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Quarterly Meeting held at Northend
Hardwoods

Six years and one day after our last meeting there
Vermont WoodNet returned to Northend Hardwoods
for aquarterly meeting. The attendance at the meeting
was the largest we have had, giving testament to the
quality of the presenters and the interest in the topics
they covered. While each of the 8 presenters easily
could have enlightened us for an hour or more on their
topic, they did an excellent job of summarizing their
topic in only afew minutes.

The presentationsfollowed aprogression from Vermont
foreststo land use to cutting the boardsto drying them
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in a solar kiln to locally made Tung Qil Finishes to
global, regional and native woods in furniture making
to the announcement of anew waterborne color system
of zero VOC wood finish. Wewould like to thank our
presenters for an outstanding program: Bob DeGeus,
Vermont Forests and Parks; Marshall Webb, Shelburne
Farms; Gerald Bouchard, Charlotte sawyer; Dale
Bergdahl, Plant Technologies, LLC, Mary Sutherland,
Sutherland Welles, Adam Tanych, Northend
Hardwoods; Bruce Beeken, Beeken Parsons, Inc.;
Andrew Meyer, Vermont Natural Coatings.

Some “small” slabs at Northend Hardwoods

Editor’s note: Beginning with this issue of Building
Connections we will profile some of our members. With
over 70 members it will take a number of issues to do a
story on each of us. Wewill try to include multiple member
profilesin each issue. | suspect that the most difficult part
of this project will be to get our members to provide
information for their profile. 1f youwould liketo befeatured
in an upcoming issue just send me your information. Or,
just let us know you are interested and one of the board
members will call and interview you. Heck, we may call
you even if you don’t!

Who better for our first profilethan thelong-time Chairman
of the WoodNet board, Bob Bouview. See page 2.
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Profile
Bob Bouvier
Chairman of the Vermont WoodNet Boar d

| am a native Vermonter and attended UVM where |
received aBSME. | worked inindustry for 30 yearsin
engineering and engineering management. | started
woodworking over 45 yearsago. We needed work done
around the house and we needed furniture and we had
little money to buy these things. Necessity became the
mother of invention.

Over the years | was able to learn from other
woodworkers-some master crafts people. | was aso
fortunate to be able to take classes at Yestermorrow
Design/Build School and Shelburne Crafts School -
both had some spectacular teachers.

My first piece of furniture was a cradle for my son. It
was made from a packing crate with only hand, no
power tools. That
isall I hadandno ||
money to buy
anything else.
We still have the
cradle and it has
been used by my
children,

grandchildren
and nieces and nephews.

Having 4 children, all of whom are married now, and
10 grandchildren, | have had the opportunity to build
just about anything from wood for one or more of them.

Woodworking was apart time hobby until 16 yearsago
when | retired from industry. | then opened my fully
stocked woodworking shop to outside jobs and began
doing thisfull time. Full time has often been 60+ hour
weeks - so much for being retired.

| have been fortunateto be ableto do only custom work.
Over the years 60% or more of my business has been
for churchesand libraries. They have unique needsfor
sure.

Thelast two years| have built many prototype partsfor
atoy manufacturer and for a furniture manufacturer -
also quite interesting work.

| have been a Vermont WoodNet board member since
its beginning-early talks and discussionsin 1999.

| have recently downsized my shop by selling some
toolsand have decided to do less physically demanding
jobs - smaller items. After two careers of 30 and 16
yearseach, maybeit’'sredly timeto dow down abit????

| still enjoy teaching adults and young adults
woodworking. | believe that the quality of woodcraft
herein Vermont isexcellent and | want to seeit continue
in the next generations after folks like me really do
close our shop doors for good.
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Vermont Statehouse Chair Project

In 2002, Vermont WoodNet with the participation of
26 of its members designed and delivered two
conference tablesto the State of Vermont for usein the
Governor’s Executive Conference Room. See the
December 2010 newsletter for moreinfo.

At that time, there was discussion about al so replacing
the 14 chairsin the conference room with chairs made
in Vermont by Vermont crafts people. That time has
come.

Thethought isthat the processthat was used to produce
the physical tablesand their design wasacollaborative
project and that the chair project would be the same.
That would befrom designto build and delivery. Those
interested in collaborating on either design or build or
both should contact Bob Bouvier, 863-5644,
wdubelieve@aol .com.

