019); Wisconsin Urban Wood (Wisconsin Urban Wood, 2019); Virginia Urban Wood 

Group (Virginia Urban Wood Group, 2019); and others that contribute to industry growth by 

providing their members with marketing materials and educational information. 

From this study, it was determined that urban and reclaimed wood firms generally offer 

differentiated products, providing consumers with a number of unique, desirable attributes. Pricing 

is often variable due to the high percentage of custom work, as well as the unpredictable nature of 

the raw material and labor costs. Pricing was also reported to be slightly higher than, or in line with 

the competition. Sales can be business-to-consumer (B2C) and business-to-business (B2B), 

including homeowners, architects and designers, retailers, brokers, distributors, and others.  

Evidence suggests that urban and reclaimed wood firms effectively leverage social media, company 

webpages, printed or electronic publications, trade show participation, and other platforms to 

emphasize messages of quality, aesthetics, customizability, history, sustainability, and others. 

Products are typically sold directly to consumers, online, or at retail locations, but several firms 

utilize intermediaries, like distributors or wholesalers. In recent years, the Internet has facilitated 
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shorter distribution channels by allowing small- to medium-sized firms to advertise and sell directly 

to end users, which is particularly relevant for these industries. 

Industry Objective 

The objective of urban and reclaimed wood firms is to salvage raw materials that have traditionally 

been discarded or underutilized to manufacture value-added products. These companies operate 

with unique business models that bring economic, social, and environmental benefits to their 

communities through local production, job creation, and diversion of materials from landfills.   

SWOT Analysis 

A SWOT (Strengths, Weaknesses, Opportunities and Threats) analysis is a tool used to outline 

internal and external environments and formulate strategies accordingly (Sammut-Bonnici & 

Galea, 2015). Inputs for the SWOT analysis of the urban and reclaimed wood industries conducted 

for this research were the literature review and primary data collected, namely an industry survey 

and case studies. Table 33 summarizes the SWOT analysis, and a detailed explanation follows.  

Table 33: SWOT analysis summary. 

Strengths: Sustainable competitive advantages  

• Supply chain partnerships for effective procurement 

• Circular product design, environmental sustainability  

• Unique aesthetics, exclusivity 

• High-end, handcrafted products 

• Focus on customization 

• Sentimentality and emotional appeal 

• Local and domestic production 

• Urban: natural aesthetics, network collaboration 

• Reclaimed: historic appeal, old growth grain patterns 

Weaknesses: Industry shortcomings when 

compared to competitors 

• Lack of financial resources 

• Lack of storage space 

• Under-performing or insufficient marketing  

• Lack of consumer awareness 

• Pricing challenges – matching consumer 

valuation with premium prices 

• Variable raw materials, processing challenges 

Opportunities: External trends, both current and 

emerging, that represent opportunities 
 

• Growing demand for:  

o Unique, customized, and high-end products 

o Modern, rustic, and industrial designs 

o Local, sustainable products 

• Urban population growth, raw material availability  

• Globalization, export opportunities 

• Urban: participation in municipal sustainability or 

urban forest management plans, PEFC certification 

• Reclaimed: FSC certification, LEED accreditation 

Threats: External trends, both current and 

emerging, that threaten growth 
 

• Industry fragmentation 

• Risk of market saturation 

• Potential for competition-driven raw 

material scarcity and/or price increases  

• Limited recognition by green labeling 

systems 

• Lack of industry standards  

• Availability of cheaper, substitute products 

• Competition from low-value uses  
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Internal Analysis 

An internal analysis is conducted to identify core competencies that should be sustained or 

developed to successfully compete within an industry (Sammut-Bonnici & Galea, 2015). From an 

analysis of strengths, a SWOT analysis can identify attributes that can provide sustainable sources 

of competitive advantage that firms should reinforce, and from an analysis of weaknesses, 

opportunities for improvement are recognized, which should be acted upon. Competitive 

advantages can be attributed to internal resources and capabilities, such as financial, managerial, 

infrastructure, and manufacturing resources, as well as suppliers, distribution channels, and 

marketing functions (Sammut-Bonnici & Galea, 2015). 

Strengths 

Strengths of the urban and reclaimed wood industries are largely associated with raw material and 

product attributes, including environmental sustainability, unique aesthetics, sentimentality, 

customizability, local and domestic production, and others. To facilitate local and domestic 

production, these industries leverage supply chain partnerships for raw material procurement, 

namely city governments, private firms, and building owners.  Urban wood firms typically partner 

with city Parks and Recreation or Forestry Departments, tree care firms, and homeowners, while 

reclaimed wood firms primarily coordinate city contracts for deconstruction, seek out 

deconstruction and demolition firms, and communicate with building owners.  

Because the urban and reclaimed wood industries upcycle raw materials traditionally discarded as 

waste, their inherently circular design is brought to light, taking resource scarcity, economic 

benefits, and environmental impact into account (Lieder & Rashid, 2016). One study found that a 

white oak dining room table with ten chairs produced using approximately 120 board feet of urban 

wood (10 ft3) sequesters an estimated 730 pounds of CO2e over a 30-year period (Sam Sherrill & 

Bratkovich, 2018). Additionally, a life-cycle inventory showed that the cumulative energy 

consumption in producing virgin versus reclaimed framing lumber and wood flooring was 11 and 

13 times greater, respectively, while global warming potential (GWP) was approximately 3 and 5 

times greater, respectively (Bergman et al., 2010). These benefits appeal to environmentally 

conscious consumers, who are often willing to pay a price premium for such intangible attributes. 

Unique raw materials and product aesthetics also drive demand for urban and reclaimed wood 



 

144 

 

products, particularly when considering inimitable grain patterns, physical properties, color, and 

others (Figure 81). From this study, it was revealed that urban and reclaimed wood companies often 

focus on high-end, handcrafted, exclusive, and custom production, which appeals to market 

segments where price is not the main decision factor. Urban and reclaimed wood products also 

provide consumers with sentimental value, largely associated with local and domestic production.  

      

Figure 81: Unique aesthetics: reclaimed wood flooring, live-edge urban slabs (photo credit: Omar Espinoza, left). 

Strengths listed above are common to urban and reclaimed wood products; however, there are some 

strengths unique to each industry subsector. The urban wood industry offers a natural aesthetic, for 

example live-edge furniture and slab production, appeals to consumer demand for local production, 

and fosters community partnerships, often establishing national and statewide networks to promote 

the industry. The reclaimed wood industry offers consumers raw materials that provide historic 

significance, potential for FSC certification or LEED accreditation, and unique aesthetics 

associated with old growth grain patterns, for example Long Leaf “Heart” Pine.  

Weaknesses 

Barriers identified by this research include lack of financial resources, lack of storage space, under-

performing or insufficient marketing efforts, and lack of consumer awareness, as well as raw 

material, sourcing, pricing, and distribution issues. Most firms identified financing as an inhibiting 

factor, especially for startups, who typically underestimate raw material acquisition and processing 

costs, which, in turn, often leads to a lower than anticipated return on investment (ROI).  Lack of 

storage space was also listed by participants as an inhibiting factor to production, particularly when 

considering a number of firms accumulate raw material inventories over long periods of time. 

