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Fibre Report
Meeting with the Minister of Forests and 

Range, Sept. 8th, in Whistler.

Our recent meeting with the Minister 
of Forests and Range in Whistler was 

both productive and encouraging. Hon. Rich 
Coleman was very aware of our needs as an 
industry in regards to having adequate access 
to the fibre we need. 

Our President, Walter Bramsleven, opened 
the discussion by reminding the Minister of 
the economic importance of our industry and 
the employment it creates, particularly in the 

BC Interior. Min. Coleman acknowledged this, 
and assured us that, although the total volume 
of wood we use is small in comparison to 
other sectors, he was aware that our economic 
contribution is considerable.

He recognized that certain MoFR policies 
are not working well in light of what most 
value-added producers really need. His 
Ministry is reviewing these policies—
particularly the BC Timber Sales Program—to 
see what options are available to get fibre into 
the hands of the smaller players. He indicated 
that this review concerns in particular sales in 
size from 5,000 m3 to 100,000 m3, with the 
intent of making them more accessible to the 
value-added sector while effectively limiting 
the major licensees’ access to them. Minister 
Coleman recognized the prevalence of proxy 
and surrogate bidding for this block size, and 
assured us that his Ministry would endeavor to 
mitigate the problem 

When asked if his Ministry supported 
the formation of privately-run log sorts 
throughout BC, he stated emphatically that 

“I support anything the private sector wants 

‘When asked if the Ministry was 
determined to ensure adequate wood 
supply for our industry, Min. Coleman 

responded, “Yes, absolutely!”.’

As mentioned in the July edition of this 
newsletter, we will be concentrating our 

marketing efforts on other areas than PEMD 
(Program for Export Market Development). 
In order to make effective use of our limited 
marketing budget, we are focusing on actions 
which get us results without large capital 
outlay.

We have mailed several dozen of our 
brochures to each of ten Trade Commissioners 
in the USA, with cover-letters asking that 
they distribute them to potential clients 
and key contacts in their trade area. Then, 
following the Global Buyers’ Mission (GBM) 
in Whistler, Colin mailed the brochure to a 
further 12-15 international buyers and trade 
commissioners. 

For the first time in our three years of 
attending the GBM, we had a professional-
looking booth and display materials. This 
thanks to our expenditures last year with the 
PEMD program, and the efforts of LeFrancois 
Consulting. We consider this a good 
investment; infrastructure which will do us in 
good stead for future marketing efforts. 

For us, the BC Wood GBM has been 
valuable on several levels, the first of which 
is to make international buyers aware of 
the LTBI, and encourage them to go to our 
website, where they can find all that they 
need in terms of log and timber construction 
and related products. Of course, many buyers 
come to Whistler, not to be sent to a website, 
but to meet building company representatives 
face-to-face. Thus, it was marvelous that, out 
of the eleven building companies from our 
sector exhibiting, nine were LTBI members. 
See the photo essay on Page 7 for more. So the 
LTBI reinforced the presence of the individual 
companies in this sense. All of the contacts 
Colin made with those specifically interested 
in our members’ products, whether buyers, 

The AGM Committee is making progress 
on the planning for our BC LTBI Annual 

General Meeting. The 108 Resort, 108 Mile 
Ranch British Columbia, has been selected 
as location for this year AGM. The theme is 
Celebrating our 10 year milestone.

The committee is preparing workshops and 
speakers to assist and grow your business. The 
LTBI Conference is an opportunity to network 
with sponsors and suppliers, make new friends, 
and also visit with old friends.  

We will be showcasing our carving event 
with our Associate Carver members and 
an invitation to four new carvers. Our Gala 
Dinner on Saturday afternoon will be an open 
event, as our Live Auction is a key to us being 
a self-sustaining organization. 

We would like to make this year a special 
event, we will require assistance from our 
membership to make this happen. Yes, this 
means you!

This will be the 10th Anniversary celebration 
of our association. It will be March 9th to the 
11th, 2007, so please mark your calendars for 
those dates. We look forward to seeing you 
there. Don’t miss it.

Honor our Past, Live for Today, Prepare for 
our Future.       ■

—James Fountain

2007 AGM & Conference
March 9—11, 2007

108 Mile Ranch, BC
See You There!
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President’s Message

The fall is now upon us and most of our employees or ourselves have our deer in the freezer. 
This is usually the time of year when the first snow begins to fly and our clients begin to 

panic. As usual, everyone wants everything yesterday when the onset of winter is just around the 
corner. Mother Nature always has a way of wreaking havoc on the construction industry at this 
time of year and can make things difficult at best. As there is nothing anyone can do to convince 
the weather patterns to change, even for just that one more day needed to complete the house, 
there is no sense sweating it. Concern yourself with the things you can control and not the things 
you can’t. This will keep one focused and less stressed. 

We have had some interesting meetings in the last few weeks and some exciting news in 
regards to fiber supply for the future. If the direction of the Ministry of Forests and Range 
proceeds as indicated, much of our fiber issues will be alleviated. This remains to be seen, 
but we were very encouraged by Minister Coleman’s speech at the BC Wood Global Buyers 
Mission as well as his comments thereafter. Please refer to the article on page one for a complete 
analysis of that meeting.

Training is another focus to be cleaned up on in the coming months, after years of having 
it on our plate. With these two main items coming to some closure, we can begin to channel 
our energies into other areas such as a contractor’s manual template and following up on our 
marketing partnership with BC Wood. 

Our AGM is shaping up well and we are beginning to acquire sponsors for the event. 
Although there is much work to do yet, we are ahead of our schedule in comparison to other 
years. Being held at the 108 Conference Center in 100 Mile House, this year we hope will be one 
of the best ever with many local suppliers expected to participate. We look forward to meeting 
with as many members as possible, as it will truly be an enjoyable event.       ■



Selling When You are Not the Lowest Price

Selling Continued on p.9 

How do I sell when I am not the lowest 
price? 