The hopeisthat once adesign isdone/approved by the
state that we could get a chair built in each of the 14
counties in Vermont by a craftsperson in that county.
Each chair would also carry the county name so that in
use in the Governor’s Executive Conference Room,
with thetables, also built by Vermont Crafts people, al
parts of the state would be represented.

This is an exciting project and will result in a formal
presentation to the Governor and will be accompanied
by a plague in the conference room with the names of
all those participating in the project. Thewood for the
project has been donated. It will be mostly ash with an
elm crest rail. The major milling of the parts will be
donated. Theindividual effort needed will bein design
and hand/assembly work on each chair. When all 14
are done, they will be al finished at the same time to
ensure consistency.

Thisis agreat opportunity to be part of ahigh profile
lasting woodworking legacy for Vermont. Please call/
email and get involved.

Chairsin the conference room need to be replaced

Table Top refinishing

Beginning in the fall of 2001, Vermont WoodNet and
26 of it'smembers began work on two tablesmadefrom
the last elm tree that was planted on the State House
lawn in the 1850s. It died and needed to be removed.
The wood was salvaged and some was used to build
the tables.

The project took over ayear for the wood to be milled
and dried and the table design to be completed and
iterated with the appropriate Vermont Stateindividuals
and agencies. Since that time, the tables have resided
in the Governor’s executive conference room on the
5th floor of the Pavilion Office Building. They are
freequently front and center for televised news
conferences. Thetablesarealso used for many meetings
and state functions for businesses and state and
government representatives.

Over theeight yearssincetheir delivery, thetablesheavy
use has caused them to look less sparkling than they
could considering the history of thelumber and the skill
and craftsmanship of those 26 businesses that
participated in their creation.

For that reason, the table topswill be removed in April
and transported to Northend Hardwoodsin Lyndonville
where they will be wide-belt sanded. They will then
gotoVermont Natural Coatingsin Hardwick wherethey
will be hand sanded as necessary and finished with their
finishes

The tops will then be returned to Montpelier and
reattached to the table bases.

This effort will take some people power. If you are at
al interested in being part of history and the re-
furbishing of thetops, please contact Bob Bouvier, 863-
5644, wdubelieve@aol .com. We can use all the help
we can get.

— i

Visible warping of the table tops
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The 501c3 story

by Russ Fellows

A couple years ago the WoodNet Board met to ponder
its possibilities and options for the future. It was
recognized that if it was to survive as a viable
organization, it would have to reinvent itself and its
mission. Following the closing of the Maplewood
Gallery our membership had dropped from a high of
over 150 to well under half that number. Clearly, a
new direction was needed! With input from board
members, several with experiencein organizationsthat
were tax-exempt, it was determined that in order for
WoodNet to open up new funding opportunities to
support new initiatives, it would haveto apply for 501c3
tax-exempt status. While we had been ablein the past
to obtain grants (mostly from the USDA and its
component agencies) to fund our activitiesasprimarily
atrade organization, to obtain accessto the much larger
pool of grant money available, we would have to
become anon-profit with acharitably oriented mission
statement, which for us logically meant creating
educational opportunities that would help our
membership, as well as the greater woodworking
community.

Since | had had no experience in applying for any tax
status designations, my first step had to be to talk to
someone who had. For me that meant an old friend
who had just ended along legal practice to sit on the
probate bench. We were in the habit of meeting
regularly for breakfast, now mostly to swap stories about
our growing roster of grandchildren, but he was happy
to share some of hisexperiencesin helping clientsover
theyears. He also waskind enough to bring me acopy
of therather daunting formtofill out, all 30 or 40 pages!

In looking over the paperwork, | realized | would need
more of WoodNet's historical information than | had.
To accomplish this | needed an “audience” with the
other board members, particularly those who had been
involved during the early and formative years, which
wasbeforel had joined asamember, or |ater been asked
to serve on the board. This was easily accomplished
after one of our regular board meetingsand I made many
pages of notesthat would form the narrative that would
accompany the application form. It was also necessary
to ask our treasurer to go through our records, both for

the whole organization, and the defunct Maplewood
Gallery, and compile five years-worth of data, which
was what the IRS requires in evaluating this type of
application. As afina step, before filling in al the
spaces staring back at me, | spoke to some other
organizations who had successfully navigated these
waters for tips and ideas about how to proceed.