Urban wood firms are almost invariably located close to or in urban areas, where land is relatively 

expensive, thus making this an important barrier to growth. Respondents mentioned 

underperforming or insufficient marketing strategies as a barrier, an example of which is the use of 
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an overwhelming number of messages, possibly leading to confusion among their target audience. 

Limited brand recognition and lack of consumer awareness were also listed by participating firms 

as barriers, especially when considering consumer valuation of intangible product attributes. 

Finally, urban and reclaimed wood raw materials are inherently difficult to process and often 

described as “limited, erratic, and undependable.” The urban wood industry is presented with 

highly variable supply quality, specifically associated with invasive pests, embedded metals, decay, 

and others, making it difficult for firms to establish relationships with intermediaries to sell large 

volumes of product. The reclaimed wood industry’s processing challenges are often associated with 

de-nailing and removing potentially toxic paints from raw materials.  

External Analysis 

An external analysis is conducted to identify potential developments that should be taken advantage 

of or protected from, which are largely out of company control (Sammut-Bonnici & Galea, 2015). 

Opportunities should be used to create a competitive advantage, and through identification of 

threats, firms can adequately adapt to challenges and remain competitive within the market. The 

external analysis should evaluate the current business environment and competition—in this case 

largely substitute products—to accurately depict the industry, as well as capitalize on opportunities 

and combat threats to operations (Sammut-Bonnici & Galea, 2015).  

Opportunities 

To achieve growth, firms must capitalize on available opportunities, including demand for unique 

and high-end products, demand for local and sustainable products, design trends, globalization, and 

urban population growth.  Demand for unique, custom, and high-end urban and reclaimed wood 

products offers potential for market expansion associated with product aesthetics, for example live-

edge urban wood products and unique wood grains from historic raw materials, as well as the ability 

to provide both rustic and modern designs that are on-trend with current demand. Growing 

consumer demand for sustainably sourced forest products presents opportunities for the urban and 

reclaimed wood industries, particularly with the expansion FSC Reclaimed Certification and LEED 

accreditation, as well as potential for international third-party recognition through the Program of 

the Endorsement of Forest Certification (PEFC)’s “Trees Outside Forests” program (Fernholz et 

al., 2018). Globalization is also a growing trend that firms can capitalize on as overseas consumers 
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recognize the unique product attributes, including sustainability, quality, and exclusivity. Urban 

area growth affects the supply of urban and reclaimed wood products, and as cities expand, ample 

raw materials will become available. It is estimated that between 2000 and 2050 urban areas will 

subsume 118,300 km2 of forest area, and increased raw material supplies will incentivize municipal 

support for urban and reclaimed wood utilization (Nowak & Walton, 2005). Uniquely, urban wood 

firms are presented with opportunities to integrate their business models into municipal 

sustainability and urban forest management plans for collaborative material utilization.  

Threats 

Threats to the urban and reclaimed wood industries include consumer trend changes, industry 

fragmentation, market saturation, supply availability, low awareness and adoption of raw material 

certifications or standards, and substitute product availability. Industry fragmentation and the 

presence of many micro and small capacity producers without a cohesive strategy inhibits industry 

expansion, highlighting the need for increased network participation and the formation of industry 

associations. As the industry grows and demand increases, a number of firms will enter the market, 

with the risk of causing market saturation. With competition, firms may experience limited supplies 

of quality raw materials, causing acquisition costs and, in turn, end consumer prices to rise. 

Additionally, there is little incentive for consumers, especially in the commercial and institutional 

construction sectors, to adopt urban or reclaimed wood due to the low awareness and adoption of 

green building systems, like LEED. Lack of a material standards or grading systems can be an 

inhibiting factor for adoption, especially in B2B transactions, due to the lack of a basis for mutual 

understanding and a common language for material specification. The availability of imitation 

products, such as fabricated live-edge furniture and imitation weathered products, provides 

consumers with a low cost alternative and threatens urban and reclaimed wood exclusivity.  

The urban and reclaimed wood industries also experience threats regarding raw material 

acquisition, including continued low-value utilization, unwillingness to establish partnerships with 

firms, and costs. It should be noted that urban wood firms, in particular, are presented with threats 

associated with competition from low-value disposal options, particularly log-chipping, bioenergy, 

firewood production, and others, while the reclaimed wood industry is presented with similar 

threats associated with a need for economic feasibility when compared to demolition, as 

deconstruction must remain cost-competitive to incentivize raw material salvage.  
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Marketing Strategy Recommendations 

Urban and reclaimed wood firms are highly variable with regard to products, capacity, distribution 

capabilities, markets, and other characteristics, particularly marketing strategies. The objective of 

this part of the study was to use the SWOT analysis as input to provide marketing strategy 

recommendations to the urban and reclaimed wood industries. The following sections include value 

proposition, segmentation, positioning, sourcing, and marketing strategy recommendations.  

Value proposition  

The urban and reclaimed wood industries are an important aspect of resource management, as they 

upcycle traditionally underutilized materials for value-added production, fostering economic 

growth, decreasing stress to landfills, and providing a number of social benefits. Urban and 

reclaimed wood firms offer consumers differentiated products with desirable, intangible attributes, 

such as unique aesthetics, emotional and historical significance, local and domestic production, 

customizability, exclusivity, high quality, and inherent sustainability.  

Segmentation 

Because the survey and case study data were not specific to customer preferences, a quantitative 

segmentation analysis was not performed; however, based on participant responses, the market 

segments with highest potential for the urban and reclaimed wood industries could be identified. 

Market segmentation, or dividing the market into groups of customers with common characteristics 

and demands, can help firms tailor their product offerings, as well as develop more effective 

marketing strategies. Broadly, the urban and reclaimed wood industries sell directly to end 

consumers (business-to-consumer, or B2C) or to other businesses (business-to-business, or B2B).  

B2C sales include mostly residential consumers, such as hobbyists that buy unfinished slabs or 

lumber for their projects, as well as individuals or firms who purchase finished products, such as 

furniture or millwork. Responses suggest that the prevailing market of urban and reclaimed wood 

firms consists of middle-aged, upper middle-income individuals; however, it was noted that an 

increasing number of families and high-earning millennials in fast-growing urban areas are 

purchasing urban and reclaimed wood products. These products are often priced at a premium, and 

consumers place high value on sustainability, sentimentality, and local and domestic production.  
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B2B sales in the urban and reclaimed wood industries are largely to architecture and design firms 

that specify custom work for commercial consumers, like restaurants or shops, to utilize urban and 

reclaimed wood for renovation, remodeling, or new construction. Custom commercial consumers 

seek out reclaimed wood for a variety of reasons, including achieving FSC Certification or LEED 

accreditation, supporting local communities, integrating unique designs into their spaces, utilizing 

durable materials, and others. Custom commercial consumers typically include firms that value 

sustainable production and innovation, as well as maintain a desire for rustic or industrial aesthetics. 

Urban and reclaimed wood stock consumers include primarily intermediaries, like retailers, 

distributors, or brokers, oriented toward sustainable production and appealing to high-end 

consumers. Such intermediaries typically demand on-trend, accessory products, and they typically 

purchase directly from urban and reclaimed wood firms with some brand recognition.  

