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Vermont WoodNet receives a grant

On June 25, 2009, VT Woodnet received a grant from
the USDA, Rura Business Enterprise Grant Program
to do some extensive interview, survey and education
in the North East Kingdom of VT. Over the next year
we will interview as many woodworking and
woodworking support businessesthat we can find. We
will solicit their education, business and technical needs.
We will conduct at least two area meetings in the
kingdom and set up at least four educati on opportunities
as well. With the difficult and uncertain business
climate, it will be good to have the opportunity for this
concentrated effort in avery rural part of Vermont where
the unemployment has been the highest in the state for
guite some time.
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FSC certification

FSC certification and a Vermont affordable group
certificate is till alive and well. Vermont WoodNet
has transferred it’s certificate to the WoodNet Market
Council. ThisisaNew England based, non profit, that
has expanded the base for those seeking the FSC chain
of custody. Thisisall in an attempt to keep the cost as
low as possibleand over timeto hopefully even decrease
the cost. The certificate manager isstill Judy Balch, so
nothing has changed. The only requirement for joining
the group isthat aVVermont business must also be afull
business member of Vermont WoodNet. Any questions
can be directed to Judy at jbalch@yahoo.com.

Member ship Dues Reminder

It's time to renew your WoodNet membership. There
are 3 membership levels.

- Individual membership - $35

- Small Business membership - $60

- Business membership - $110

Please mail your check made out to Vermont
WoodNet to Vermont WoodNet, PO Box 4562,
Burlington, VT 05406

Classified Section

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

Savethe date

Vermont WoodNet annual meeting at Shelburne Farms
at 6pm on Friday, September 18th. Plan to come, help
elect next years board, review the past year’s efforts
and help plan next years. Bring afriend, no need to be
a Vermont WoodNet member to attend. Refreshments
served.
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Flame Birch Butler Table
with 2 side wings
JP Sinclare
Sinclair Millworks
Thisisaproject wejust did with some beautiful flame
birch. It's a mean wood to dry properly and is bruta

with tear out on aregular planer but onceit’smadeinto
aproject and topcoated, it’'s absolutely stunning.

Sudio Space Available

We have artist and crafter studio space availablein our
15,000 sguare foot barn in Fairfax. We have space
ranging from abench in our resident member area, and
closed spaces availablein 14' x 14' blocks (singular or
combined), to aportion, or al of the 5,000 sg. ft. third
floor featuring open post and beam architecture and 14
feet ceiling heightsto thefirst beam, and 30 feet to the
top. If interested inlocating your work inacommunity
of artists, please contact Carina Driscoll at 802-849-
2013 or e-mail carina@vermontwoodworking

school.com.
Call for artists
Ver mont Woodwor king School
Gallery to Open

The Vermont Woodworking School isopening agallery
in July of 2009 to display furniture created by our
students, and members of the Guild of Vermont
Furniture Makers, and Vermont artisans. We are
looking for artists and craftspeople producing items of
premium quality. Our juried gallery is located on the
second floor of our historiclate 1800’ s high-drive barn
in Fairfax, VT. If interested, please contact Carina
Driscoll or Sean Knight at Vermont Woodworking
School by calling 802-849-2013 or e-mailing
carina@vermontwood workingschool.com.
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St A L

Think and Act like a

Guerrilla
Marketer

» Are you a guerrilla? More specifically, « Do you market your
products and services like a guerrilla? For example, « Do you
aggressively follow up with your customers? « Seek out and use
free advertising? « Carefully select your marketing methods and
precisely target your qudience? ¢ Do you have a marketing plan
that you're 100% committed to? « Do you think and act like a
guerrilla marketer all the time? If so, congratulations! You're
likely operating a profitable business. If not, or if you're wonder-
ing just what a guerrilla marketer is, then this article is

what you need.