Once | had everything compiled and collected it was a
relatively easy job to transcribe it al into the form. |
was relieved to find that many of the pages of the
original application form did not apply to usand could
be discarded. Infinal iteration it was more like twenty
pages plus all the organizational legal documents. The
first page of a501c3 application is actually a checklist
of everything elsethat must befiled with the application
like articles of incorporation and any amendments,
bylaws, certificate of good standing from the Vermont
Secretary of State, and of course, the all-important
application fee, which has its own caveat! If the
application was not received by a certain date, the fee
would be tripling!

Asonefinal check, | took the entire packageto aboard
meeting to ask each board member to review it,
particularly the narrative description of the history of
WoodNet, to be sure it presented a snapshot of the
organization to the |.R.S that they had in mind. It did,
and it was sent off the next day, certified mail to an
address in San Diego! An acknowledgment was
received soon after and there was nothing left for usto
do but wait.

Several weeks later we heard back from
them........ REJECTION! It was a big disappointment
of course, but accompanying the refusal was a very
specific list of what was needed to bring it al into
compliance. It was their feeling that even though we
had stated very clearly in our narrative that weintended
to shift from atrade-based organization to an education-
based one, in their eyes, our website and various legal
documents did not reflect that intent. It was then
incumbent on us to make these changes, which we
promptly did. They provided us with very precise
wording to use in amending our Articles of
Incorporation, as well as suggestions for changes to
make to the website so it would accurately reflect our
newly defined mission. Their big problem with the
website was that there were still references to the
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Maplewood Gallery, i.e., a trade endeavor, not an
educational one (although we sure did learn some
lessonswithit!) After re-certification of the paperwork
from the Secretary of State, off it al went, and in a
letter dated September 10, 2010, we were notified that
we had been granted 501c3 tax exempt status!

Short conclusion of our experience: Firstly, the Fed’s
really appear to be trying to make the process as
seamless and painless as possible. Although at first
view it appearsto beavery daunting thing to go through,
it actually islogical and straight forward. To makeit a
bit lessfrustrating for the applicant, each applicationis
assigned to an agent and that agent stays on the case
through the entire process. Thiscan be hugeif thereis
alot of back and forth through the process (as there
was with us), as it is not necessary to “re-educate” a
new agent each time there is communication. And
finaly, it isagood deal easier to apply for tax exempt
statusif you are a new organization, because you then
do not have the burden of proof to convince them that
you are serious about making the changes you are
proposing. Thiswasreally why our journey to get there
was as convoluted as it ended up being.

But......... it is over, and we are now working to
implement our new organizational mission of helping
our membership grow, and be greener, through
education.

Vermont Woods Sudio L aunches
BareNakedBusiness Video Blog

When a customer comes into your workshop they can
see, touch and experience your furniture in a very
persona way. They can chat with you - the creator, and
develop abond that will carry through from you to the
furnitureyou’ re going to make for them. Your personal
touch and the customer’s memories of that adds
tremendously to the value of your furniture. All that is
missing with an online sale to someone who's in
Cdlifornia so somehow we have to compensate for it.

At VermontWoodsStudios.com we' realwaystrying new
ideasin an effort to bring long distance customersinto
the world of Vermont handmade furniture. One way
we're hoping to ease the anxiety over investing in
Vermont furniture without the benefit of seeing it in
person is through a new video blog, called
BareNakedBusiness (http://barenakedbusiness.org).
Herewe pull back the curtain and share theinside scoop
about who we are and what we're trying to do at our
online furniture store. So far, we' ve focused on what
goesonin our little administrative office (in my house)
but we' Il soon be branching out and sharing photosand
video clips of Vermont woodworkersin action. If you
have images or video you'd like to share, give me a
call (802-275-5174) or shoot me an email at
peggy @VermontWoodsStudios.com. I'll work themin
to future video blogs.

Thevideo blogisn’t designed to be only for customers.
My other intent isto have aplace where small business
owners can candidly share ideas and experiences and
have some fun laughing at all the preposterous things
we're forced to do to make our business run on a
shoestring. Stop by BareNakedBusiness.org and join
the mayhem.
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Consortium Seeksto Advance I nnovation Among
Region’sWood Products Manufacturers

In late 2009, Sustainable Forest Futures (SFF) —anon-
profit organization based in Concord, NH — launched
the Regional Wood Products Consortium to facilitate
innovation and market access to enhance the economic
competitiveness of the wood products manufacturing
industry across a four state region covering Vermont,
New Hampshire, Maine and Northern New York.

