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Executive Summary 
In view of the long-standing nature of the Canada-U.S. softwood lumber dispute, this literature review 
examines opportunities for softwood products that are currently not affected by the dispute. This includes 
non-commodity softwood products for the U.S. market and softwood lumber opportunities in the 
domestic Canadian market, Asia and Europe.  
 
Product and market diversification has many other advantages for the Alberta economy aside from the 
lumber dispute issue, including adding value to the Alberta wood resource, technological advancement, 
and less reliance on commodity markets. 
 
This literature review had the following key objectives: 

• Identify opportunities for increasing the softwood lumber market in Alberta and the rest of 
Canada. 

• Determine the market potential of pre-fabricated building component systems in U.S. residential 
markets. 

• Identify other non-commodity softwood product opportunities for export into the U.S. that are not 
subject to duties. 

• Assess the potential market for Alberta softwood product exports in key offshore markets, 
focusing on Japan, China, and India. 

• Identify potential export strategies to offshore markets based on market intelligence and Alberta 
softwood product compatibility. 

 
The following ranking of the opportunities for softwood products is based on their market size, growth, 
competitive environment, and fit with the Alberta resource and infrastructure: 
 

1. Canada 
• Growing and maintaining the domestic market (non-residential construction, 

prefabricated building components, decking and siding, and non-structural 
components) 

 
2. U.S. non-dutiable softwood products 

• Glued products, engineered wood products 
• Prefabricated building components, including for non-residential 

construction 
• Non-structural components 

 
3. Japan 

• J-grade lumber 
• Glulam 

 
4. China, India, Europe 

• Variety of products, mainly non-structural and niche products 
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 Canada 
 

1. Non-residential construction 
 
Non-residential construction represents one of the greatest growth opportunities for wood products 
including lumber and building components in North America. Growing Canada’s non-residential market 
can divert wood from dutiable lumber exports to the U.S. While the non-residential construction sector is 
nearly as large as the residential sector in terms of construction value, the volume of lumber and structural 
panels used in non-residential construction is less than 10% of the volume used in new residential 
construction. 
 
Previous research studies on opportunities for wood market growth in non-residential construction in the 
U.S. and Canada suggest a promising potential market but also highlight some substantial barriers that 
include code, technical, product, educational and image issues. In some jurisdictions, including Alberta, 
these barriers are not severe and the construction market is already using wood to a limited extent in non-
residential buildings. Market growth could be fairly easily achieved by promoting greater use of wood in 
the types of buildings already occasionally built in wood – offices, stores, restaurants, and sometimes 
schools and indoor recreational facilities. 
 
Estimates of the wood volume potential in non-residential construction in Alberta will be more 
thoroughly reported in an upcoming Forintek publication (O’Connor, J. Quantifying the non-residential 
opportunity for wood in Alberta. Forintek Canada Corp. 2006). 
 

2. Prefabricated building components 
 
Prefabricated building components add value to the structural lumber used in residential and non-
residential construction in Canada, and it diverts the focus from exporting solely to the U.S. A higher-
value, if not higher-volume domestic market in building products provides an attractive alternative to 
exporting the higher lumber grades to the U.S. 
 

3. Decking and siding 
 
Decking is a softwood lumber market that is under severe threat from composite and plastic materials. 
The latest estimate of the market share of composite/plastic decks in the U.S. is 25% (2004), with further 
strong growth expected. Maintaining and growing back the dominance of treated wood decks in Canada 
retains a significant domestic market for softwood lumber. Lumber consumption in decks in Canada was 
1.2 billion board feet in 2003. Similarly, vinyl and brick dominate the Canadian siding market, while 
wood siding has a larger share in the U.S. market. Regaining market share in siding would increase 
domestic softwood lumber consumption. 
 