I wish I had a dollar for every time I 
was asked that question in a sales training 
session. It’s certainly one of the most common 
questions I hear coming from salespeople—
and their bosses.

There are a variety of answers—too many 
for just one column. But, we can identify one 
of the most powerful ways to deal with the 
problem.

First, let’s start with this premise: “Low 
price is not the main reason people buy! In 
every survey of buying motivations I have 
ever read, low price is never the primary 
motivation. Yes, it’s important. And, when 
every thing else is equal, it will be the deciding 
factor. But very rarely is everything else equal, 
and very few people in this world buy only on 
the basis of low price. How many of you are 
driving used Yugos? Or wearing a suit you 
bought at a garage sale? Or watching an 8 inch 
black-and-white TV?

You get the picture. You don’t always buy 
on the basis of low price, so why should you 
think all your customers do? 

The truth is, they don’t. And here’s a 

secret almost nobody knows, including all 
those gurus telling you to sell value. They 
don’t always buy the best value, but they can 
invariably be counted on to buy the lowest 
risk!

The biggest issue in the minds of your 
customers and prospects is not price, and it’s 
not value—it is risk.

What’s risk? It is the potential cost to the 
individual customer if he/she makes a mistake. 
It’s not just the money, although that is part 
of it. It is also the social, psychological and 
emotional cost that your customer will pay 
if your choice isn’t the best one. The lower 
the risk of the decision, the more likely your 
customer will say “yes” to you—regardless of 
the price.

Let’s become comfortable with this concept 
of risk first, and then discuss how to use it in 
your sales efforts. In order to really understand 
risk, you must first see this issue from your 

customers’ perspective. Try to put yourself in 
their shoes, and calculate the amount of risk 
that you would expect your customers to take 
when you offer them an opportunity to say 

“yes” to you.
Here is an illustration to help you 

understand this concept. Imagine that you 
are under order by your spouse to pick up a 
package of disposable cups on your way home 
from work today because you are having 
friends over for a casual evening of desert and 
drinks tonight. You stop at the local grocery 
store, and have to decide between brand A and 
brand B. You pick brand A.

After you bring the cups home, your spouse 
mixes up a pitcher of margaritas, and pours 
one. The drink leaks out the bottom of the cup 
and puddles on the counter. There is a hole in 
the bottom of the cup. You pour your drink 
into another cup, and it leaks too. In fact, every 
one of the cups you bought is defective. 

What happened to you in that instant 
in time? What is the consequence of that 
decision? I don’t know about you, but I would 
be the recipient of some negative emotion. My 
spouse would be upset with me. That may be 
the most painful cost of your decision, but 

“The lower the risk of the 
decision, the more likely your 

customer will say “yes” to you—
regardless of the price.”



Doing Business like a Viking

As I write this, I’m 24 
hours from leaving on 

a visit to one of the most 
fascinating of European 
countries—Denmark. It 
is best known as one of 

the major design centers in Europe and 
birthplace of the Viking. Did you know 
that the horns on the Viking war helmet 
are a Minnesota football creation? Horns 
aside, from the construction perspective, 
Denmark is a place where brick and 
mortar still rule. 

This serves as a reminder that there are 
many new markets out there to explore 
for the log and timber frame industry. 
Many have been looked at before, and 
some deserve to be revisited. Those 
new overseas adventures are not without 
challenges in the form of building codes, 
import restrictions, or lack of skilled labor 
understanding our construction techniques, 
not to mention those extra Danish vowels 
to wrap your tongue around. It’s a good 

thing I have a fluent translator and 
that most of the country speaks 

English as a second language. 
There are those in every culture daring 

enough to try something different. My 
cousin’s home near the postcard-perfect 
seaside village of Saeby in Northern 
Denmark is just such an example. A 
classic timber frame with splashes of 
Scandinavian style, built a decade ago. It 
still draws traffic from the curious used to 
the uniformity of brick and red tiled roofs.  
As we struggle with a higher Canadian 
dollar making our product less appealing 
to the U.S. market, we are reminded that 
too many eggs in one basket can make a 
big mess when dropped.

For new companies looking to 
export anywhere in the world, Export 
Development Canada has a useful 
checklist, from business partnerships in 
foreign countries to ensuring your client 
has the ability to pay. Their website, 
www.edc.ca has lots more if you haven’t 
already discovered it. But personal 
relationships are still one of the critical 
ways of getting into overseas markets 
and many of these relationships start 

from common interests far removed from 
business dealings. There is no substitute 
for being on the ground and learning about 
cultural differences and how business is 
done before you make a move.

Business etiquette appropriate to 
the culture is often overlooked by new 
exporters and can result in some serious 
gaffs and setbacks. Talk to others that 
have exported to those markets to 
determine what challenges your company 
is likely to face. As always, your faithful 
scribe encourages you to seek out these 
opportunities as appropriate and to “do the 
due”. There never will be any substitute 
for due diligence in any business dealing, 
whether here at home or abroad. 

—Kevin Rothwell is the business 
services representative for the Better 
Business Bureau of Mainland BC.     ■



Small Business Perspectives 
Getting Ready to Export - Part 1

Export Ready Continued on p.11

Your company’s small, but it has a first-class 
product or service, and you’ve been very 

successful in Canada. Now you’re wondering 
if you might be able to achieve the same 
success in other countries. 

But can a small business like yours, with 
less than a million dollars in annual sales, 
succeed as an exporter in today’s highly 
competitive global market?