In 1RR3 JJ'\ Lioprpd Levimien Fomg
puldished {wrraliey Wordrrmy
Lhpe o ot poguslancy;, T
Levinson published the Fourth
edition of the book. Smply scared
Cewvrralte Mardeimg presenis markes-
mE sirabcgecd Toi amall busimess
rweers with a I.|L|.- FE-IFraEne
Ipproasch to finding clicn | TS v kfvinw
srrwll] woasd Pred LIETs cismpslnees fhat hoave gl [l -
il oy |.|. Levinson s sless idaie successfal
iproficaldle! F businesscs. Afver rereadi T s ]
Warkermy recenthy, | was convineed  Levinsons

24 * Naprwrddd A I avalla?

metlicting approsch should be sharcd wich pesc
e of sawmill & Yoodler magazine

Guerrilla Marketing Defined
Levinson defines guerrilla mark CTINE GuEiE
bernand] v every bt af Conteet vouur ST Ty
has with anvone in the outside workd,™ That's a
bt ok rl'l:l'i{l'lul'lg o dtianrtice! And s doesn 't
have Do oot v § ke |lrr|||||;1:1._

Tewir buisness name, business cerds. buanes
Ficariin, webmite, yoscemail WENSRET (o O
anvwenng machne. customer follrw-up and serv-
il:I!' LUEIT I'.:III:II-\.‘Ir_ KTIF [rasEninn foir vour |'\.|_|l|.||'.1_l-.\._
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etc., are all part of markering. Levinson argues that
every little thing you say or do (and of course the
cualiey of the product or service you provide)
affects people’s perception of vou and your busi-
ness. Consequentdy, guerilla marketing is not 2
ome-time event but rather a precess (and often @
lemg-term proccss),

Also, puernils marketing is focused on action,
and this gives the small business owner 1 distinet
advanmge over larger corporations. A guermills can
turn on & dime, make s decision, and implement a
program immediately withowt wading through lay-
en of corporate managers and red tape,

Thinking like a Guerrilla
In Gaerrille Marberiug, Levinson outlines 20 differ-
ences between guerrilla murketing and what he calls
“the ald-fashioned brand of mearketing." Here's &
shortened list (seven) w get you chinking like a
guerrilla
®uemlls marketing is based on investing time,
enenty, Imignation, and nformaton, and RNOL nec-
essarily on investing money. As an examiple, the nexi
time you ship & load of lumber, deliver & cord of
wond, or install 3 hardwood floor or ser of cabinets,
why not send along s thank yvou note signed by your
workers! This small act of customer apprecistion
conty essentially moching, Bur your customens will
probably mention this o their fricnds und neighbors,
ulomately gencrating new castomers for you.
®uernlln marketng focuses on profits. Visitors to
your business, hits on your website, or responses (or
even salea!) to an offer are tradimonal wavs © meas-
ure markering effectiveness, Profits, however, are the
only numbers that tell you the truth. If 8 mardketing
effort doesn't make you money, then it's probably not
guermilla marketing.
®Guermilla marketing presches fervent follow-up.
Marketing does not end once the sale is made. Your
cument customers should be groomed oo be tomor-
row’s customers. Many enterprises survive on repeit
bunness, s to ignore lovill customen is un-guerrilla-
like. Levinson stares, "When vour customess cesie i0
hesr from you or shoot you, they tend o fomger you”
Here's a personal example that fies this guermnilla
techalque. Seventeen years ago | purchased a home.
For the past 17 vears the real estste agent chat sald
mc my hoimc has Githfilly semt me Chosems and
birchday cards including personal noves {“How ane
the kids?” “Are vou enjoying the summer?™ exch. |
haven't even seen him in over 10 vears. But, if 1 were
0 scll my home today, this resl estate agent—a true
guemills—would have my business.
®Cucmilla marketing secks businesses o cooperate
with in joint markenng efforrs. Whereas eraditional
marketing often seeks to obliterate the competition,