Again, market segmentation is used to divide the market into groups, or segments, of potential 

consumers based on common characteristics, focusing on similarities between consumers within a 

segment and ensuring differences from members in other segments (Lilien, Rangaswamy, & Bruyn, 

2017). Segments are commonly defined by demographic (e.g., age, income) or psychographic 

factors (e.g., activities, opinions), as well as based on final use (e.g., cabinet manufacturer, kitchen 

accessories), each with their unique needs. Additionally, one of the most effective approaches is to 

use consumer needs and preferences. After identifying market segments, a firm selects a target 

segment (or segments) based on its attractiveness and the strengths of the firm. Market 

segmentation allows firms to tailor their product and service offerings to meet the needs of the 

target segment, as well as develop more effective marketing strategies. Urban and reclaimed wood 

companies could benefit from conducting a systematic market segmentation analysis by identifying 

groups of customers whose needs can be met with different products and developing promotional 

strategies. For example, some architects and designers favor biophilic designs (a trend in green 

architecture that integrates nature into workspaces), while others may seek out industrial design 

projects. Once a company determines a target segment, it needs to develop a positioning strategy. 

Positioning Statement 

Sources of differentiation in the urban and reclaimed wood industries primarily surround raw 

material attributes, where firms benefit from seeking a market position that is not dependent upon 

pricing but is reliant on consumer value of uniquely desirable products. Urban and reclaimed wood 
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firms should focus on their ability to fulfill consumer demands for inimitable product attributes, 

like aesthetics, customizability, quality, sustainability, historic value, local production, and others.  

An example of a high-level positioning statement is as follows: For environmentally conscious and 

high-end market segments, the urban and reclaimed wood industries upcycle traditional waste 

materials to produce high value-added products with differentiating attributes, such as unique 

aesthetics and local production. Urban and reclaimed wood firms attract consumers with unique 

origin stories and their ability to produce innovative, custom designs.  

Supply Chain Partnerships and Collaboration 

Urban and reclaimed wood raw material sourcing is complex and typically involves municipal, 

private, and residential players, as depicted in Table 34. Urban wood firms typically partner with 

tree removal firms, arborists, homeowners, and city governments. Although partnerships with tree 

removal firms were more frequently utilized, several successful urban wood firms maintained 

relationships with cities alongside other partners, sourcing from a variety of streams. Reclaimed 

wood firms partner primarily with deconstruction and demolition firms, building owners, and 

construction and remodeling firms. In several cases, city personnel participated in reclaimed wood 

operations, but in general, firms partner with private entities to provide mutual benefits, including 

raw material inputs and decreased dumping costs, respectively. To help facilitate utilization, a 

knowledge database and online marketplace are suggested to expand the capabilities of and 

informational available to the supply chain, helping to identify local wood supplies and providing 

access to resources for higher value-added production. Firms should also actively pursue network 

and industry association membership to facilitate more efficient raw material procurement and 

increase awareness of the benefits of urban and reclaimed wood. Additionally, firms would benefit 

from actively engaging in education events with suppliers and consumers to increase awareness.   

Table 34: Urban and reclaimed wood partners listed in order of frequency, with the most frequent cited on top. 

Urban Wood Reclaimed Wood 

Tree removal firms Deconstruction firms 

Arborists Demolition firms 

Homeowners Building owners 

City governments Construction and remodeling firms 

Urban foresters Others 

Others  
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Industry Networks  

Network collaboration is also an important aspect of successful urban and reclaimed wood 

operations, as they help to address threats associated with industry fragmentation. Currently, 

networks are largely specific to the urban wood industry, for example the nationally operating 

Urban Wood Network (Urban Wood Network, 2019) that provides consumers with resources, like 

webinars detailing best practices, city partnership and implementation models, and an “Urban 

Wood Toolkit,” as well as the Urban, Salvaged, and Reclaimed Woods network (Urban Salvaged 

& Reclaimed Woods, 2019) that provides educational resources and promotes members on their 

webpage (Figure 82). Networks bring all aspects of the supply chain together to promote utilization, 

as well as provide a variety of benefits to their members, including consumer education, member 

resources, market research and analysis, member advocacy, brand recognition and credibility, 

opportunities for large-scale projects, and others. It is advised that urban and reclaimed wood firms 

continue to seek out network membership, as well as pursue opportunities for industry associations, 

to increase consumer awareness and credibility through brand recognition.  

 
 

Figure 82: Urban wood network logos, providing brand recognition and credibility (Urban Salvaged & 

Reclaimed Woods, 2019; Urban Wood Network, 2019). 

Product 

The urban and reclaimed wood industries offer a variety of attributes to consumers through value-

added production, and a majority of firms offer customized products. In general, urban and 

reclaimed wood firms allocate a larger percentage of their sales to made-to-order and custom 

products over producing for stock. However, a number of companies produce exclusively made-

to-order or produce exclusively to stock. Furniture is the primary product offered by participating 

firms, and additional products include mantels, byproducts, slabs, lumber, paneling, cladding, 

flooring, accessories, and other value-added products. Sample urban and reclaimed wood products 
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can be seen in Figure 83 to Figure 89. Live edge slabs, tables, countertops, and cookies11 are unique 

to urban wood production, and architectural salvage12, beams, and barn doors are unique to 

reclaimed wood. Firms often use their byproducts as raw material input for small products, like 

accessories, or for animal bedding, energy applications, and others. Species used by urban wood 

firms often vary regionally and reflect the prevailing urban tree populations with high demand, 

including walnut, white oak, cherry, ash, and hard maple. Reclaimed wood raw materials are, for 

the most part, North American species used for structural purposes, including white oak, Douglas 

fir, pine, red oak, and Southern Yellow Pine, which is no longer readily available in traditional 

supply streams.  

A major source of competitive advantage for urban and reclaimed wood firms is their ability to 

supply customized, high quality products with valuable, intangible attributes that cannot be easily 

replicated. Companies should continue to leverage this strength and make efforts to stay up-to-date 

with current design trends, as well as make efforts to gather customer feedback. Additionally, 

adoption of tools, such as Quality Function Deployment (Akao, 1990) and Design for Environment 

(Fiksel, 2009), could be explored to incorporate consumer input into the product development 

process. At the industry association or network level, the urban and reclaimed wood sector should 

pursue the generation of data and reports to facilitate adoption, such as life cycle analysis studies 

(LCA), environmental product declarations (EPD) (Bowyer, Howe, Fernholz, Bratkovich, & Stai, 

2011), and general information brochures.  

 

 

Figure 83: High end furniture (Urban Hardwoods, 2019). 

 

Figure 84: Accessories (MSU Shadows, 2019). 

                                                      
11 Tree cookies are cross sections from small diameter logs or limbs often used to make tables or accessories. 
12Architectural salvage consists of various components salvaged from deconstructed or demolished structures. 
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Figure 85: Reclaimed wood mantel offerings 

(E.T. Moore Manufacturing Inc., 2019). 

 

Figure 86: Viridian Reclaimed Wood paneling offerings 

(Viridian Reclaimed Wood, 2019). 

 

Figure 87: Urban wood slabs (Live Edge Detroit, 2019). 

 

Figure 88: Custom countertops 

(OE Custom, 2019).  

 

Figure 89: Brick + Board flooring and architectural salvage product offerings (Brick + Board, 2019). 