“The answer is absolutely yes,” says 
Erin Wilkinson, Export Link Coordinator 
at the Business Link, a member of Canada 
Business, a collaborative network of federal 
government services designed to help 
Canadian entrepreneurs and exporters build 
their companies. “If your company has the 
right products or services, and approaches 
exporting in an innovative way, you can do 
very well abroad. The key is to be very focused 
and very creative.”

Getting the essentials right
When considering an export venture, the 

first question to ask is whether your company 
does, in fact, have good reasons for doing 
business outside Canada. If you can answer 

yes, and if you’re willing to commit time, 
money and motivation to the project, you’ve 
laid the foundation for export success.

The next step is to identify your most 
promising foreign markets, and establish 
realistic objectives for entering them. Doing 
this, however, will require a substantial 
amount of market research and analysis, and 
many small businesses don’t have the time or 
resources to do this by themselves.

Fortunately, assistance with market 
research is easy to obtain. Not only is there a 
vast amount of data available, there are several 
services that will help you find the kinds of 
information you need. The Canada Business 
network, for example, is an excellent entry 
point for aspiring exporters. “We offer several 
levels and types of training for potential 
exporters,” notes Wilkinson, “including free, 
one-on-one consulting tailored to the specific 
needs of the entrepreneur. We also provide a 
wide range of resources, including no-charge 
access to large, specialized databases that are 
very useful for international market research.”

Doing some of your own market research 
is also a good idea; you’re the best authority on 

your company and its product, after all. One 
indispensable resource is the ExportSource 
website operated by Team Canada Inc. (TCI), 
which offers a vast range of export-related 
links and information. (You’ll find contact 
information for ExportSource and other key 
export services at the end of this article). 
Another is Industry Canada’s Strategis website, 
which can point you to specific information 
about your business sector.

Tracking economic indicators in foreign 
markets will also help you focus your research. 
In particular, check the market- and sector-
specific information available through the 
Trade Commissioner Service’s Virtual Trade 
Commissioner. And be sure to take advantage 
of SourceCan, an electronic marketplace listing 
business opportunities around the world.

Assessing your capacity
Your research may show that there’s a clear 

demand for your product or service abroad. 
So far so good; but now you have to figure 
out whether your company has the capacity 
to do business outside Canada. Consider, for 
example: 



RTW Continued on p. 13

You can find full contact information with 
email and website hyperlinks for our log 
and timber suppliers at: www.bltbi.com/
1suppliers.html. See also the directory on 
page 8.

In an effort to keep our membership up to 
date on Safety Training and due diligence, 

we have recently trialed a new online 
safety video subscription service offered by 
SafetyCare Inc. 

SafetyCare is a global leader in safety 
training products and services. SafetyCare 
was established with the aim to supply 
quality, affordable and relevant safety 
training video programs.

SafetyCare has tailored a special price 
for LTBI members, which gives unlimited 
access to 10 videos (on a single computer or 
laptop) for a 12-month period for $250.00 
plus taxes

The price we have negotiated represents 
a significant savings over their list price. So, 
if you have been considering upgrading your 
safety training program, now is the time to 
take advantage of this special pricing. 

For further information and a free online 
preview, call Ray Boeyenga at SafetyCare 
Inc.(www.safetycare.ca), telephone number 
(250) 475-6775. He can also be reached by 
email at safety@pacificcoast.net. Please 
quote special package # LTBI01. 

The recommended program package 
includes the following 10 title:

1. Lifting and Carrying 
2. Manual Handling 
3. WHMIS 
4. Falls in the Workplace 
5. Safety Awareness 
6. Personal Protective Equipment 
7. Safe Operation of Overhead Cranes 
8. Ladder Safety 
9. Chainsaw Maintenance and Safety 
10. Inspection Care and Storage of 
Slings

Even with state-of-the-art safety programs, 
people get hurt on the job. That’s when 

you want fine art—in the form of programs 
that get injured employees back to work as 
soon as possible.

A long time spent recovering may be 
damaging because even relatively minor 
injuries can change lives for the worse. At first, 
the worker says, “I’m a carpenter.” A while 
later, “I’m on compensation.” And finally, you 
hear, “I’m disabled.” One authority estimates 
that a person off the job longer than 12 weeks 
has only a fifty-fifty chance of ever working 
again. 

The costs go beyond the personal 
consequences felt by injured workers and 
their families.  

In logbuilding, the typical compensation 
claim lasts 30 days and costs $8,821 in wage 
loss benefits. Statistics like those, on how long 
claims last, are key factors in determining the 
premiums that you and others in your industry 

pay to WorkSafeBC.  
This is a big problem that affects everyone, 

and there’s a solution that serves everyone. 
It lies in creating medically-safe, early 
return-to-work (RTW) programs that offer 
productive work to injured employees during 
recovery. The pay-offs for encouraging shorter 
compensation claims look like this.

Employer Benefits
• Easing the financial burden that wage-

loss payments add to your bottom line—
hundreds of dollars a day for a single 
claim.

• Maintaining good relationships with 
experienced employees with whom you 
might otherwise lose contact.

• Avoiding the double-barrelled costs of 
training and lower initial productivity 
associated with using replacement 
workers—assuming you can find any in 

today’s labour market.

Creating a 
Business Masterpiece 
with Return-to-Work
By Mike McKenna, WorkSafeBC 
Account Manager–Construction

“One authority estimates 
that a person off the job 
longer than 12 weeks has 
only a fifty-fifty chance of 

ever working again.”



Members at BC Wood Specialties Global Buyers Mission, Whistler BC, Sept. 7-9, 2006

Sam Froese of Lake Country Log Homes 
displayed several diferent building styles.