Guerrillas
Are Ingenious

Guerrillas are always looking for ways to save money.
Coniider the simple act of bartering. Your local radie sta-
tion o newspaper might not want what you are selling—
hardwood lumber for example—but they do wani 1ome-
thing A guerrilla finds out what that semething is—and
arranges o barter transaction, For example, a sawmill
wiants fo buy some radio time but can’t affard the cost.
However, the radio station does want & new, fancy hard-
wood reception desk The guerrilla sawmiller finds & cabi-
net maker that wants hamber. The sawmill trades lamber
with the cabinet maker in return for building the reospiion
detk. The radio station provides free airtime 1o the wmill
in return for the reception desk. A thees-way barter]

o guernlli approsch looks for relationships that bene-
fit all parties. A good example, savs Levinson, is
coopermtive advertsing. Many large advertisers {iman-
ufacturers) pay cash fees to small businesses that
mention thelr name of show their logo in thesr ads
For example, if you produce custom bed frames. a
lerge materess company might pay you to mennon
thewr product in vour ad. According to Levinson, =A
EMArt entreprencus, interested in saving marketng
money, will include the names of several co-op-ori-
ented companies, therehy saving 2 large percontage
of the ad cost—firequently maone than 50%."

® Gucmilla marketing is always intentional. As noted
above, guerrilla marketing includes everything. I
pays close attention to the small decails that ofien are
ignored by many busincsscs—{rom how you snswer
vour phone, the nestness and organization (or lack
therent) in your office, 1o the personal appearance
and attire wom by vour employees.

A guerrills friend of mine (and the person thae
inmoduced me w Gaerrully Mardeerag) hus 2 small
home-based wood business. He regulaely sells his
specialty wood items from o booth st woodworking
shows. He alwavs wears u bright orange shirt at these
shows. He stands out from the crowd and is casy w0
locare—"gn see the guy in the cange shin™ is 2
refrain that leads customers to his booth.

#Gucmilla marketing is a dialogue. A guernills mar-
keter engiges the customer in the marketing effort
(and thas s one of the big benelin of the Internen),
Relationships grow from dislogoee so, Levinson
angucs, you've gt o invite dialogue. How do vou do
this® You ask people to register for something. sign
up for your newslener, send for o free gift, enter a
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contest. vore in an ankine poll, call & phope nuinber,
visst your store fior & free demonstracion, write for more
information, of wheeever, Bomom line, vou need
motivate vour sudience by specifically ssking them o
i e thing. And. miost impareanely, vou muse
respond to therm. As i small buisiness you can often do
chis quicker than o lange corporation
®Gucrrilla marketing wdentifies a countless list of mar-
keting weapons. | raditional marketing uses the stan-
durd marketing methods, including TV, rdio, newspa-
pers, magarines. direct mail, and the Interner A guer-
rills cun use these same methods but abso recognizes,
and cxploits, the dozens (hondreds?) of marketing
weapons of hisher depasal. Canvassing (dooe-to-deor
cuntaces ), clissified sds, brochures, relephone market-
ing. Gy segna on ballein bouwrds, vellow pages, and
sdvertising specialoes such as Toshims, pons, calendam,
mowuse pads, hall caps, and more can be used effective-
by b gueriliss

The kex o the above seven approaches, and the 13
othen outlined in Gaerrifle Marbetrme, |5 that a plan
miust be in place or your marketing effort will be hap-
hazard and likely unsuccessful

Guerrilla Marke Plan Is Key
Lewinson mokes it perfectly clear in his book that all
i great icheas about becoming a guermilla markemcr
will not be sufficsens unless you (1) stae with a plan,
snd (2} commit to that plan,

The Plan
Something ["ve personally presched fir many yean o
small wood product manufacmarens is the imporance of
having a writien plan. Levinson contends thar a good
markcting plan (he calls it & markcting straicgy) can be
wiltren in seven sentences! (O course, seven sentences
wiin't include all the nu and bolts of o plan or strace-
ey (yuu'l] meed sapportng documents ) but it will focus
your aconms on the key clemenin The seven sen-
tenees mclude:
*Furpose of the marketnng—the physical sction yoq
Want your prospect b0 ke, such a8 visiong o website,
visiting your mill. clipping a coupon, calling & 1wll-free
number, enc
*How you'll achicve this purpese—your competinve
sidvantage and benefis.
*Your earpet market—or markets
*The marketing weapons you'll use—magarine ads,
direct mail, sales culls to lumber buyen, ete.
*¥our neche and your posicion and what vou stand for,
*The identity of your business—for cxample, superior
produce, expertise, quick customer follow-up, cic.
*Your budger—his vhould be expressed s & percent-
age of your prejecied gross revenoes (the 1. & aver-
dge, aceonding o Levinsan, v 4% of gross revenues
ivested in marketing),

Ao you uheady have s marketing plan or strasegy!
That's grear! A good exercine is 1o rewrite your plan in
scven simple sentences following the abave outline.
Vou might find that you're missing one or two key cle-
mefits. [f vou don't have s wiitten plan, it's tme to
become a guerrills and get in the ballgame!