Price 

Prices in the urban and reclaimed wood industries are set to account for intangible product 

attributes, all of which are highly reflected in promotional messaging used to appeal to consumers. 

Products are priced in alignment with, or slightly higher than, the competition, often set to remain 

competitive as an alternative to traditional value-added forest products, which are priced at a 

premium. High capacity firms, in particular, have implemented pricing structures to efficiently 

provide consumers with standardized prices, often based on self-graded aesthetics or board footage.  
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Pricing can be determined based on cost or value. Pricing based on cost, or cost-plus pricing, is the 

simplest and most common method of determining prices; however, it often leads to overpricing in 

weak markets or underpricing in strong markets. Value-based pricing is an approach “by which a 

company calculates and tries to earn the differentiated worth of its product for a particular customer 

segment when compared to its competitor” (Dholakia, 2016). In other words, it accounts for 

competitor pricing and consumer willingness to pay. Value-based pricing usually translates into 

higher profitability for the company but is often more difficult to implement, as it requires extensive 

market research. Companies in the urban and reclaimed wood industries could benefit from using 

value-based pricing techniques, since there is high value placed on intangible attributes. Using 

techniques, such as surveys or conjoint analysis (Orme, 2006), firms could generate the information 

needed to set prices based on their value to customers. Finally, it may be beneficial for some urban 

and reclaimed wood firms to consider using a standardized structure to price their products to reflect 

unique product attributes and account for raw material acquisition costs and labor requirements. 

Promotion 

To relay urban and reclaimed wood product attributes to consumers, companies utilize a number 

of promotional platforms, primarily word of mouth, a company webpage, social media, and events. 

Firms, particularly urban wood firms, have also come together to form a number of networks that 

provide benefits to their members, including consumer education, brand recognition, joint 

marketing efforts, increased credibility, and others. Social media and company webpages hold 

significant importance within the urban and reclaimed wood industries; however, there is marked 

room for improvement for a number of firms. Online content, such as social media and a company 

webpage, should be used to help establish a company brand and provide consumers with value and 

purpose for viewing, for example interactive furniture placement and visualization tools. Social 

media also provides firms with opportunities to identify competitors, join online communities, 

inform consumers of available products or sales, and capitalize on globalization trends, as well as 

allows firms to receive consumer feedback. Firms can explore a number of social media tools to 

monitor and address consumer needs online, where focus should be placed on identifying 

applicable feedback, acknowledging consumers with a reply, and resolving issues that require 

additional attention. For successful event participation, firms need to strategically plan event 

attendance to make sure the audience is a good fit for the company’s target market. It is also 

important to set measurable goals for event participation, including a desired return on investment 
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for participation. Attendees that stop at an event booth should have a positive experience, thus it is 

important to have carefully selected and well trained staff, an impactful display design, and gifts. 

Lastly, it is critical to follow up on leads generated at events, as well as evaluate feedback and 

results to make adjustments for future participations. 

Using these promotional platforms, urban and reclaimed wood products should be promoted as 

high value-added products. The most frequently used messages by urban and reclaimed wood firms 

are quality, aesthetics, customizability, sustainability, and local production, as well as design, time 

savings, durability, and social capital, often employing a disadvantaged workforce. Insufficient or 

underperforming marketing practices are an inhibiting factor to growth, noting possible confusion 

associated with an overwhelming number of messages. To mitigate this, urban and reclaimed wood 

firms should consider the preferences of their target audience, with particular focus on select, few 

messages surrounding quality, aesthetics, customizability, locality, and sustainability. Growing 

consumer demand for sustainably sourced forest products should also be explored by urban and 

reclaimed wood firms, particularly in promoting FSC Reclaimed Certification and LEED 

accreditation, as well as the potential for recognition through the Program of the Endorsement of 

Forest Certification (PEFC)’s “Trees Outside Forests” program (Fernholz et al., 2018). 

Distribution 

Distribution channels deliver products to consumers, and effective distribution channels are 

paramount to the growth of any industry. Primary distribution methods identified by participating 

firms include direct sales, online sales, and retail sales. Online sales are carried out on a number of 

company webpages, but there are opportunities for the expansion of ecommerce in the urban and 

reclaimed wood industries. Currently, firms maintain variable online sales presence, including 

highly functioning online sales space for both custom and stock products, accessory offerings 

available for purchase and listed made-to-order options, information on available product offerings 

but no ability to purchase online, and no presence. A cursory search of company webpages suggests 

that most companies do not take full advantage of online sales; however, one exception is a product 

line offered by a reclaimed wood company in the Pacific Northwest that has successfully launched 

exclusively online sales for reclaimed wood paneling (Figure 90).  
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Figure 90: Advanced online sale of stock paneling product (Weekend Walls, 2019). 

Figure 91 outlines various distribution channels leveraged by urban and reclaimed wood firms. 

Firms should further capitalize on ecommerce opportunities, particularly pursuing online sales via 

a company webpage or third party provider, such as Amazon. Because distribution can be a 

challenging function for many companies, especially for smaller firms, building relationships with 

wholesalers, distributors, retailers, and brokers is advised to help foster industry growth and utilize 

supplies of urban and reclaimed wood. Building relationships with such intermediaries can help 

increase awareness and allow firms to operate at scales they would be unable to on their own, 

including potential for export. The urban and reclaimed wood industries operate domestically and 

internationally, where intermediaries are often largely responsible for export logistics requirements. 
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Figure 91: Urban and reclaimed wood production supply chain.   
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Summary 

This research gathered information on the urban and reclaimed wood industries from a literature 

review, industry survey, and case study interviews to create an industry profile and outline 

prevalent marketing practices. From this data, a SWOT analysis was conducted to outline industry 

strengths, weaknesses, opportunities, and threats (Table 33). The SWOT analysis was used to 

formulate marketing strategy recommendations, a summary of which is listed below.  

• Value proposition: Urban and reclaimed wood firms provide consumers with value associated 

with desirable, intangible attributes, including unique aesthetics, historic significance, and 

customizability, to name a few.  

 

• Segmentation: There is potential for identification of more effective market segments that 

urban and reclaimed wood industries could target.  A systematic market segmentation analysis 

could help the industry expand their customer base by tailoring products and promotional 

strategies to specific segments. Using consumer needs and preferences is the most effective 

basis for market segmentation, for example tailoring specific materials and designs to meet 

demand for “biophilic” or “industrial” designs by segments of the architecture and design 

community.  

 

• Positioning: Urban and reclaimed wood industries should strive to position themselves in high-

end markets and appeal to environmentally-conscious consumers who value inimitable product 

attributes, such as aesthetics, customizability, quality, sustainability, historic value, local 

production, and others, as well as are willing to pay for such attributes. 

 

• Supply chain partnerships and collaboration: The urban and reclaimed wood industries 

should work to implement a knowledge database or online marketplace to expand the 

capabilities of and information available to the supply chain. Firms should actively pursue 

participation in industry networks and explore the formation of an industry association to 

facilitate efficient raw material procurement, offer brand recognition and credibility, provide 

opportunities for large-scale projects, and others. Companies also benefit from education 

events aimed at increasing awareness of the benefits of urban and reclaimed wood.  