Not shown: Canada’s Log People, Thinwood 
Forestry, Insulspan, and Rouck Bros. Sawmill. 
Colin’s camera ate those photos, sorry!

Colin tries to get out of the office now and 
then. He was able to connect with many 
buyers and government people at the GBM.

Our newest director, Dan Coulter of Cascade 
Handcrafted Log Homes, helped Colin man 
the LTBI booth. Thanks Dan!

Full-wrap graphics surrounds Dai Ona at the  
Daizen Joinery Ltd. booth.

Wally and Mitch behind a big piece of beetle-
killed pine in the Sitka Log Homes booth.

Dave Gardner (l) repped Leatherwood Log 
Homes at the GBM with a new booth.

Director James Fountain and David 
Washington look dapper at the Eagle’s Nest 
Log Homes JV booth.

Mike Oki of Japan-Canada Log Ark points 
out a detail on his booth to Sam Froese.

Margaret anchors Sperlich Log Const. Inc.

A large carving flanks the Permanent Pole 
display in Booth #51.



2006 Associate Suppliers
Allen Clark
Posts, rails, and unique feature pieces.
AllenClark@telus.net 
PH: 250-838-6062/ FX: 250-838-0101

BC Log Home, Timber Frame & Country 
Living Show
March 10, 11, 12, 2007 at the Tradex, 
Abbotsford, BC.
Les Trendall, info@reel-shows.com
PH: 604-683-4766/ 1-877-888-7111
FX: 604-688-0270

Canadian Log Homes Supply
Perma-Chink Distributor: trusted products 
for new logs, maintenance, and restorations 
in Canada.
Chris Jewster, clhs@webhart.net
http://canadianloghomesupply.com
PH: 1-800-746-7773/ FX: 1-800-746-7773

Cascade Aqua-Tech Ltd.
All types of sealants, foam tape, waterproofing, 
caulking, and construction-related products.
Dan Bashuk, danb@cascadeaqua.com
www.cascadeaqua.com/
Toll Free: 1-866-487-1330
PH: 250-487-1330/ FX: 250-487-1329

Corporate Impressions
Marketing promotions, employee awards, 
conference, convention & seminar gifts, VIP 
& executive gifts, sales incentives.
Christa MacPherson, corimp@telus.net
PH: 604-739-9833/ FX: 604-739-9808

Custom Woolen Mills
Wool and other natural fibre processing, in-
cluding wool insulation for log buildings.
Bill Purves-Smith, 
orders@customwoolenmills.om
www.customwoolenmills.com
PH: 403-337-2221/ FX: 403-337-2221

Desmond Industries
Custom Douglas fir windows and doors. 
Quality workmanship since 1981, catering to 
log homes.
Tim or Mike Desmond, adesmond@shaw.ca
www.desmondindustries.com/
PH: 250-376-4812/ FX: 250-376-4812/ 
376-7304

Higgs Murphy--Builder/ Educator
Itinerant supplier of building and training 
services to the log and timber frame industry.
PH: 705-286-4578/ FX: 705-286-1684
Cell: 705-644-3709

Island School of Building Arts
Canadian, bonded, registered Trade School, 

specializing in timber frame and log 
construction. Authored instructor 

year-round courses. 2007 Spring course starts 
March 26th.
Nancy Crozier, 
info@logandtimberschool.com
www.logandtimberschool.com/
PH: 250-247-8922/ FX: 250-247-8978

International Trade Canada
ITCan supports the development of trade by 
providing services to exporters.
Harvey Rebalkin, rebalkin.harvey@ic.gc.ca
www.itc-cci.gc.ca/
PH: 604-666-1445/ FX: 604-666-0954

International Log Builders’ Association 
The ILBA is a worldwide organization dedi-
cated to furthering the craft of handcrafted 
log building.
Ann Miks, ann@logassociation.org
www.logassociation.org
Toll free: 1-800-532-2900

Kaila Drafting & Design
Log home designer & draftsman with 8 years 
building experience. 
Adrian Kelly, kaila@junction.net
Box 216 Enderby BC V0E 1V0 
PH: 250-838-2172

MasterCraft Cabinetry Ltd. 
Windows & Doors
Providing custom wood windows, doors and 
cabinets to the logbuildign industry since 1972.
Keith Reid/ Lisa Reid, 
MasterCraft_Cabinets@hotmail.com
www.pioneerloghomesofbc.com/
mastercraft.php
PH: 250-374-4431/ FX: 250-374-4683

Okanagan School of Logbuilding
We offer entry-level training to individuals 
interested in learing the craft of handcrafted 
logbuilding.
Del Radomske, info@okslb.ca
http://www.okslb.ca/
PH: 250-765-5166/ FX: 250-765-5167

Pickle Ridge Rustic Carpentry
Rustic log and limb carpentry. Furniture espe-
cially. Some lumber.
John Lore or Jeremy Smyth, 
info@pickleridge.com
www.pickleridge.com/
PH: 250-748-0763/ FX: 350-748-2988 

Pioneer Vacuum Kilns
Pioneer utilizes a superheated steam vacuum 
kiln to dry large timbers, resulting in ruduced 
internal stresses, less staining and degrade.
Harald Mischke, harald@cedarland.ca
http://www.cedarland.ca/kiln_drying.htm
PH: 604-462-1210/ FX: 604-462-1214
Cell: 604-816-8164

SCI - Investment Group
Representing Eco Lumber Corp.; promotes 

‘FSC’-LEEDS compliant products--flooring/ 
plywood, WRC.
Kim Koebel, kim@ecolumber.ca
www.ecolumber.ca
PH: 604-309-7291/ FX: 604-543-6189
Cell: 604-309-7291

