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•  Mission:	
  
“To	
  support	
  the	
  economic	
  
viability	
  of	
  agriculture	
  
and	
  forestry	
  through	
  the	
  
protec>on	
  of	
  water	
  
quality	
  and	
  the	
  
promo>on	
  of	
  land	
  
conserva>on	
  in	
  the	
  New	
  
York	
  City	
  watershed	
  
region.”	
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A	
  Brief	
  Review	
  

•  Catskill	
  WoodNet	
  needs	
  an	
  overhaul	
  
– Site	
  bugs	
  
–  Increasing	
  irrelevancy	
  to	
  visitors	
  

•  11/18/10:	
  “Preproposal”	
  given	
  to	
  Forestry	
  
CommiEee,	
  including	
  online	
  store	
  
– Direc>ve:	
  Refine	
  idea	
  gathering	
  data	
  on	
  costs,	
  
benefits,	
  and	
  industry	
  knowledge	
  &	
  interest	
  



The	
  Inadequacy	
  of	
  WoodNet	
  

•  Current	
  design:	
  business-­‐to-­‐business	
  
– Useful	
  early	
  on	
  for	
  networking	
  purposes	
  
– Companies	
  came	
  looking	
  for	
  companies	
  

•  New	
  need:	
  customer-­‐to-­‐business	
  
– Use	
  WoodNet	
  to	
  drive	
  customers	
  to	
  members	
  
(similar	
  to	
  Pure	
  Catskills	
  Ag)	
  

– Customers	
  come	
  to	
  WoodNet	
  looking	
  for	
  products	
  



Few	
  Pictures	
  

Low	
  Priority	
  	
  
of	
  Product	
  

High	
  Priority	
  	
  
of	
  Contact	
  Info	
  



Industry	
  Interest	
  

•  Surveyed	
  200	
  regional	
  wood	
  businesses	
  
– 45	
  surveys	
  returned,	
  37	
  in	
  favor	
  

•  “If	
  a	
  WoodNet	
  store	
  opened	
  tomorrow,	
  would	
  
you	
  join…”	
  
– 20	
  said	
  “right	
  away”	
  
– 12	
  said	
  “within	
  6	
  months”	
  

•  WoodNet	
  had	
  34	
  members	
  afer	
  1st	
  six	
  
months	
  



Industry	
  Knowledge	
  

•  78%	
  had	
  DSL	
  or	
  faster	
  Internet	
  
•  78%	
  check	
  email	
  daily	
  
•  70%	
  have	
  used	
  PayPal	
  
•  All	
  but	
  one	
  believed	
  a	
  market	
  existed	
  online	
  
for	
  their	
  product	
  

•  50%	
  could	
  reliably	
  ship	
  within	
  48	
  hours	
  
–  Issue:	
  custom	
  orders	
  



Survey	
  Conclusions	
  

•  Documented	
  industry	
  interest	
  (comparable	
  to	
  
WoodNet’s	
  debut)	
  

•  Internet	
  access	
  not	
  a	
  barrier	
  
•  Internet/shipping	
  knowledge	
  adequate	
  
•  Strong	
  interest	
  in	
  “e-­‐marke>ng”	
  workshops	
  
•  Timely	
  shipping	
  may	
  be	
  issue	
  
•  WoodNet	
  store	
  is	
  technically	
  doable	
  



Costs	
  
•  Startup	
  costs	
  (es>mates	
  from	
  CRSR	
  Designs):	
  

1.  Ini>al	
  overhaul,	
  upda>ng	
  site	
  but	
  retaining	
  
current	
  func>ons:	
  $18,000	
  
•  Already	
  underway	
  using	
  EAP	
  

2.  Develop	
  an	
  online	
  store:	
  $10,000	
  -­‐	
  $20,000	
  
3.  Marke>ng:	
  $5,000	
  -­‐	
  $30,000	
  

•  Maintenance	
  costs:	
  
– At	
  least	
  ½	
  FTE	
  to	
  troubleshoot	
  and	
  direct	
  marke>ng	
  



Costs	
  
•  Total	
  setup:	
  $15,000	
  -­‐	
  $50,000	
  
•  Annual	
  maintenance:	
  ≥	
  $35,000	
  
•  Comparable	
  startup	
  cost	
  to	
  WoodNet,	
  but	
  
higher	
  administra>on	
  cost	
  (staff	
  >me)	
  
–  Ini>al	
  WoodNet	
  funding:	
  $84,000	
  
– Promo>on	
  and	
  Pure	
  Catskills	
  logo:	
  $100,000	
  



Benefits	
  
•  Based	
  on	
  Adirondack	
  
Craf’s	
  1st	
  three	
  years)	
  