 

• Product: Companies should continue to produce high quality, unique urban and reclaimed 

wood products and stay up-to-date with current design trends, with efforts allocated to 
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gathering and incorporating consumer feedback into product development, specifically through 

the adoption of tools, such as Quality Function Deployment (Akao, 1990) and Design for 

Environment (Fiksel, 2009). These industries should also pursue product data collection and 

report generation, such as life cycle analysis studies, general information brochures, and others.   

 

• Price: Due to the importance of intangible urban and reclaimed wood product attributes, firms 

should set their prices using value-based pricing, where techniques, such as surveys or conjoint 

analysis, can help set prices based on value to consumers. Some firms may also consider using 

a standardized pricing structure to price products, reflecting unique product attributes and costs 

associated with production.  

 

• Promotion: Companies should leverage active Internet presence to connect and interact with 

customers, enhance company webpages to showcase current offerings, update on upcoming 

events, collect feedback, and engage in ecommerce. Social media should be used to help build 

a brand, identify competitors, inform on sales, and capitalize on globalization trends, as well 

as allow firms to communicate with consumers, particularly focusing on listening, 

acknowledging, and resolving consumer needs. Firms should strategically plan event 

attendance to ensure it is a good fit for the target market, focus on providing a positive 

consumer experience, and follow up with leads generated. Using these promotional platforms, 

firms should focus on promoting select, few marketing messages surrounding quality, 

aesthetics, customizability, locality, and sustainability, as well as explore third-party 

certification opportunities to capitalize on demand for sustainably sourced forest products.  

 

• Distribution: Urban and reclaimed wood firms should capitalize on ecommerce opportunities, 

particularly online sales via a company webpage or third party providers, such as Amazon. 

Because distribution can be a challenging function for many companies, especially for smaller 

firms, building relationships with wholesalers, distributors, retailers, and brokers is advised to 

help foster industry growth and utilize supplies of urban and reclaimed wood. 
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Chapter 5: Summary and Conclusions 

The objective of this research project was to identify current marketing practices in the urban and 

reclaimed wood industries, largely to provide effective marketing strategy recommendations and 

help expand market reach. Urban and reclaimed wood utilization provides a value-added outlet for 

supplies of wood traditionally underutilized or wasted, as well as helps to foster local economies, 

decreases stress to landfills and forests, and provides more options to environmentally-conscious 

consumers. To achieve the research objectives, an industry survey and case studies were conducted, 

but limitations to each research method must be considered. This chapter will detail limitations to 

this study, notable conclusions from each component of the research, a SWOT analysis, resulting 

marketing strategy recommendations, future research opportunities, and final remarks.  

Limitations 

As with any research effort, this study had limitations that should be considered when drawing 

conclusions and making recommendations, which are contained within the succeeding sections of 

this chapter (Dillman et al., 2009).  

• Industry survey:  Although great efforts were made to compile a complete list of companies 

operating in the industries of interest, there is no certainty that all, or even a majority, were 

included. Many firms in the urban and reclaimed wood industries are small operations, which 

may not be listed in any directory or may lack an Internet presence. Thus, generalizations about 

the population of interest are not possible. Additionally, responses came from only one repre-

sentative from each of the firms, and this single opinion may or may not represent those of other 

employees. Measurement errors may have originated from respondent inability to comprehend 

or complete the survey, leading to inaccurate, incomplete, or speculated results, and technical 

errors may have arisen around issues such as a poor Internet connection. Significant associations 

between variables were tested using Pearson’s chi-square tests, where test power depends, in 

part, on having “expected counts” greater than one and no more than 20% of those values lower 

than five. These conditions were not met in all cases, and some loss of power was tolerated. 

 
 

• Case studies: Case studies were conducted to obtain in-depth, qualitative information, not to 

make statistically representative inferences; thus, results and conclusions from the case studies 

cannot be generalized to the population of interest. Additionally, one to two interviewees 
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represented each firm or reported as experts, perhaps leaving a number of knowledgeable 

participants out of the sample. The four interviews conducted over the phone have additional 

limitations, including loss of context or nonverbal data and less in-depth responses due to the 

shorter time frame required of phone interviews (Chapple, 1999; Opdenakker, 2006). 

Industry Survey 

The survey was developed iteratively using Qualtrics (Qualtrics, 2005), an online survey software 

system, and distributed to 386 urban and reclaimed wood firms, of which 132 usable responses 

were obtained. Accounting for undeliverable email addresses, companies declining participation, 

companies incorrectly identified as part of the population, and incomplete responses (less than 30% 

of questions answered), an adjusted response rate of 37.2% was calculated. Respondents included 

urban wood (27.3%), reclaimed wood (31.1%), and mixed source (41.7%) firms. Participating 

firms had primarily been using urban or reclaimed wood for less than 10 years and are, in general, 

small companies, with less than 10 employees. Firms maintain relationships with at least one, and 

on average four, partners for effective raw material procurement.  

Participating firms primarily sell made-to-order products that vary between raw material groups. 

Pricing was reported as in line with, or slightly higher than, the competition, appealing to high-end 

consumers, identified as individuals 35 to 54 years of age with upper-middle income status. Using 

word of mouth, company webpage, and social media, urban and reclaimed wood firms primarily 

promote messages of quality, aesthetics, and customizability. A majority of participating firms 

anticipated modest to significant growth into the future, and to facilitate such growth, firms will 

need to overcome the identified barriers, including a lack of financial resources, lack of storage 

space, and inadequate marketing efforts, highlighting the need for this study. 

Case Studies 

To gather in-depth information unattainable using a survey, case studies were carried out 

throughout the US, particularly in the Mid Atlantic, Pacific Northwest, and Midwest regions. In 

total, 23 visits and interviews were conducted with 32 individuals that represented companies, city 

governments, industry networks, federal and state agencies, one consignment center, and one 

university. Interviewees noted that urban and reclaimed wood firms partner with private firms, 

municipalities, and building owners for adequate, consistent raw material supplies, often providing 
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tree care firms and deconstruction or demolition firms with decreased dumping costs, 

municipalities with economic opportunities, and building owners with compensation for raw 

materials. Urban and reclaimed wood firms participate in both business-to-consumer (B2C) and 

business-to-business (B2B) sales with a variety of consumers, such as hobbyists and finished 

products consumers, as well as architects, designers, distributors, retailers, and brokers.  

To reinforce survey results, the case studies determined that urban and reclaimed wood products 

are primarily made-to-order, and almost all participants noted producing furniture. Other products 

included byproducts, slabs, lumber, accessories, flooring, and paneling, whose pricing was in line 

with or slightly higher than the competition. Using word of mouth, a company webpage, and social 

media, firms appeal to consumers using messages of sustainability, local production, and quality. 

Products reached consumers primarily through direct, retail, and online sales. 