SKD Enterprises Inc.
Timbers and beams for log home builders and 
timberframers. Aspen T & G panels.
Albert Smith, skdent@telus.net
PH: 250-962-4805/ FX: 250-9624806
Cell: 250-613-7908

Timber Frame Business Council
An industry association working to strengthen 
the timber frame industry in North America.
Chad DeLong, info@timberframe.org
www.timberframe.org
PH: 406-375-0713/ 1-888-560-9351
FX: 406-375-6401

Timber Pro Coatings
The manufacture and sale of wood finishes.
Esther, info@timberprocoatings.com
http://timberprocoatings.com
PH: 604-270-4244/ 1-877-666-4244
FX: 604-270-4247

Timber Tools
Tools of the trades, hand tools, power tools, 
log milling machines, CNC joinery machines.
Gary Richter, sales@timbertools.com
http://timbertools.com
PH: 416-675-2366/ 1-800-350-8176
FX: 416-675-4242

Welco Lumber Corp.
Exclusive sales of over 300 million FBM. 
Presently cutting log home cants.
Mr. Leslie Cool, les@welcolumber.com
www.welcolumber.com/
PH: 604-732-1411/ FX: 604-732-1411
Cell: 604-816-5511

Winton Global Lumber Ltd.
Primary lumber manufacturer and supplier 
of value-added products such as timbers and 
house logs.
Gregg Koehler, greggk@wintonglobal.com
www.wintonglobal.com
PH: 250-960-3900/ FX: 250-562-5490
Cell: 250-640-0874

Westwood Custom Windows & Doors
Custom handcrafted windows and doors; spe-
cializing in log homes. High-end craftsmanship!
Mark & Susan Recksiedler
westwood@junction.net
PH: 250-546-2966/ 
FX: 250-546-2932



there are other costs.
You’re going to have to fix the problem. If 

there is time, you will have to run back to the 
store and replace the cups.. So, in addition to 
the emotional cost, you must also pay in terms 
of extra time and additional money. All because 
of your bad decision. Those costs—negative 
emotions, time wastes, extra money spent—all 
combine to form the risk you accepted when 
you made your decision.

Here is a simple exercise to help you 
understand this concept. Draw a short vertical 
line. At the top of the line write the number 25. 
At the bottom, write the number zero. Now on 
a scale of zero to 25, where would you put the 
risk of buying a package of disposable cups? 
You’d probably say it is close to zero. So, put 
an X on the line from zero to 25 where you 
think the risk of buying those cups would be.

Let’s look at an illustration on the other 
end of the scale. I once had an adoption 
agency as a client. When a young lady is in a 
crisis pregnancy, and she’s making a decision 
about whether or not to release her unborn 
child for adoption, how big a risk is that for 
her? Put your X on the line that represents your 
assessment of the risk.

Most people put their mark around 25. 
The risk in this situation is a lifetime of 
consequences for at least four people—the 
mother, the child, and adoptive parents. That’s 
a very high risk.

Compare the X’s for the two different 
situations, and you’ll conclude that different 
decisions carry with them differing degrees 
of risk.

Now, let’s apply this concept to your 
customers. Remember that every time you 
ask your prospects to say “yes” to you, they 
are accepting some risk. And each of those 
decisions you ask of them carry with them a 
different degree of risk.

Imagine your typical customer. Then think 
of the typical decision you ask of that person. 
Take one of your newer products. Imagine you 
are presenting it to your customer for the first 
time. Now put yourself in his shoes, and see 
the situation through his eyes. On the zero to 
25 scale, how much risk does the customer 
accept when he says “yes” to you.?

For an easy way of calculating it, just ask 
yourself what happens to that individual if you, 
or your company, messes up?

If your customer buys that product, and 
it doesn’t do what you claim it will, what 
trouble will that make for your customer? 
What consequences will he/ she pay? What is 
the risk?

And don’t say that there is no risk 
because you’ll take care of any product that 
might develop. You may think that, but your 

customer doesn’t know that. And remember, 
you’re trying to see this from your customers’ 
point of view, not yours. The amount of risk is 
what your customer perceives it is. 

I had a great example in the role of risk 
in sales several years ago. A young man 
approached me to help his company with 
their sales efforts. They were selling a 
product that was, at the time, a real state-of-
the-art breakthrough. The company designed 
computerized controls that were retrofitted 
on production equipment. As a result, of the 
use of these controls, the savings in energy 
consumption would pay for the cost of the 
equipment in less than a year. 

It looked like a great product, but he 
couldn’t sell them as rapidly as the company 
wanted. 

“Tell me about how you are selling them,” 
I asked.

“We qualify our prospects to the point 
where we know we have someone who could 
use the equipment. Then I call the production 
engineer or the plant manager on the phone, 
and gather some information about the type 
of equipment they use. Then I create a written 
proposal showing the economic payback, and 
mail it to him. Next, I phone him and try to 
close the sale.”

Let me see if I understand correctly,” I said. 
“You’re calling a plant manager on the phone. I 
would guess that most plant managers are men 
in their 50s, probably with advanced degrees, 
who have been in the plant for a number of 
years. Is that right?”

“That’s right.”
“Okay,” I said. “So you’re calling someone 

twice your age, asking him to spend $20,000 
to $30,000 on equipment he’s never seen, 
from a company he’s never heard of, and from 
a salesperson half his age whom he has never 
met. Is that right?”

My client became a little defensive. “If you 
put it that way, I suppose it’s right.”

“Well, put it that way,” I replied, because 
that is the way he sees it.”

The problem was simple: risk. On that 
scale of zero to 25, how much risk do you 
think the plant manager would be accepting if 
he said “yes” to the over-the-phone offer?

Put yourself in his shoes. Suppose the 
equipment didn’t work the way it was supposed 
to? He could shut down the production lines, 
spend weeks trying to make things right, cause 
all sorts of havoc in the plant, and potentially 
even lose his job. Now that’s risk.