SFF relies on the partnership of several statewide and
national trade associations to implement the
Consortium. Partners include the Vermont Wood
Manufacturing Association, Wood Products
Manufacturing Association, Maine Wood Products
Association, New Hampshire Timberland Owners
Association, and the Empire State Forest Products
Association. Theleaders of these associations serve on
the SFF Board of Directors.

Currently, the Consortium is engaged in itsfirst major
activity of 2010 and 2011 to spark innovation among
the region’s wood manufacturing industry by
conducting a series of affordable, one-day innovation
workshops for |eaders of small to medium sized wood
products manufacturers. Experts with specialized
knowledge and practical experience are brought in by
SFF, tointeract with participantsinasmall group setting
in various locations throughout the region. Past
presenters have included faculty from Virginia Tech’'s
Department of Wood Science & Forest Products,
experts from Dovetail Partners, Inc. —aMinneapolis-
based think-tank for the wood products industry, and
various other specialists.

In the first full year of operation, the Consortium has
delivered three workshops repeated in five locations
(15 in all) focused on innovations in marketing,
technology, and lean manufacturing. The workshops
were well attended by representatives of 91 wood
products companies, with many coming to more than
one or al three sessions.

“A key component to the Consortium is the technical
and financial assistance being offered following a
workshop.” said Collin Miller, SFF s Director of Wood
Products Initiatives.

Miller is helping workshop participants pursue their
interests and providing resources to get them started.

Types of follow-up activities have included web-site
overhauls, business planning and marketing
consultations, specialized training programs, and
providing un-biased information prior to purchasing
woodworking machinery, to name afew.

“It takes alot for a company of two people to turn off
the machinery long enough to focus on business
strategy.” said Joel Currier of Currier Forest Products
inDanville, VT. “With our limited resources, the outside
help is much appreciated.”

The Regional Wood Products Consortium will continue
itsseriesof Specialized Innovation Workshopsin 2011
with the following events Mass Customization, Speed
of Delivery and Customer Service asaBusinessModel
and Enhancing Economic Competitiveness through
Going Green. More information on upcoming events
links to previous workshop content and additional
resources may be found at www.foresteconomy.org.
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8 Thingsthe Internet Has Forever Changed About
Running a Business

By Josh Sailey, The Pursuit Group

We spend most of our time helping clients optimize
their marketing and selling performance in the wake of
changes made possible by technology, particularly
internet technol ogy.

Whether driven by the opportunity to become
significantly more effective and efficient, or the fear
that competitors will replace them if they don’t, the
companies we work with understand that they are in
the midst of a game-changing transformation; one that
has taken less than a single generation to turn upside-
down much of what they knew.

We thought it would be useful to examine afew of the
things about marketing and sales that the Internet has
forever changed (no wishing that it's all just afad):

Change #1: Who leadsthe seller-buyer dance.
Sellers used to control the product/service information
and could control what, when and how much to release
to prospects. That guaranteed that salespeople would
get face-to-face interaction with buyers. But now, the
Web haslet the genie out of the bottle, and he’sgranted
buyers more accessto information and power than ever
before.

That means purchasers can go far deeper into their
buying cycle before they need to connect with
prospective vendors. So sellers that load onto their
website decision-support data—the kind of information
traditionally reserved for face-to-face discussions
between prospects and their sales force—will have an
advantage over those who don’t. While you may not
get al theway to asale viayour Website, the site must
offer enough depth and detail to satisfy the buyer doing
their duediligence. Otherwise, you lose the businessto
the browser’s “back” button.

Change # 2: Thefixed sales cycleisdead.

A standard element of Sales 101 was learning that the
sales cycle went like this: “First-the-lead-is-qualified-
then-the-capabilities-intro-followed-by-rel ationship-
building-and-hopefully-the-busi ness-or-at-least-be-on-
the-short-list.” Google killed that. Today, most buyers
use Web search to help define the problem, then find
solutions, then find vendors that can support the

solution. Then they narrow the vendor list, based on
what they learn online.

That's why today’s effective sales cycles are fluid
processes designed to match the prospect’s buying
cycle. So, sellers must have the flexibility and tools to
identify where the buyer is in their cycle and adjust
accordingly.