Although case study interviewees, in general, reinforced survey results, a number of unique 

operations were identified that provided additional insight into the urban and reclaimed wood 

industries. Notable products identified by case studies that were not addressed in the survey 

included ready-to-install paneling, cookies13, architectural salvage14, picture frames and plaques, 

and architectural salvage, to name a few. Few firms noted high, premium pricing, where a majority 

of participants noted pricing products slightly higher than or in line with the competition, focusing 

on affordability at any price point. Several firms reported utilizing a structured pricing strategy, 

typically based on self-graded aesthetics or board footage. Interviewees reported attendance at a 

number of educational and promotional events, including log-sawing events, craft fairs, and trade 

shows, and they noted leveraging public relations, such as press releases and local news coverage, 

to highlight the unique business model of upcycling for forest products production. Participants 

emphasized several promotional messages not explicitly listed in the survey, including design, 

collaboration, social capital, durability, time savings, and economic value. Case studies revealed 

the importance of messages of social capital and community betterment within the urban and 

reclaimed wood industries, where several firms centered operations around employment of a 

disadvantaged workforce. Firms participating in export sales had higher production capacities that 

specialized in specific product types, such as furniture and lumber. Finally, firms should identify 

and leverage existing sustainable competitive advantages, such as the ability to adapt to consumer 

                                                      
13 Tree cookies are cross sections from small diameter logs or limbs often used to make tables or accessories. 
14 Architectural salvage consists of various components salvaged from deconstructed or demolished structures. 
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design trends, strong brand recognition, high capacity operations, exemplary customer service, 

community ties, sustainability, focus on triple bottom line, and others. 

SWOT Analysis and Marketing Strategy Recommendations 

From the information gathered in this study, a SWOT analysis was conducted as primary input to 

marketing strategy recommendations. Identifying strengths, weaknesses, opportunities, and threats 

is an essential aspect of strategic marketing planning, and results are summarized in Table 35.  

Table 35: SWOT analysis summary. 

Strengths: Sustainable competitive advantages  
 

• Supply chain partnerships for effective procurement 

• Circular product design, environmental sustainability  

• Unique aesthetics, exclusivity 

• High-end, handcrafted products 

• Focus on customization 

• Sentimentality and emotional appeal 

• Local and domestic production 

• Urban: natural aesthetics, network collaboration 

• Reclaimed: historic appeal, old growth grain patterns 

Weaknesses: Industry shortcomings when 

compared to competitors 
 

• Lack of financial resources 

• Lack of storage space 

• Under-performing or insufficient marketing  

• Lack of consumer awareness 

• Pricing challenges – matching consumer 

valuation with premium prices 

• Variable raw materials, processing challenges 

Opportunities: External trends, both current and 

emerging, that represent opportunities 
 

• Growing demand for:  

o Unique, customized, and high-end products 

o Modern, rustic, and industrial designs 

o Local, sustainable products 

• Urban population growth, raw material availability  

• Globalization, export opportunities 

• Urban: participation in municipal sustainability or 

urban forest management plans, PEFC certification 

• Reclaimed: FSC certification, LEED accreditation 

Threats: External trends, both current and 

emerging, that threaten growth 
 

• Industry fragmentation 

• Risk of market saturation 

• Potential for competition-driven raw material 

scarcity and/or price increases  

• Limited recognition by green labeling 

systems 

• Lack of industry standards  

• Availability of cheaper, substitute products 

• Competition from low-value uses  

 

From survey and case study interview data, marketing strategy recommendations were compiled 

for value-added urban and reclaimed wood firms to help expand market reach and, in turn, add 

value to and increase utilization of urban and reclaimed wood raw materials. Recommendations 

regarding value proposition, segmentation, positioning, supply chain partnerships and 

collaboration, product, pricing, promotion, and distribution are outlined below, where firms should: 
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• Value proposition: Relay value to consumers through intangible attributes, including unique 

aesthetics, historic significance, and customizability.  

 

• Segmentation: Conduct a systematic market segmentation analysis to help expand the 

customer base by tailoring products and promotional strategies to specific segments, using 

consumer needs and preferences as a basis for market segmentation.  

 

• Positioning: Strive to position themselves in high-end markets and appeal to environmentally-

conscious consumers who value inimitable product attributes and express willingness to pay 

accordingly. 

 

• Supply chain partnerships and collaboration: Pursue industry network membership, explore 

the formation of an industry association, facilitate or attend educational events, and implement 

an industry-wide knowledge database or online marketplace to achieve efficient raw material 

procurement, increased consumer awareness, brand recognition and credibility, and access to 

expanding opportunities. 

 

• Product: Continue producing high quality, unique products and stay up-to-date with current 

design trends, with efforts allocated to using product development tools to incorporate 

consumer feedback. These industries should also pursue product data collection and report 

generation, for example life cycle analysis studies.   

 

• Price: Utilize tools to set their prices based on the value of intangible product attributes to 

consumers, employing a value-based pricing strategy over a cost-plus pricing strategy.  

 

• Promotion: Strategically approach event attendance and leverage an active Internet presence, 

particularly company webpages and social media, to connect and interact with customers. 

Using these promotional platforms, firms should focus on promoting select, few marketing 

messages, as well as explore third-party certification opportunities to capitalize on demand for 

sustainably sourced forest products.  

 

• Distribution: Capitalize on ecommerce opportunities, particularly online sales via a company 

webpage or third party providers, and build relationships with wholesalers, distributors, 

retailers, and brokers to foster industry growth and utilize urban and reclaimed wood supplies. 
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Future Research 

Urban and reclaimed wood utilization will be an important component of material management as 

urban areas expand, particularly justifying US Forest Service involvement in such efforts 

nationwide. This research project focused on existing urban and reclaimed wood marking practices, 

but future research and potential topics to explore may include the following:  

• Future research could address consumer preconceptions of and demand for urban and reclaimed 

wood products, particularly the relationship between valuation and willingness to pay.  

 

• Research is needed to explore opportunities for supply and distribution chain improvements, 

particularly potential for technology and organizational structures. 

 

• Future research could also address the potential for production using emerald ash borer infested 

trees, trees from smaller cities or rural communities, and small diameter logs and limbs for 

industrial or engineered wood applications.  

 

• Finally, future research might address the potential for international export opportunities specific 

to urban and reclaimed wood abroad.  

Final remarks 

Findings from this study provide urban and reclaimed wood firms with marketing strategy 

recommendations in hopes of expanding market reach and increasing the utilization of materials 

traditionally underutilized or wasted.  The innovative, circular economy business models associated 

with urban and reclaimed wood utilization allow for increased carbon sequestration potential, 

decreased energy consumption, and decreased overall global warming potential. As urban areas 

expand, urban and reclaimed wood supplies will increase and utilization will be an important 

component of material management, providing a hopeful outlook for the respective industries, 

particularly if target segments are correctly identified and marketing strategies are effectively 

implemented.  
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Appendix A – US Urban Forest Maps 

 

Figure 92. OMB county classification used to distinguish urban forest area (University of Montana, 2017). 

 

Figure 93. US Bureau of the Census classification used to distinguish urban forest area (Nowak et al., 2010). 
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Appendix B – Survey Questionnaire 

Marketing Practices in the Value-Added Urban and Reclaimed Wood Industries 
 

Start of Block: Default Question Block 

 

Welcome to the survey 'Marketing Practices Utilized by Value-Added Urban and Reclaimed Wood 

Producers'   

    

The objective of this research project is to identify marketing practices among urban and reclaimed wood 

companies in the US. Reports generated from this study will help the industry improve its marketing 

strategies, and information obtained from this survey will be used only for the purpose of this study. Only 

aggregated data will be reported, and no company information will be disclosed.  

 

 Survey completion should take approximately 10 minutes, and your time spent providing information for 

this research project is much appreciated. You can receive a summary of results by entering your email 

address when prompted.  