The Commitment
Dieveloping the marketing plan i scrually the casy par
The comintment o follow through and nat give ugp is
where |t ges hard. Levinson savs, “Consider your mar-
keting investment mandatery und sutomatic, like rent
of paying the momgige. A marketing plan is necessary—
in fact, crucial—for 3 company or an cntreprencur,”

For example, if you develop o well-thought-out 12-
month markering stratery, redlst the temptatson to gt
ufeer three months iF profiss remain Nar Too often peo-
ple get discoursged before the real impuct of the mar-
keting stracegy has dme m kick in. Consider the sing-
thon where magarine advertmements sre planned o
entive prospective customers to visit your website (and
iltimately ke some sction ke making o store vinig
o placing an order). In this case, the mugarine ads and
the wehsite are developed to work in randem—
cancehing the ads to save some money neganvely
imepacts the website maffic as well. The result is o sig-
nificantly diminished marketing effore

Short but Concise
Marketing Plan

Garerrilla marketens can state their marketing plan (stratsgy)
in seven sentences, Here's & flctitiou sxample, adapted from
Guerrilla Marketing [with the ientoncos numbered 1o come-
ipand to the outfine in the mam text),

1. The purpose of Wooad-li-Good Publications |s fo motivate
peaple io order the book titled Good Wood Tools sither
anfine or by mall 10 24 1o sell the maximum namber of books
at the lowsest possible selling cost per book. 2 This well be
done by pasitioning the books xs being 510 valuable to wood-
viorkers that they are guaranteed to be warth more 1o the
reader Than thelr selling price. 1. The target market will be
praple who are of plan to be ergaged i woodworking sctivi-
fiew. 4. The market toals we plan to use indude advartise-
ments m woodworking magagines, demos at seminary disect
sales calls 10 bookstores and woodworking stores; weekly
postings on andine bullutin boards eriented 1o woodwarkers:
and 3 webite lnked to many others that serve woodworkers,
5. The miche that Wood-ls-Good Publications cocupées ks a
Butiness that prowides valuable information for woodworkor
&, Qur identity will be one of expertine, readability, snd quick
respanse to costomer roguests. 7. Ten percent of wiles will be
allocated to marketing.
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Scratching the Surface

This armicle just scratched the surfsce an highlighes
froem Jay Conrad Levinson's hook Gerridl Marderemy, 1§
your mterest has been sparked, | suggest you pick up a
copy at your loeal lbrary and read it from cover 1o
civer (and | receive zero in commissions if vou decide
0 buy 4 copyl ),

Finally, recognize that guerrilla markering is about
ammirudes and attributes thar are mandstory in the cur-
rent business eavironment. Levinson atgues that the
key to prospering with geernlla marketing is the art of
paying attention. He savs, “You've got tn be constantly
tuned to the media, the competition, the customers,
the current events, the whole soene. If you're not pay-
g close attention, vou'll mibble on your popeomn m
the movie while the on-screen hero reaches for @ box
of your compenmwr s mack rear” 1l

Nephow Bravbovicl is & fores prodecty comrlesay in St
Fual, Minnesotn, He ales serves as Propect Manager,
Revveling and Rewse, for Dovetad! Parrmers, o sonprofsl
ofpanization thal procwder sutboritative informafson about
ol impats aned trade-offi of envernamentel decigons, includ-
ray conawmption o, e wie, and pofey alterare v

Four Relatively
New Markets

& secoesstel marketing plan idensifias alt terget mar-
ket In Guerrilla Marketing, lay Conrad Levinsen comments
on faur relatively mew masiets that thoull be sxplored by sl
businesses. These are;

DLDER PEOPLE - Levirnoas statesr, "Bo you know which

Hire has tha largeit circulation In the United Siates? i to
be Resder’s Digest; Bhen it was TV Guide; now It's AARP"
Wil with older people, wse the e plder
mob elderly ar sentor ditleen. And don't say 35 and elder” but
rkher =55 mnd bate *