If you were that plant manager, how much 
more than the original $20,000 quote would 
you be willing to spend to reduce that risk? It 
wouldn’t be hard to justify a price double that.

That should give you a clue as to how to 
fight the “low price” issue. Worry less about 
low price and more about lowering risk. Here 
are four strategies.

1. Build solid, deep relationships with key 
decision makers. Relationships mitigate risk. 
The greater the relationship, the lower the 
perceived risk. That’s why the salesman with 
the longer relationship almost always has the 
benefit of the doubt in a competitive situation. 
It’s not the price—it’s the risk.

2. Make ample use of third-party 
recommendations, customer lists, case 
studies and testimonials. All of these say to 
the customer that someone else, or lots of 
someone elses, have use the product or service. 
That means it’s less risk for your customer to 
buy it.

3.  Try to get your customer as physically 
involved with the product as possible. 
For example, if you’re selling a piece of 
equipment, try to get the customer to give the 
piece of equipment a trial run, or to at least 
visit somewhere it’s being used. The more 
your customer can see and feel the actual thing, 
the less risk it is to them.

4. Finally, work with your company to 
reduce the risk. Trial periods, money-back 
guarantees, delayed billing, warranties, service 
desks—all of these reduce the customer’s 
perception of risk.

The winners in the competitive selling 
arena are those who are the low-risk providers, 
not the low-price people.    

—About Dave Kahle, The Growth Coach: 
Dave Kahle is a consultant and trainer who 
helps his clients increase their sales and 
improve their sales productivity.  Dave has 
trained thousands of salespeople to be more 
successful in the Information Age economy. 
He is the author of over 500 articles, a 
monthly e-zine, and six books. Ten Secrets 
of Time Management for Salespeople was 
recently released by Career Press. His Kahle 
Way® Sales Management System empowers 
sales managers to instill accountability and 
communication in the sales force. You can 
join Dave’s “Thinking About Sales Electronic 
Newsletter” on-line at www.davekahle.com/
mailinglist.htm. For more information or 
to contact the author, contact The DaCo 
Corporation, 3736 West River Drive, 
Comstock Park, MI 49321, phone 
1-800-331-1287, fax 1-616-451-9412, 
cheryl@davekahle.com            ■ 

Selling from p.3

“Imagine your typical customer. 
Then think of the typical decision 

you ask of that person.” 



developers, or distributors, have been followed up on.
The second value the Association gets from the GBM is that Colin and the 

Directors are able to do valuable networking amongst trade commissioners 
and other government people. The highlight this year, was, of course, our 
meeting with Honourable Rich Coleman, Minister of Forests and Range. For 
a full report on this meeting, see the article beginning on Page 1.

It is the feeling of the Marketing Committee that Canadian Trade 
Commissioners are an under-utilized resource in our industry. These 
individuals are supported by our tax dollars with the intent that they promote 
Canada’s economic interests globally and facilitate trade and exports from 
Canada into foreign markets. Talking with several Trade Commissioners 
stationed in the US, it was clear they were eager to help our members break 
into their market area. So www.infoexport.com is a good place for you to 
start availing yourselves of this service, since all the Trade Commissioners 
and Canadian Consulates are listed there. 

At press time, there are some very preliminary planning steps underway 
to partner more closely with BC Wood, since it does not make sense to 
duplicate our efforts if BC Wood is already covering a specific foreign 
market. And global marketing is what BC Wood does, and does best, while 
the LTBI has other points within its mandate to pursue. We will be releasing 
details of this partnership as we have them, both through the Members List 
and here in the newsletter.

We will continue to cultivate a global presence however we can. Certainly 
this can be a daunting task, but who knows? If we have another successful 
AGM & Conference in 2007, we just may be able to step up our efforts again. 
The bottom line is that we want to deliver real value to you, our members, for 
your membership fees and your participation with us throughout the year.

■

On the morning of October 6th, our Vice President Dave Gardner was 
interviewed on CBC Radio One, British Columbia. Heard on Daybreak 

South at 7:18 am, Dave expressed our fibre access concerns to ordinary 
British Columbians for perhaps the first time. We will be approaching CBC 
Radio for more air-time in the near future.

Further to our Breaking News Item on  p.14 of Issue 15, the BC Chamber of 
Commerce has asked us for input on concerns to be presented to the Premier, 
Hon. Gordon Campbell. At press time, several paragraphs are being drafted 
regarding our difficulties with fibre access, for a letter being compiled from the 
issues of all business sectors in our province. The BC Chamber of Commerce 
assures us that the Premier reads and takes this letter very seriously. 

These few paragraphs will outline our fibre concerns as succinctly as 
possible, and reiterate the points we have presented to the Minister of Forests 
and Range over the last two years. Our feeling is that we must make our voice 
heard from all sides in order to get the results we are looking for from the 
decision-makers in this province.      ■

Breaking Fibre News

Marketing from p.1

Please use the LTBI Members List, our blanket email listserve. If you 
have log/ timers for sale, or need to buy them, are looking for work, or 

looking to hire, or have tools, products, services or equipment for sale, one 
email sent to LtbiMembersList@bclogandtimberbuilders.com gets to all of us. 
Alternately, go to the website, and in the Members section, click on “Post to 
Members List”. It is one email, and we all get it. No need to log in.

Please submit photos for ththe Online Gallery of Builders, our newsletter, 
and our marketing material. We prefer huge, high-resolution straight-off-the 
camera digital images so that we have more flexibility using them. We will get 
your permission to reprint them, of course, as necessary.      ■

Reminders

Thinwood Forestry Ltd.
Thinwood Forestry Ltd. produces high quality sawn 
veneers for the commercial, retail and custom wood user. 