  

 If any questions arise, please feel free to contact me by phone (314-387-3910) or email (apitti@umn.edu), 

or reach out to my colleague, Alejandro Sanchez, who is also working on this project 

(sanch653@umn.edu). You can also contact my academic advisor, Dr. Omar Espinoza, 

at espinoza@umn.edu with additional inquiries.  

  

 Sincerely, 

  

 Anna Pitti 

 Graduate Research Assistant   

 Department of Bioproducts and Biosystems Engineering 

 University of Minnesota  

 

 

Q2 Does your firm use urban or reclaimed wood to produce value-added products? 

• Yes  (1)  

• No  (2)  

 

Skip To: End of Survey If Does your firm use urban or reclaimed wood to produce value-added products? 

= No 
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Q3 Please indicate which of the following raw materials your firm primarily uses. 

• Logs or lumber from urban trees  (1)  

• Reclaimed wood: re-purpose of existing wood products (e.g., from old barns or decommissioned 

buildings)  (2)  

• Both  (3)  

 

Q4 Approximately how long has your company been using urban or reclaimed wood as raw materials? 

• Less than a year  (1)  

• 1-4 years  (2)  

• 5-9 years  (3)  

• 10-15 years  (4)  

• More than 15 years  (5)  

Q5 

 
Q6 In which of the following regions do you sell your products? Please check all that apply. 

• Midwest  (1)  

• Northeast  (2)  

• Southeast  (3)  

• Southwest  (4)  

• Northwest  (5)  

• International (export)  (6)  

 

Q7 Please rank the importance of the following statements as reasons for entering the urban or reclaimed 

wood industry. 
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Not at all  

important 

(1) 

Slightly 

important 

(2) 

Moderately 

important (3) 

Important 

(4) 

Extremely 

important (5) 

To appeal to consumer 

demand for more sustainable 

and local products (1)  
•  •  •  •  •  

To capitalize on a supply of 

wood otherwise being 

underutilized or wasted (2)  
•  •  •  •  •  

To capitalize on a supply of 

low-cost raw material (3)  •  •  •  •  •  

To acquire raw materials 

with unique characteristics 

(e.g., aesthetics, strength) (4)  
•  •  •  •  •  

Higher profit margins by 

using urban/reclaimed wood 

(5)  
•  •  •  •  •  

To differentiate from the 

competition (6)  •  •  •  •  •  

To support local economies 

(7)  •  •  •  •  •  

Other (please specify) (8)  •  •  •  •  •  

 
Display This Question: 

If Please indicate which of the following raw materials your firm primarily uses. = Logs or lumber 

from urban trees 

 

Q8 Please indicate which of the following entities, if any, you collaborate with for supply of your raw 

materials. Please check all that apply.  

• Arborists  (1)  

• Urban foresters  (2)  

• Homeowners  (3)  

• Tree removal firms  (4)  

• City governments  (5)  

• None of the above  (7)  

• Other (please specify)  (6) ________________________________________________ 
 
Display This Question: 

If Please indicate which of the following raw materials your firm primarily uses. = Reclaimed wood: 

re-purpose of existing wood products (e.g., from old barns or decommissioned buildings) 
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Q9 Please indicate which of the following entities, if any, you collaborate with for the supply of your raw 

materials. Please check all that apply.  

• Building owners  (1)  

• Construction and remodeling firms  (2)  

• Deconstruction firms (i.e. salvage teams)  (3)  

• Demolition firms (i.e. total structure removal)  (4)  

• None of the above  (6)  

• Other (please specify)  (5) ________________________________________________ 
 
Display This Question: 

If Please indicate which of the following raw materials your firm primarily uses. = Both 

 

Q10 Please indicate which of the following entities, if any, you collaborate with for the supply of both urban 

and reclaimed wood raw materials. Please check all that apply.  

• Arborists  (1)  

• Urban foresters  (2)  

• Homeowners  (3)  

• Tree removal firms  (4)  

• City governments  (5)  

• Building owners  (7)  

• Construction and remodeling firms  (8)  

• Deconstruction firms (i.e. salvage teams)  (9)  

• Demolition firms (i.e. total structure removal)  (10)  

• None of the above  (12)  

• Other (please specify)  (11) ________________________________________________ 

 
 
Q11 What wood species do you use in your products? Please select all that apply. 

• Ash  (1)  

• Aspen  (2)  

• Basswood  (3)  

• Beech  (4)  

• Birch  (5)  

• Cherry  (6)  

• Gum  (7)  

• Hard Maple  (8)  

• Hickory  (9)  

• Red Oak  (10)  

• Soft Maple  (11)  

• Walnut  (12)  

• White Oak  (13)  

• Yellow-Poplar  (14)  

• Douglas fir  (15) 

• Eastern White Pine  (16)  

• Hemlock  (17)  

• Larch  (18)  

• Pine  (19)  

• Ponderosa Pine  (20)  

• Red Pine  (21)  

• Redwood  (22)  

• Southern Yellow Pine  (23)  

• Spruce  (24)  

• Western Redcedar  (25)  

• Other (please specify)  (26)  

• Other (please specify)  (27) 
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Q12 What products are produced by your firm? Please check all that apply. 

• Lumber  (2)  

• Slabs  (3)  

• Beams  (4)  

• Mantels  (14)  

• Stair parts  (15)  

• Flooring  (5)  

• Doors  (6)  

• Windows  (7)  

• Millwork (paneling, trim, etc.)  (10)  

• Cabinets (kitchen and bathroom)  (11)  

• Furniture  (1)  

• Tableware (kitchen utensils, bowls, etc.)  (8)  

• Accessories (games, trinkets, etc.)  (9)  

• Byproduct (sawdust, chips, etc.)  (12)  

• Other (please specify)  (13) ________________________________________________ 

 
 
Q13 Please indicate what percent of your sales, by value, come from custom orders and from made-to-stock 

orders  (adding up to 100%).  

• Made to stock (produced based on anticipated demand) : _______  (1) 

• Made to order (produced based on firm orders, custom specifications) : _______  (2) 

Total : ________  

 

Q14 How do you distribute your product? Please check all that apply. 

• Direct sales  (1)  

• Online sales  (2)  

• Consignment sales  (3)  

• Sale to a distributor  (4)  

• Retail sales  (5)  

• Retail sales (company-owned store or showroom)  (6)  

• Export sales  (7)  

• Other (please specify)  (8) ________________________________________________ 

 

Q15 Please rank the pricing of your products relative to the competition. 

• Much lower  (1)  

• Slightly lower  (2)  

• About the same  (3)  

• Slightly higher  (4)  

• Much higher  (5)  
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Q16 How important are the following outlets in promoting your products?  

 

Not at all 

important 

(1) 

Slightly 

important 

(2) 

Moderately 

important 

(3) 

Important 

(4) 

Extremely 

important 

(5) 

Company webpage (1)  •  •  •  •  •  

Word of mouth (7)  •  •  •  •  •  

Public relations (interviews, press 

conferences, articles, etc.) (8)  •  •  •  •  •  

Social media (Facebook, Twitter, 

Instagram, etc.) (3)  •  •  •  •  •  

Newspapers or magazines (printed or 

online) (4)  •  •  •  •  •  

Events (trade shows, conferences, etc.) 