WORMEN - Women own ower 10 milion firmes, abaut balf of all
prividely held conall bestinesses. Women employ more than 19
millian people and gonerats $2.5 trilon (yes, trillion!) in s
al cales. Women also are Bae dedition makers in mamy expen
sive purchases, inchading femitws, howses, and cars,

ETHMNIC GROUPS - Guerrilies should be aware of the buying
powery af various ethnic groups in the LS. Far sxamphs, 2
iurniu-dulnihvuulﬂ-lnm- power

¥ lﬂu.lhmtuﬁupmﬂﬂﬂ:'u“t
Aslan Amoricars, el Nathed Americind i rowghly 515 trillion.
SMALL BUSINESS - Small busingss, especially home-based,
& an stonishingly tast-growing marksl Accordieg fo Levinsan,
mote than 40 million Ampricass work from home. Do pou man:
wfacture & prodesct that meght be wsetul to this market seg-
file cabimets bookcaisy compater labhes and work stathon,
#nil 30 onl)
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Five Ways To Increase Profit Margins

IF YOUR PAOFIT MARGING AREM'T RISING, CHAMCES ARE YDUR COMPANY 5M'T THRIVNG,

HERE ARE FIWE SIHLUTIONS TO THE PROELEM,

By Dorag Hall, authar of Junyosis
Faur Basingas Ba ard founder and
CED al tha Euwrskal Aanch.

Is your prafit margin higher
than it was five years ago? |
baliave that your profit margin
trend is the single most
powarful indicator of your
company’s haalth, As mangine
decline, companies cut thelr
sales and marketing effores.
Manufacturers postpona
plant upgrades and delay
research and dovelopmant,
And it bacomes & lot less fun
o own a business. Obviously,
aomatlving nesde to ke done.
Here are five bold solutions

Lo halp lnoreass your profit
iR rgin,

1. Fire Your
Customers.

Gt ng red at tha 30 perssnt o e
CUEHHTSEE whi privde {he lowesi
prafitabibty fress. Lp capaoiny amd
MesoUnes 0o dn wiodk That is michs
protiahba

2. Go For Mailbox
Money.

“RlalhGs morsy” i et | coll cheoks
that show up even though you™e i
doing @y extra wark. To gl mailoe
Moy, BCanga vwaur inlelssiua
oty 10 anotheEr campary. | Eng
= smed | @ iamodiss parts mukar in tha
manufacnring echnelGgy o two
cErmpanes, ore in Eurcps ared Sing in
the Urited Staies. Rovaliian Tram thans
daslE hes kapt bm m busness s
though orders from U5, cusiomses
s dechned

3. Set Yourself Apart.

Frocus your ey o0 produchs thed
arg maanirgglully vrigue. 4 Bisiness
o | el in thes Sounhveast

uaed oo manufeciurs gy e o
theapgandd dfferant types of corarmic
tibes and acoossomnes. Ha vl ungsriy
discont imissd sl it B0 pances af
his producns, Sadursing his 2 ke and
devslopmers eHarls on praducts
that gave him a comgatitive adge
Tha rafadt uss e & rabeth of the
company. He has doubled his gegfi
margn and increased sslas

4. Export.

Look hor ppportunises: berpied aur
hiprdars, The dadire n the value ol s
U5, dollar hes opered up tramsedaig
apportunites for mang pralitale

sakas groswth afngad Teke advariage
ol the lreadom the Marth &rmencan
Free Trage Sgreemssnt prond des

Uss vour natesark of suopians o

Ting imamranioral feeriunes, Vil
nchatry rpda shows in other countnes
10 s=ek poienbal dstrigution parimnesre

5. Love Your Product
Again.

Hd st wninr prodoct= and indusiry
pricea and greater profiis. Tres recyires:
thal tha lkaider of 1Tha campery—

W —Decoms ganuinely passiorate
abicu? decovenng and desa oy fe
rlBeas, inrchaiang, & irsanncnag for
CUSIDImsars