– Annual	
  sales:	
  
•  Y1:	
  $20,000	
  
•  Y2:	
  $25,000	
  
•  Y3:	
  $30,000	
  

– AC	
  takes	
  40%	
  
commission	
  
•  Industry	
  survey	
  
indicates	
  too	
  high	
  
•  More	
  likely	
  15%	
  



Benefits	
  
•  15%	
  commissions	
  	
  
	
  (using	
  AC’s	
  sales)	
  
– Y1:	
  $3000	
  
– Y2:	
  $3750	
  
– Y3:	
  $4500	
  



Costs	
  v.	
  Benefits	
  

•  Annual	
  maintenance	
  cost:	
  $35,000	
  
•  Annual	
  commission	
  benefit:	
  $3,000	
  
•  Total	
  sales	
  could	
  surpass	
  maintenance	
  costs	
  
by	
  year	
  5	
  

•  As	
  is,	
  the	
  store	
  itself	
  would	
  not	
  be	
  profitable	
  
for	
  many	
  years,	
  if	
  ever	
  



Non-­‐Market	
  Benefits	
  
•  Increased	
  sales	
  to	
  
regional	
  businesses	
  
– Money	
  they	
  have	
  earned	
  
rather	
  than	
  given	
  (grants)	
  

•  Par>cipa>on	
  not	
  limited	
  
(grants)	
  

•  Poten>al	
  (remote)	
  of	
  cost	
  
neutrality	
  

•  Means	
  to	
  enter	
  21st	
  
century	
  marketplace	
  
–  Few	
  regional	
  companies	
  
have	
  done	
  this	
  



Non-­‐Market	
  Benefits	
  
•  Superior	
  repor>ng	
  to	
  
other	
  U&M	
  ini>a>ves	
  
– Direct,	
  trackable	
  
impacts	
  (sales!)	
  

– Short	
  vs.	
  long	
  run	
  
accomplishments	
  
(biomass)	
  

•  Companies	
  that	
  benefit	
  
good	
  entrepreneurs,	
  
not	
  grant	
  writers	
  



Recommenda>ons	
  

•  Store	
  as	
  first	
  proposed	
  
not	
  profitable	
  
– Could	
  be	
  run	
  as	
  WAC	
  
program	
  (e.g.,	
  
management	
  plans)	
  

•  Improved	
  design	
  could	
  
make	
  it	
  more	
  cost	
  
effec>ve	
  



Recommenda>ons	
  
1.  Develop	
  membership	
  “>ers”	
  
– Many	
  comparable	
  sites	
  do	
  this	
  
– Free	
  “basic”	
  lis>ng	
  
–  Increased	
  fees	
  for	
  more	
  advanced	
  services	
  

Local	
  ini>a>ves	
  with	
  >ered	
  membership	
  



Recommenda>ons	
  
2.	
  	
  Mimic	
  

custommade.com	
  
– Online	
  store,	
  BUT	
  
– Main	
  purpose	
  is	
  
showing	
  examples	
  of	
  
work	
  

–  Income	
  from	
  
commissions	
  and	
  
member	
  subscrip>ons	
  

– Highlights	
  product	
  more	
  
than	
  member	
  



Emphasis	
  on	
  product	
  



Recommenda>ons	
  
3.	
  	
  Expand	
  membership	
  
categories	
  
– AC	
  includes	
  local	
  ar>st	
  
products	
  

–  “Durable”	
  farm	
  products	
  
•  Plays	
  to	
  tradi>onal	
  “buy	
  
local”	
  market	
  

– More	
  sellers	
  +	
  more	
  
buyers	
  =	
  more	
  sales	
  

– May	
  aEract	
  support	
  
beyond	
  WAC	
  



Recommenda>ons	
  

4.  Expand	
  beyond	
  Catskills?	
  
–  If	
  don’t	
  want	
  to	
  add	
  

categories	
  
–  “NY	
  Wood”	
  
–  Partner	
  with	
  other	
  groups	
  



Key	
  Points	
  
1.  WoodNet	
  store	
  not	
  

profitable	
  as	
  is,	
  but	
  
–  Documented	
  industry	
  

interest	
  and	
  knowledge	
  
–  Benefits	
  beyond	
  market	
  

objec>ves	
  
2.  To	
  make	
  it	
  more	
  cost-­‐

effec>ve:	
  
–  Tiered	
  membership	
  
–  Highlight	
  products	
  
–  Expand	
  categories	
  
–  Look	
  beyond	
  Catskills	
  