Change# 3: Thediscovery stage of thesalescycleis
better and easier than ever.

Thankfully, the web has also made it easier to know
what’s what and who's who. Savvy marketers and
salespeople use a host of Web-based applications to
understand the prospective company, and its needs,
culture and people. They use Gist or Xobni for continual
updating of customer and prospect activitiesvisible on
the Web. They connect with services like Birst to sift
through mountains of datafor marketing/salesinsights.
They subscribeto serviceslike GoogleAlertstolet them
know if things pop up on the Web about any
organization (including their own). They use Mantato
find freeinformation about just about any company that
exists.

Note several important aspects of these capabilities:
Noneexisted 15 yearsago. Similar servicesat that time
cost a fortune and took weeks to deliver...and the
capabilitieslisted above are both instantaneous and free
(at least in abasic form).

Change #4: You can no longer manage what
outsiderslearn about your company.

Googleyour company name, or search for it on Twitter
and Facebook, and you' Il likely see customers making
comments on review sites, tweets about experiences
with your company, or even blog contributions by your
own employees.

The Web is a vast open conversation; and—just like
you can’t control what people say over thewater cooler
or at happy hour—you can’t muzzleit. Moreover, trying
to stifle conversation is a sure way to expand it
exponentially (see how Nestle's attempt to limit
commentary on their Facebook page blew up into a
major brouhaha.

Change #5: Distance no longer matters.
Customers, vendors, partners, and even staff no longer
have to be close. Now that proximity can be replaced
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by FTP, next day delivery and a video conference,
buyers can find and research sellers regardless of
location. They are completely comfortable buying from
wherever they can get the value they need.
ThisisaYin & Yangissue...you can get anew customer
in Peoria, but at the sametime, an unknown competitor
in Seattle can target your customers. The advantage goes
to companies that manage conversation and delivery
in away that makes distance disappear.

Change# 6: Sizeno longer matters.

Only large companies used to have the wherewithal or
infrastructureto sell outside their geographic area. But
with a good website, a strong internet presence and
savvy marketing, small companies can compete like
never before.

This means web visibility—via strategies like Search
Engine Optimization (SEO) and Search Engine
Marketing (SEM)—is absolutely critical. But the
skillset to pull that off effectively may not be found in
the internal marketing team, so be prepared to train or
outsource.

Change # 7. Two-way communication isrequired.
Gurus like Don Peppers & Martha Rogers have been
stressing the need for customer dialog for almost 20
years, but the real change comes from customers
themselves, who represent the first wave of a new
generation of conversation-driven decision-makers. For
today’s net-savvy prospects, here’s how common
communications tools stack up:

o 800 numberswith arecorded message: FAIL

o 800 numberswith aknowledgeabl e person who
isempowered to act: WIN

o Marketing-driven website with no decision-
support content: FAIL

o Website| can useto decide which vendors get
on my short list: WIN

o E-mail marketing campaigns designed to
constantly keep your namein front of me: FAIL

o E-mail campaignswithlinked content that helps
me learn and decide: WIN

o Sales cycles that require a salesperson to call
me as soon as | become visible: FAIL

o Sdescyclesthat give me every opportunity to
reach out for more information: WIN

o Relentless shilling via social media (including
almost every corporate Twitter account out
there): FAIL

o Relentless monitoring—and appropriate
responses—viasocia media WIN

In short, put resources into real dialogue-driven
marketing. Reach out, and be prepared to respond in
unexpected ways.

Change # 8: Digital tools make the tactics of smart
marketing and selling far easier todo .

From the time The Pursuit Group started in 2003, one
of our mantras has been that, in order to outsell your
competition, you needed to “out-connect” them to
prospects. This meant leveraging the power of
technology. Since then, we' ve helped companies:

o Accelerate their understanding of
specific customer needs and use that
understanding to develop valuable
solutions.

o Utilize tools that ensure the right
marketing and sales actions are applied
to a given prospect or customer.

o Provide online collaboration spaces
where company engineers work with
customers to collectively design new
products

o ldentify waysto use online behavior to
predict when prospects are close to

buying.

o Build content management systems (and
relevant content) that cut workload by
80% while providing faster-than-ever
response times.

o Implement proposal and RFP
automation to not only cut resource costs
dramatically, but boost sales
productivity aswell.
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The point: These customer-connectivity and
productivity-boosting steps—and a host of others—
were not possible 15 years ago. The technology was
either unavailable or unaffordable. Now, they arewithin
reach of anyone with an internet connection.