I'im cordireasl by amroosd o1 the pession
o enengy that Somes S [ s
hawe rairreanting 1heis businesses, In
the Mortheast | maet Lucky Las, oo-
aweniar af Lucky's Tairsioes, whosa bfa
TP EeSa G 1% 1o grorey and dabver e
tasting tomaices o BMaw Fork Cite
restauraris. I Arkaneas | me Bonnie
Swayza of Aliance Aubber Co. Har
tarmnik's migsign—Iior BS yeam—has
Egan ud lind nivw uses for nubber
b Inthe Rlartmsmst | mat John
o, the Crapnar 0f Lkind Industnes,
whch makes Dakeywane and piTa pers
Ha capiivabad & dinner pany | altasded
el his pas=orate ewplanaiion of R
the pan improwes piEzd guality. i wasn'
Tha bisirsess thed vas caphvating—ni
was hiz erdhusasm. Colld yeu oo the
same 1alking abdut your Husneas’ m
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Savethe dates

Friday, July 31st
VWMA Quarterly Meeting and VM EC Wor kshop
Manchester, VT

The VWMA will hold their summer quarterly meeting in Manchester with tours of the Epoch, a new co-
operative gallery with 18 Vermont artisans in Manchester Center, and Bob Gasper etti~ Furniture Maker’s
wor kshop and showroom in Mt. Tabor. Representatives from the Epoch and the Manchester Chamber of
Commerce will speak with the group thereafter at the local VFW. Lunch will be provided with registration.
Visit http://www.vermontwood.com/documents/ Summer09Regi stration.pdf for more information and to
register.

Immediately following the meeting we will hold aVMEC Eureka! Profit 101 workshop for woodworkers
at the VFW. Thisworkshop is following the presentation given by Lisa of VMEC back in April. You did not
need to present at that meeting in order to register for this workshop. You must register for the meeting and/
or the workshop separately. You do not need to attend both. The workshop is open to thefirst twenty
participants and there is assistance with the usua $295 workshop fee. It will only be $50 for VWMA
members and $125 for non members. Don’t miss out on this informational workshop for your business.

Visit http://www.vermontwood.com/documents/\VV M ECregistration.pdf for more information and to register.
Lisa's profitable growth presentation is available for viewing here: http://www.vermontwood.com/
documents/PPTVMEC. pdf

26th Annual New England Products Trade Show

March 13, 14, 15, 2010

Portland, Maine

www.nepts.com for more info.

This business-to-business whol esal e trade show is an annual event featuring a juried selection of giftware,
home furnishings and specialty food from Maine, New Hampshire, Vermont, M assachusetts, Rhode Island,
and Connecticut.

GREENING UPYOUR BOTTOM LINE

A Conference FOR and BY Vermont Businesses
October 21, 2009

Stowe Mountain Lodge
http://www.vtsbdc.org/green.cfm for more info.
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Did You K now

Areyou on the Essential Buyer s Guide website? Content management is now available for businesses to
update their data, photos, & product individually. All you need is alogin and password and you are ready to
add in ten products and your business information for consumers to browse through. 75,730 pages on the
Essential Buyers Guide have been viewed by consumersin the past 12 months.

Areyou listed on the Vermont Forest Heritage Trail website? Using publications and awebsite to guide
guests, the Trail welcomes folks to visit showrooms and woodworking studios, tour factories and sawmills,
or walk through working forests.http://www.vermontforestheritage.org/

Download the form here: http://www.vermontwood.com/documents/checklist2.doc

Areyou in the Ver mont Wood Resource Manual: The Cornerstone Project? This manual connects
Architects, Designers and Purchasers with Vermont Producers and

Craftspeople. Email info@vermontwood.com or call the VWMA office to request aform for your business to
be added to the online version of the manual.
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Classified Section

Sale and Services
Wide Belt Sanding - panels, frames and tops
Automatic Edge Banding panel parts

Sheet Goods Processing

Baynham Wood Products - Shop Services
CNC Parts Cutting

DeWalt 12 inch Radial Arm saw
Ggood condition, 110 volt

8 McDonalds Farm Road
Asking $300.00.

Shelburne, VT 05482

Baynham Wood Products
802-985-9311

PO. Box 761
For Sale

Services

CNC Cabinet Cutting