Peter Fisher
sales@thinwood.ca
3665 Port Mellon Hwy.
Port Mellon BC
V0N 2S0
PH: 250-598-8662
FX: 250-598-9162



Platinum:
Western Economic

 Diversification Canada

Gold:
Stihl Ltd.
CBR Products
Sansin Corporation 

 presented by Coastec
 Industrial Paints

Silver:
Makita Canada
Log Home & Timber 

 Frame Expo

Bronze:
Baron Insurance
The Tool Place
BC Wood Specialties Group
Timberlinx presented by
 Beere Timber Co.

Bar Hosts
Thinwood Forestry
HCT Wood Products

 Export Ready from p.5Our 2006
Sponsors • Human resources - can you and your 

employees handle the extra work 
involved in the export project? 

• Production capacity - can you meet the 
additional demands of an export market? 

• Financial resources - can you obtain 
enough capital to support your export 
venture until it becomes profitable? 

TCI’s Exportsource website has an online 
Export Readiness Diagnostic that will help 
you work through this stage. For potential 
service exporters, TCI’s “Take a World View” 
serves a similar purpose. EDC also offers its 
EXPORT Able? questionnaire to assist you 
with your self-assessment.

Be sure to read Issue 17 for Part 2 of 
“Getting Ready to Export.” —By Dennis 
and Sandi Jones. Reprinted from ExportWise, 
Fall 2005, with permission from EDC. EDC is 
a Crown Corporation that provides financing 
and risk management services to Canadian 
exporters and investors in up to 200 markets 
worldwide. www.edc.ca          ■

Our 2006 
Associate Carvers

Sto:Lo Art
Contact: Craig Ned
cned_stoloart@msn.com
PH: 604-557-9907

“Whea-hy-uct-chuk”  
(Mike Fraser)
PH: 250-679-7671
Cell: 250-819-9999

Sculpture in Wood
Joe “Carver” Ratushniak
joecarver@uniserve.com
PH: 250-315-1067

Whitehead Carvings
Contact: Robert Whitehead
sbwhitehead@telus.net
PH: 250-675-2334; 
FX: 250-675-2646

Whilp’Byun’Gyet’Em’Gun
(House of Carving)
Rupert Jefferey
rupert_79_2005@hotmail.com
PH: 250-384-5407



Coastec Industrial 
Paints Ltd.

www.coastpaint.com

Dealer for Benjamin Moore paints 
and industrial maintainance coatings, 

and VIP coatings.

Gary Brown 
gary.brown@oastpaint.com

116-7350 72nd St. Delta BC
V4G 1H9

PH: 604-940-3393
FX: 604-940-1160

I carve by the teachings of Mass’ga’boo’ who was taught by the 
Hereditary Chief Sm’oo’gyit Laa’as of the Tsimshian People. The 

style I carve replicates the old style, with Jeffrey-defined designs.
The family lineage of High Hereditary Chieftains is on both sides 

of my family. I am the fifth generation of Master Totem Pole Carver 
on my father’s side, since Chief Mass’ga’boo is from the village of 
Kisg’ga’ass, northwest of Hazelton, BC.

On my mother’s side, I am four generations of Ceremonial Mask 
and Longhouse Carver of the Sik’ga’dax Kispiox Village, in Hazelton. 
My mother went to an arts school, which is the Inter-Continental First 
Nation School of Fine Arts, in Hazelton. She then opened workshops for 
other people who had the same capacity for entrepreneurial enterprise. 
Upon doing so, an organization was started, of working women  in 
the industrial work forces of northern BC. These programs are still in 
operation today.

These statements are not given, but earned, and at this time in history, 
the Hereditary Chief is known as being the king of nations. He governs 
the society of villages and territories who have adapted to the customs 
and culture of the Tsimshian people.

The style I carry in my bloodline is from the High Custom of original 
art with the replicated old technique of wood-carving by hand.          ■

—Rupert Jeffrey, rupert_79_2005@hotmail.com     

Rupert Jeffrey ProfilePhotos: Masthead/ p.2, meeting with Min. Coleman, p.12, 
by Peter Sperlich. P.4, bottom, Internet, public domain. 
P.7, BC Wood, except #1 & #7 by C. Williams. P. 11, C. 
Williams.  P.13, P. Sperlich/ C. Williams.  



to do, but we [the government] don’t want to 
get into the business of running sort yards”. If 
that is the case, then it should only be a matter 
of securing an adequate supply of fibre for 
private sorts. When asked if the Ministry was 

determined to ensure adequate wood supply 
for our industry, Min. Coleman responded, 

“Yes, absolutely!”. 
He also acknowledged our concerns 

regarding the amount of wood that leaves this 
Province through raw log exports, and assured 
us his Ministry is reviewing these policies as 
well. Now that the softwood lumber dispute 
with the USA is taking up less resources, they 
are able to devote more to fibre access issues. 
It would seem that our meeting with the former 
Minister of Forests Hon., Michael de Jong, 
laid the groundwork for the current Ministry 
receptiveness to our issues.

The publicity generated with BC Canada 
House in Turin has also worked in our favour, 
both with raising our profile with the BC 
government and creating awareness of our 
industry globally. Perhaps inspired by this, 
there are very preliminary plans by the MoFR 
to development and create a showcase building 
for the value-added wood sectors in BC so that 
wood product buyers from around the world 
will have one single roof under which to see 
it all. Given the preliminary nature of these 
plans, and the need for the MoFR to secure the 
necessary government funds, Min. Coleman 
could not give us further details other than 
that it would be along the lines of a 5,000 seat 
arena, or some other commercial building of 
that nature. He told us that the LTBI definitely 
will be included in this.

