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Promises, Realities, and Opportunities

Internet Sale
of Wood Products

by Timothy P. Holmes

Challenges and Opportunities in Manufacturing
and Marketing of Products from Lower Quality and 
Smaller Diameter Forest Resources.

May 16 – 18, 2006, Richmond, Virginia

Presented at SmallWood 2006:

This project was supported by the USDA Small Business Innovation Research
(SBIR) program, grant number 00-33610-9436.
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Lessons Learned:

1. e-Commerce Reality Check

2. Converting Shoppers to Customers

3. Finding a Needle in a Haystack

4. Can You See Me Now

5. Here, There and Everywhere



33AdirondackWood.com         AdirondackCraft.com

5 Years of Online Marketing and Sales Assistance for 
the 14 County Adirondack North Country Region
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USDA Small Business Innovation 
Research Awards

May 1999
Phase I: Enhancing 
Commercial Use of the 
Internet for Rural Wood 
Products Companies
AdirondackWood.com
Directory of over 700 
Producers

September 2000
Phase II: Using an 
Internet-Based Program to 
Build E-Commerce 
Expertise in Rural Areas
AdirondackCraft.com
Online Store for 60 
Artisans and Small 
Manufacturers
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1.  e-Commerce Reality Check, 2005
based on AdirondackCraft.com with 60 

Producers and 400 Products

# of Shoppers per Month: 9,000
# of Customers per Month: 32
Purchase: $102  (Price range:  $6 - $200)
Purchase in July:  $190
Purchase in December:  $50
Total Sales/Month:  $2,800
Sales in December:  $6,000,   in July:  $4,500
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Total Sales per Month
along with Visitors per Month
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Monthly Sales & Visitors
January 2003 – April 2006
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During the Month

Sales per Month:
Moving Average ($)

$2,799
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Average Purchase Price per Month
along with Customers per Month
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What are People Buying Online, 2005 - Total 
Value of AdirondackCraft.com Sales by Category

based on 490 Orders, # in (  ) = number of producers in category

AdirondackCraft.com Total Products Sales by Category, 2005

furniture (6)

decorative,
wood (11)

misc. non-wood 
(12)

(jewelry, books, 
clothing, soap, 

etc.) 

specialty
forest

products (4)

toys,
wooden (2)

foods (4)
(jams, syrup, 

etc.)
decorative,

non-wood (4)

candles (2)
57%
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Numerous Orders at $1,000 +
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Fine Furniture – 2 @ $1,250
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2.  Converting Shoppers to Customers
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1 Click to Choosing a Product by Style or Price…
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2 Clicks & Ready to Make a Purchase…
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Fully e-Commerce enabled for Gift or Impulsive Purchase…
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Introduce yourself without making it the Focus…
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What Motivates the Online Customer?
…What Converts Them?

Best Price

Legitimacy

Quick Delivery

Customer Service
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Online Conversion Rates Are Low
Averaging 1 sale every 300 to

500 Visitors
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3. Finding a Needle in a Haystack
or, how to out-Google the Competition

•Product Descriptions

•Heading (H1) Text

•Meta Tags

•Title Tags on Pictures

•Your URL: Pay 5 Years ahead
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Craft and Refine Product Descriptions

Online, you may have only 50 to 
100 words to initially market 
your product to a visitor on your 
website.

“This is the best product in the 
world and I love making it so I 
know you’ll love using it.”
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How to get Found in Google, cont’d

•It identifies the specific product characteristics: sizes, 
materials, price, colors, weight, how constructed, etc.

•It includes words that customers are most likely to 
type in a Search engine:  deck, patio, porch, dock, 
boat…

•It appeals to a wide variety of interests by using 
adjectives that attract different types of customers:  
“stylish yet casual”, “comfortable yet durable”, “use 
as a Christmas or holiday decoration”, etc.

There are three main features of a great product description:
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Design your Product Description from the 
Customer’s Perspective, not the Producers

Use the Internet:

Search for products 
like yours in 
Google – Study the 
first 10 hits and 
borrow what you 
need.  (look at the 
source code too)
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This popular chair contains no nails or 
screws to mar the natural beauty of the 
hardwood cherry.  The unique design allows 
this garden, deck, or patio furniture…  
…allows the wood to age naturally, while 
protecting this stylish yet casual furniture…   
…seat cushions sold separately and are 
available in five vibrant colors.  …made one 
at a time in the Adirondack Tug Hill region 
of Upstate New York.
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“We love rustic arts and crafts, and 
this beautiful, informative and easy-to-
use website has an amazing array of 

products created by Adirondack 
artisans, such as baskets, furniture and 

clothing, just to name a few.”
Log & Timber Style 
Magazine, April 2002
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4. Can You See Me Now, or a Picture 
is worth…    a lot – hire a pro

1. Use a tripod or rest the camera on 
something for a steady shot.  Make sure 
the item is level in the viewer.

2.Get as close to the object as possible, 
without cutting off any part of it.  Take a 
few pictures from different distances.

3.Have the item well lit, but avoid 
shadows; shooting outside on a cloudy 
day can give good results.
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•4. Using a neutral, consistent background (a 
sheet, wall, on the lawn) is recommended and is 
useful for later digital editing.

•5. Take shots at different angles if new 
information is provided with a different view. 

•6. If your product has a variety of styles & 
colors, take a few photos showing all the 
variations together.

•7. If using a digital camera, set both quality and 
image size at the highest settings possible.
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5. Here, There and Everywhere  …why not?

1. Have your products on as many sites as 
possible –just like wholesale accounts, 
except you do the shipping.

2.Most of the small furniture companies in 
the Adirondacks are not selling directly to 
consumers.

3.Many choices – gift shop sites, catalogue 
sites, regional or state sites, e-Bay, Amazon, 
etc.  Start with wholesale-type accounts – no 
cost to you – to test the waters.
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To Successfully Sell Your Products
Online, You have to Commit to:

Fulfillment – Packing your product for 
shipment in a timely manner – next day 
is best.  Box ahead during slow periods.

Customer Service – Fielding phone calls, 
answering email inquires promptly, 
arranging for returned products.

Managing Wholesale Accounts – If you 
don’t currently, learn.
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High

Medium

Medium/
High

6%

$1,000

Yahoo!, 
Amazon

Store

HighLow
Labor Required to

Process Sales

Medium/
High

Low
Internet Technical
Expertise Required

HighMedium
Manufacturer Control

over Product Display
and Description

0%40% to 50%Fee Paid per Sale

$1,500 to
$5,000

$0 - $100Cost per Year

Individual  
e-Commerce

Websites

Retail Outlet
e.g. Adirondack

Craft.com

e-Commerce 
considerations for 
Producers…

Options for Conducting e-Commerce
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Wood & Forest Products Sell on the Internet