While most companies have thought about how these
factors impact the marketing and sales efforts of their
business, turning that thought into real actionisnot as
universal. We hope they—and you—realize that not
only isthistransformation far from complete, but that
it is picking up speed.

Want to share your thoughts about how your marketing
and sales changed? Join the conversation at http://
blog.thepursuitgroup.com .

About theAuthor: Josh Stailey isaco-founder of The
Pursuit Group , acompany dedicated to helping small,
innovative businesses grow and thrive in the midst of
large, entrenched competition. Josh has started several
companies, served as a consultant at the pioneering
customer relationship firm Peppers & Rogers Group,
and worked * on theground” developing and launching
marketing, sales support and customer care programs
inawiderange of industries, including manufacturing,
finance, healthcare, high technology, retail, utilitiesand
agriculture.
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Press Release

New Zero VOC tint system gives reason to switch

FOR IMMEDIATE RET.FASE JANUARY 6, 2011

Hardwick, Vermont. - Vermont Natural Coatings answers call for a complete waterborne system
with the introduction of Woodtone Series Concentrated Tints. An increase i consciousness of

health and environmental issues coupled with the desire for preminm products have created the

need and demand for VNC's new waterbome color system.

“Woodtone Series Concentrated Tints offer the color yvou want with the durability and safety you
need.” said Andrew Mever, founder and president of Vermont Natural Coatings. “Now a
complete waterborne system, PolyWheye gives more options with the same superior appearance
and durability for nearly every wood finishing application.”

Adding to the success of VNC's preminm whey-based wood finishes, the Woodtone Series gives
homeowners, professionals and woodworkers reason to make the switch to PolyWhey. The
Woodtone Series Concentrated Tints are color nich, fade resistant that transform the look of
wood surfaces. The tints mix quickly and have superior colorfastness, ensuring consistent tone
throughout the project. With zero VOC content and no flash point, Woodtone Series
Concentrated Tmts provide safe, professional color durmg and after application.

PolyWhey's patented formmlas have rivaled long-trusted oil and lacquer based counterparts in
safety. appearance and durability, but now has the ultimate advantage by having more control
over the final appearance of a project and job.

Golden Oak, Cherry, Cordovan, O1l Tone, Dark Walnut, Early Amenican. Ebony and Frumtwood
make up the colors of the Woodtone Series Concentrated Tints and are available in 40z
COnfamers.
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VNC's Woodtone Series Concentrated Tints.
Rich tints to transform the look of your wood.

Vermont Natural Coatings Woodtone Series Concentrated
Tints are color rich, fade resistant and will ransform the ook
of wood surfaces. These tints mix quickly and have superior
colortastness, ensuring consistent tone throughout the project
With zero VOO content and nio lash point, Woodtone Series
Concentratecd Tints provide sale, peotessional color durning and
after application

Characlerislics:

= Instant dispersion

# Excellent transpinency
& BLiVE in sispersion

Recommended uses:

Mix with clear PolyWhey® interior wool Ainishes to achieve
desired color or to match ready-to-use PolyWhey Furniture Tings
om interior wood surfaces. PolyWhey is the nest generation of
polyurethane, a truly waterborne wood finish that meets the
highest profession:al and environmental sandands

Application:

Suggested mix ratico is 4 o2 per gallon of PolyWhey, May be
applicd by brush, rag, spray or paint pad. Test before you apply
foy proyect surkace

Other uses:
May b mixed with water or alcobel (o create a wood stain,
Ny also be mixed with other water-hased Anishes

Woodtene Serles Concentrated Tints

Case (i) Code Cidog Size
90091 Coliden Clake 40z
GiMria? Farly Amencan 4 oz
Q193 Ebny 4 az
a0 1E4 Charry 4 oz
J00195 Cordovan daz
Q00196 Dark Walrn 4 o
0197 Ol Tone &z
G115 Frustvwocsd 4 oz
QM1 5% Milsed case 40z

Vermont Natural Coatings, Inc,

P, Box 512, 180 Junction Road, Hardwesck, VT 05844
(B2 47 2-8T01 / B (8020 4T72-H755

Tl s (BE) G3AH439

salesivermontnang alcoatings. coin

ww e vermontnaniralcoatings. com

VERM@GNT
NATURAL
COATINGS

Early American

#100375

Ebony
#100925

Cherry
£100400

Cordovan
2100640

Dark Walnut
2100722

Fruitwood
2100388
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Vermont Working L andscape Partner ship Program (2010)

The overwhelming majority of Vermonters believe the working landscape is akey to our future. Yet its
survival isin grave doubt. Our state faces a continuing
crisisthat, if not reversed, could end the working
landscape in Vermont within a generation.