Further, he expressed his frustration 
at BC’s lack of research and development 
infrastructure in relation to wood use. “I find 
it ironic that in here BC, where one-fifth of our 
economy is based on wood, that we do not do 
major engineering in wood….. UBC teaches 
wood engineering for residential construction 
and concrete and steel for everything else!”  
He indicated that his Ministry is looking into 
addressing this shortcoming as well.

Minister Coleman indicated that within 60 
days of our meeting in Whistler, there would be 
information released regarding his ministry’s 
review of the BC Timber Sales Program, 
and the BC all-wood showcase structure 
design would be revealed in 
November.                ■

Fibre from p.1
• Helping to hold down your industry’s 

overall compensation costs and, as a 
result, your own WorkSafeBC premiums.

Worker Benefits
• Maintaining the equivalent of full 

compensation in a slightly different or 
part-time RTW job, because WorkSafeBC 
pays any difference between your RTW 
earnings and your regular wage-loss 
benefits. 

• Staying connected to co-workers and an 
employer you know.

• A faster, more complete recovery—which 
is usually the case for people on RTW and 
especially for those with back injuries 
typical in logbuilding.

The benefits flow from the employer 
because that’s who decides to implement a 
RTW program. Your local WorkSafeBC office 
can give you good information on how to get 
started. You’ll also receive useful resources 
from the Construction Safety Network of B.C. 
and the Construction Safety Association of 
B.C.  

When you do commit to a program, tell 
your employees as a group, before anyone’s 
hurt, what’s involved generally and how they 
and you will benefit. Then make good on the 
offer if or when an injury happens. Arrange 
RTW for the worker, and start the process 
when he or she agrees. Most people do.

At this point, you’ll find two minor 
downsides to RTW. (What, you thought there 
were none at all?)

First, some paperwork’s needed to involve 
people like your injured worker’s doctor 
and WorkSafeBC claims manager. Second, 
employers need to monitor injured workers 
on RTW. It’s not babysitting, just seeing that 
everything stays on track.  

I don’t know any other drawbacks, and 
those don’t add up to much, compared to the 
high price you pay for unnecessarily long 
compensation claims.  

Your industry’s record on holding down 
claims duration isn’t as good as it should be, 
so it’s well worth your while to consider RTW. 
When you do, I think you’ll find that it’s a true 
masterpiece of good business sense.

—Mike McKenna works with people 
in the construction industry on safety and 
compensation issues. He’s at 604-214-6991 
from the Lower Mainland, toll-free elsewhere 
to 1-888-967-5377. Or email 
michael.mckenna@worksafebc.com.          ■

RTW from p.6

Note: all the information you need 
on WorkSafeBC can be found at 

www.worksafebc.com



You might not realize it, but if you are 
a typical working adult, you are a 

professional juggler—struggling to find a 
balance between your work life and your 
home life.

Work-life balance is an approach to 
managing your priorities that allows you 
to coordinate competing personal and 
professional commitments, while enjoying 
physical and emotional well-being. Work-life 
balance is affected by your stage in life—from 
student to your first job to family life—and 
is not only for people with families: it is as 
important for a young single person as it is for 
a retiree.

Being chronically out of balance—either 
at home or at work—can leave you feeling 
exhausted, cynical, angry, anxious and out 
of control. Your sense is that something is 
missing in your quality of life may be the first 
indication that you need to divide your time 
more equitably.

Before you begin your work-life balance 

journey you should identify what work-life 
balance means to you. It is also important to 
identify any obstacles in your way: perhaps 
it’s your profession or how you are actually 
spending your time. Once you have an idea 
of what you want to achieve and the obstacles 
you need to overcome, here are some ways to 
proceed.

Get organized. When you are organized at 
home and at work you will save yourself time 
and aggravation and free up time better spent 
on more important things.

Create boundaries. Maintain clear 
boundaries between your work life and your 
personal life. Turn off the cell phone, stop 
checking your email and create some space 
where you can actually have a life outside of 
work. If you have a home office, the simple act 
of closing your office door sets up a physical 
boundary between your workspace and the 
rest of your home. 

Stay in the moment. Don’t let your mind 
drift to a problem at the office when you are 

listening to your partner describe his or her day 
or sharing time together.

Defend your time. Perhaps you would like 
to spend Friday evenings relaxing with your 
family. Be bold and schedule that time in ink! 
Don’t let anything interfere. Leave a message 
on your mobile and office phones telling 
people you are spending time with your family 
and that you will check messages  and return 
phone calls when you are back at work.

It is important to remember that while you 
are striving for balance, life happens. You 
know that at times things are not going to be 
as balanced as you would like. The good news 
is that you can have balance between your 
work life and your home life as long as you 
pay attention and keep juggling. 

—Lucy MacDonald, M.Ed., is a 
professional speaker on work-life wellness 
and author of Learn to be an Optimist: A 
Practical Guide to Happiness. Contact her at 
www.lucymacdonald.com or toll-free at 1-866-
441-8909. Republished with permission.       ■

Balancing Your Life

Don’t expose yourself to liability by not having a safety program in place!
The LTBI, together with WCB, has developed an Occupational Health and Safety Manual template that is available to BC log 
and timber building companies. Members can obtain this template free of charge. Non-member companies are being offered 
this valuable set of documents at a discount price of $200.00 + GST and S/H. If you are interested in a CD copy, please email 

Colin at: info@logbuilders.net, or phone 250-592-9004



If you are a company which supplies the BC log and timber 
building industry, and would like to show your support for 
the industry at large, and the LTBI in particular, consider 

2007 Sponsorship. 
Sponsorship gives you all the benefits of Sustaining 

Associate Membership, and much, much more. 