(5)  •  •  •  •  •  

Other (please specify) (6)  •  •  •  •  •  

 
Q17 How important are the following product attributes in your promotional messaging? 

 Not at all important (1) 

Slightly 

important 

(2) 

Moderately 

important 

(3) 

Important 

(4) 

Extremely 

important 

(5) 

Sustainability (1)  •  •  •  •  •  

Aesthetics (2)  •  •  •  •  •  

Quality (3)  •  •  •  •  •  

Customization (4)  •  •  •  •  •  

Emotional value (5)  •  •  •  •  •  

Historical significance 

(6)  •  •  •  •  •  

Local/domestic 

sourcing (9)  •  •  •  •  •  

Other (please specify) 

(7)  •  •  •  •  •  
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Q18 Please indicate the gender of your typical customer. 

• Male  (1)  

• Female  (2)  

• Irrelevant to purchasing  (3)  
 

Q19 Please indicate the age range of your typical customer. 

• 18-24 years old  (1)  

• 25-34 years old  (2)  

• 35-44 years old  (3)  

• 45-54 years old  (4)  

• 55+ years old  (5)  
 

Q20 Please indicate the estimated annual household income of your typical customer. 

• Low income (less than $40,000)  (1)  

• Lower middle income ($40,000-$59,999)  (2)  

• Upper middle income ($60,000-$119,999)  (3)  

• High income (greater than $120,000)  (4)  
 

Q21 What are your business growth expectations for the next 5 years? 

• Grow significantly  (1)  

• Grow modestly  (2)  

• Stay the same  (3)  

• Decline modestly  (4)  

• Decline significantly  (5)  
 

 
Q22 Please rank the influence of the following factors as barriers to the growth of your business.  

 

Not a 

barrier 

(1) 

Slight 

barrier 

(2) 

Moderate 

barrier 

(3) 

Large 

barrier 

(4) 

Extreme 

barrier 

(5) 

Lack of consumer awareness on urban or reclaimed 

wood (1)  •  •  •  •  •  

Difficulty finding raw materials in the right quantity 

and/or quality (2)  •  •  •  •  •  

Difficulty working with non-traditional raw 

materials (embedded metal, invasive pests, paint, 

etc.) (3)  
•  •  •  •  •  

Lack of storage space for urban and reclaimed wood 

raw materials (4)  •  •  •  •  •  

Lack of financial resources (5)  •  •  •  •  •  

Poor relationships with suppliers, including 

municipalities or firms (6)  •  •  •  •  •  

Lack of market research and poorly identified target 

markets (7)  •  •  •  •  •  
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Under-performing or insufficient marketing efforts 

(8)  •  •  •  •  •  

Other (please specify) (9)  •  •  •  •  •  

 

 

Q23 How many employees currently work for your company? This will be used to estimate company size, 

so please include all locations. 

• Between 1 and 4 employees  (1)  

• Between 5 and 9 employees  (2)  

• Between 10 and 19 employees  (3)  

• Between 20 and 49 employees  (4)  

• Between 50 and 99 employees  (5)  

• 100 or more employees  (6)  
 
Q24 Please provide a rough estimate of your raw material consumption in board feet per month. 

________________________________________________________________ 
 
Q25 What are three major obstacles in working with urban or reclaimed wood that make it a challenging 

business? 

_______________________________________________________________ 

________________________________________________________________ 
 
Q26 Is there anything else you would like to share with us that this questionnaire did not address but you 

think is important for the future of this wood products market segment? 

________________________________________________________________ 

________________________________________________________________ 

________________________________________________________________ 
 
Q27 If you would like to receive a summary of the results of this study, please provide your email in the 

space below.  

________________________________________________________________ 
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Appendix C – Survey Communications 

 

Figure 94: Survey invitation email. 

 

 

Figure 95: Survey invitation reminder email. 
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Figure 96: Survey invitation final reminder email. 
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Appendix D – IRB Approval 

 

Figure 97: IRB approval for urban and reclaimed wood marketing study. 
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Appendix E – Invitation Email for Case Study 

Case Study Invitation Email 

Subject: Case Study Interview Request – University of Minnesota 

[Urban or Reclaimed Wood Firm] and personnel,  

My name is Anna Pitti, graduate student at the University of Minnesota. For my Master’s thesis 

project, I am conducting research about marketing of urban and reclaimed wood products, of which 

a summary is attached. The ultimate goal of this study is to contribute to industry growth by 

providing companies with recommendations to enhance their marketing efforts. 

Thank you for your participation in the survey that was distributed in April of this year. As another 

component of the study, I plan to visit companies operating in the urban and reclaimed wood 

industries. I am contacting you to ask for your participation in this phase of my research. If you 

agree, I would like to schedule a site visit to your company, with the purpose of learning more 

about your operation and marketing activities. I have tentative travel plans in the [CITY/STATE] 

area [MONTH/DATES] and could facilitate a meeting. Please let me know if you are able and 

willing to help me, and if so, what your availability will be. For additional information, I am 

reachable by phone or email and would be more than willing to speak with you. 

I look forward to hearing from you. 

Best regards, 

Anna Pitti 
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Appendix F – Research Project Summary 

“Marketing of Urban and Reclaimed Wood Products – Project Summary” 
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Appendix G – Case Study Questionnaire 

Case study questionnaire 

Company Information: Company/Organization Name, Location, Type of Company 

Interviewee Information: Name, Position 

General Questions: How and why did you enter the urban or reclaimed wood industries? How 

long has your company been operating? Please provide a description of your company. 

Products: What are your primary products and how much of production is allocated to stock 

compared to custom?  

• What species are primarily used for production? 

Sourcing: Please describe your supply chain with regard to raw material sourcing, collaborative 

efforts, and challenges identified in sourcing (such as availability, quality, logistics, price, etc.). 

• What volume of raw materials do you process annually? 

• Challenges: how have invasive species imbedded metals, or paints impacted your business? 

Main Markets: Who is your target consumer(s)? In what geographic region do you sell? What 

segment of the market do you serve (high- or low- end)? 

Price: How does company pricing relate to competitors both comparing with other urban or 

reclaimed wood producers and within conventional sources? Is a pricing structure utilized? 

• What accounts for the highest cost reflected in end product? 

Placement/Distribution: What distribution strategy(ies) is being employed within your business 

(direct sale – B2B, B2C – consignment, distributor, online)?  

Promotion: What primary messages are emphasized to appeal to consumers? What is used to 

convey these messages (word of mouth, Internet, social media, etc.)? 

• Is your company story used as a promotional tool? 

• Do you tailor various messages to the platform by which they are delivered? 

Challenges: What are the most important barriers for your business operation and growth? What 

strategies have you implemented to overcome them? – Marketing specific barriers  

• Other barriers: insufficient marketing, poor market research, poor supplier relationships lack 

of finances/space, difficulty working with the material, lack of awareness, lack of consistent 

supply 

• Survey note: How does unreliable labor rank in barriers to your operation? 

Growth: As the industry grows, what do you think has or will set you apart from other urban or 

reclaimed wood production firms? What changes in your marketing platform and strategy will 

need to be implemented?  

• What have you identified as opportunities within the urban and reclaimed wood industries? 

How will you capitalize on these? 
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