VCRD islaunching a new non-partisan and broad-
based partnership to support local agriculture and
forestry, grow and attract farm and forest
entrepreneurs, and conserve Vermont’s Working

L andscape far into the future. Join the Partner ship
(click the* Join the Partnership” button to the right)
to add your voice, keep informed, and help shape
the campaign for Vermont’s Wor king L andscape.

VCRD’s Role

The Vermont Council on Rural Development, which
founded and led the Council on the Future of Vermont, isfollowing up on key findings from that
comprehensive study of public priorities. Over the past year, VCRD and its Working L andscape Steering
Committee drafted a Vermont Working Landscape Action Plan to support Vermont’s Working Landscape for
the next generation. Thismajor policy effort will ook to advance the working landscape by supporting the
businesses that have produced and stewarded that landscape and new innovative enterprise development to
advance these industries for a new generation.

VCRD’s board adopted The Ver mont Wor king L andscape Partner ship Char ge ~ A framing document
from VCRD organizing the Vermont Working Landscape Partnership and its governing Council. VCRD is
managing this Council which will further articulate the plan, define how to implement it, and lead the
campaign for its implementation.

Reports and Inputs

. . Vermont Working L andscape Platform and Action Plan ~ This Platform is the foundation
for the newly formed Vermont Working Landscape Partnership. Vermonters - both individuals and
organizations - who support the Plan and who are willing to take action based on its goals can join the
Vermont Working Landscape Partnership. The Platform and Action Plan was devel oped after months of
deliberation and a comprehensive look at:

O O Satistical Indices on Vermont’s Working L andscape

O O Historical Digest of Recommendationsfor Vermont Working L andscape Policy ~ adigest
of the last three decades of policy findings related to diversification, value added development, conservation
and land use planning

O O Strategiesfor Promoting Working L andscapesin North America and Europe, August
2010, Cheryl Morse of the



March 2011 Building Connections Page 13

VWLP Five Point Action Plan

Join the Vermont Working Landscape Partnership (VWLP) to advance its Action Plan to support local
agriculture and forestry, to support farm and forest entrepreneurs, and to conserve Vermont's Working
Landscape for the next generation. Here are the Action Plan elements:

« Build a Major Campaign to Celebrate the Distinctiveness of the Working Landscape that
is Vermont

¢ Target Strategic Investment through a Vermont Agriculture and Forest Products
Development Corporation

+ Designate and Support “Working Lands”

« Develop Tax Revenue to Support Working Landscape Enterprise Development and
Conservation

¢ Build a State Planning Office and Activate the Development Cabinet

Click here to read the full Platform and Action Plan. The Partnership will build on the work of the
VCRD Working Landscape Steering Committee, which developed the Action Plan.

Visit the Vermont Working Landscape Partnership Home page for more
} about the program.

| Paul Costello, Executive Director:
vermont Council on Rural Development
PO Box 1384

- Montpelier VT 05601-1384
IRt et S (802) 223-5763

i st dyspsiii WG b eostello@vtrural.org

Join the Vermont Working Landscape Partnership at www.vtrural.org!
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Vermont Working Landscape Partnership
Sign up Sheet

It is time for action to ensure the future of

Vermont’s working landscape. The Vermont

Council on Rural Development (VCRD) invites

both individuals and organizations to join the

Vermont Working Landscape Partnership
VWLP).

The Partnership will:

# Receive requests from the VWLPC to contribute
ideas toward implementation of the Action Plan;

» Receive minutes and information on the VWLPC
sessions;

s Act to advance the Action Plan from within their
organization, if applicable;

= Encourage action by other state, federal,
philanthropic, non-profit and private sector
organizations; and

» Lend their voices publicly to advance the effort.

From the Partnership, the VCRD will build the
Vermont Working Landscape Partnership
Council (VWLPC).

The Council will:

¢ Further articulate the plan;

» Define how to implement it; and

® Lead the campaign for its implementation.

VWLP Action Plan Elements

The VWLP will carry out an action plan to
support local agriculture and forestry, to support
farm and forest entrepreneurs, and to conserve
Vermont's Working Landscape for the next
generation. Action Plan elements:

A. Build a Major Campaign to Celebrate the
Distinctivehess of the Working Landscape
that is Vermont

B. Target Strategic Investment through a
Vermont Agriculture and Forest Products
Development Corporation

Designate and Support “Working Lands”
D. Develop Tax Revenue to Support Working

Landscape Enterprise Development and
Conservation

E. Build a State Planning Office and Activate
the Development Cabinet

g

The full platform and Action Plan is in your
Summit packet and online at: www.vtrural.org.
The Partnership will build on the work of the
VCRD Working Landscape Steering Committee,
which developed the action plan.

L] YES, | want to join the Vermont Working Landscape Partnership

Name;

Email:

Zip Code:

Organization:

1 1am joining on behalf of this organization (Don’t check if signing on as an individual).

_ Vermont Council on Rural Development
PO Box 1384, Montpelier, VT 05601-1384 | 802-223-6091

.

Ml fo@vtrural.org | www.vtrural.org
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Classified Section

For Sale, Services, Wanted

For Sde

4" Craftsman jointer complete with stand and motor.
425-6291

Approximately 500 bdft of 1" x various widths x 8
native white cedar stacked and stickered in a
greenhouse. Hasbeen air drying for over ayear. $1.40/
bdft. 425-6291

Approximately 2000 bdft 1" x 4" to 12+” x 8 maple.
Has been air drying for over 5 years. This material
probably has somesticker stain. Ideal for projectswhere
small pieces arerequired. $1.15/bdft. 425-6291.

Approximately 1200 bdft of 1" and 2" ash. Sawed 2
months ago and stacked and stickered in agreenhouse.
$1.85/bdft. 425-6291.

3000 to 4000 bdft of 1-1/8" maple Variouswidths and
8to 16 foot lengths. Has been air drying for 4+ years.
$2.00/bdft. 425-6291

1 hickory log, 1 ash log, and 1 cherry log. | can saw
them to your specifications. 425-6291.

Some 3/4" hardhack recently sawed.

Some basswood pieces. | have atree'sworth.

Some native white cedar that was sawed ¥4 thick for
bird houses.

A few pieces of juniper sawed 5/8" thick

A few pieces of black oak sawed ¥4 thick

Some quarter sawn (1-1/4" thick) curly maple
Misc.other woods.

Wood-Mizer DH4000 Dehumidification Kiln Kit.
Asking $3500.00. 425-6291

Services

Saw milling services. Log dimensions limited to 36"
in diameter and 20'-6" in length. With the extension
bed (no longer portable) can saw up to 26'-6". Yes|
will saw asfew asonelog, however | would prefer that

you bring the logs to me when there are only a few.
425-6291.

Planing services. Lumber dimensions limited to 18"
wide and 6" thick. 425-6291.

Contact Gerald Bouchard
A2W Woodworks, LLC
PO Box 111

Charlotte, VT 05445
802-425-6291
gamjb@gmavt.net

Wanted: items for Classified Section

Have you got items to sell or services others bight not
know about? Do you need something? Send your stuff
to Barry at batcabins@aol.com and he will get them
into the newsl etter.

Savethe dates

Sept 24 & 25 Vermont Fine Furniture and Wood-
working Festival, Woodstock,
Vermont. For more information go
to: www.vermontwoodfestival.org

Vermont WoodNet Board Members

Bob Bouvier, Chair, 863-5644, wdubelieve@aol .com

Bill Baynham, 985-9311, Baynhb@aol.com

Dale Bergdahl, 238-0728, dale.bergdahl @uvm.edu

Gerald Bouchard, 425-6291, gamjb@gmavt.net

Russ Fellows, 899-3059, skunkmen@together.net

Barry Genzlinger, co-chair, 891-6667, batcabins@aol.com
Joe Laferriere, Secretary, 879-4348, jlaferriere@myfairpoint.net
Mike Lamp, 633-2860, jaxon@kingcon.com

Paul Lascelles, 879-7694, paul swoodworking@aol.com
David Spooner, 229-4800, dspooner @pshift.com