4. Non-structural components 
 
Non-structural components for the Canadian cabinet, furniture, millwork, and door and window industries 
provide similar opportunities as in the U.S. market. Since the most commonly outsourced component 
type, cut-to-size blanks, is a dutiable softwood product, the Canadian market offers advantages despite its 
much smaller size compared to the U.S. 
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United States 
 
The following non-dutiable opportunities are based on the current softwood lumber products in the Export 
Control List. This list of dutiable products may change in the future.  
 

1. Building components and prefabricated buildings 
 
When looking for product alternatives in the U.S. market that are not affected by the current duties, few 
have the potential to match the volume of the current commodity lumber production. One feasible option 
is to develop a value-added industry that would manufacture prefabricated building systems utilizing 
dimensional softwood lumber. The building component industry consumes more than a third of the 
lumber used in residential housing. It is likely to grow further as the housing industry consolidates, 
paving the way for ever larger builders, and builders face shortages of skilled labour. Most of the U.S. 
building products market is supplied by producers in the U.S. Even at the import peak in 1999, before 
production capacity in the U.S. expanded, the import share of wood building components was below 7%. 
 
Roof trusses held 54% of the new residential market in 2003 and accounted for 3.3 billion board feet of 
lumber. Trusses are especially common in the U.S. West and in the North, while rafters prevail in the 
South. The prevalence of roof trusses in regions geographically close to Canada presents an opportunity 
for Canadian manufacturers. Southern yellow pine is the most frequently used species in roof trusses in 
the U.S.; room exists for Canadian species to increase their market share in roof trusses. 
 
Parallel chord floor truss usage is lower than that of roof trusses; trusses capture 17% of the new 
residential floor joist market in 2003, compared to lumber joists (44%) and I-joists (40%). The lumber 
volume used in floor trusses was 572 million board feet in 2003. Parallel chord floor trusses are primarily 
used where extra strength is required. 
 
Wall panels are assembled from rough framing pieces (plates, studs, and structural panels for exterior 
walls) into 8 to 16 foot-long wall panels in factory settings. The level of prefabrication ranges from open 
panels (lumber stud framing nailed to top and bottom sill plates) to closed panels that include sheathing, 
insulation and, in some cases, vapour barrier and windows. Walls consumed 37% of the lumber used in 
new residential construction in 2003 (8 billion board feet). The trend is the same in R&R and non-
residential construction, where walls account for the largest share in lumber consumption. 
 
Different estimates of the market share of prefabricated wall panels in housing exist, with a recent survey 
estimating an 18% market share. A majority of builders and component manufacturers in the U.S. expect 
wall panels to gain further market share, especially in the U.S. North. In addition, prefabricated wall 
usage is expected to grow as long as consolidation continues in the homebuilding industry, because large 
builders are more likely to use prefabricated walls than small builders. 
 
Pre-fabricated buildings are buildings or building modules, which are constructed in a factory operation, 
and transported to the building site. This can include pre-engineered homes, panellized homes, modular 
homes, HUD-code mobile homes, post & beam homes, log-profiled homes, and log-handcrafted homes. 
While pre-fabricated building technology offers great potential, including reduced erection time and 
improved framing quality, the majority of new houses in the U.S. are still framed on site (“stick built”). 
While mobile homes represent the majority of the pre-fabricated housing market in the U.S., pre-cut and 
panelized housing has a small but growing market share. 
 



Identify Viable Non-commodity Softwood Lumber Product Diversification Opportunities Available to Alberta Producers 

 
 

 
 
  v 

 

2. Engineered Wood Products 
 
Glulam and structural composite lumber offer an opportunity not only to avoid duties, but also utilize fall-
down material (lower grades, smaller pieces and strands). Glulam and structural composite lumber are 
mainly used in floor beams in residential construction, with Oriented Strand Lumber (OSL), e.g. 
Timberstrand, also being used for rim boards and wall framing. 
 
Significant volumes of glulam are used in non-residential construction (100 million board feet in 2004), 
compared to 300 million board feet in residential construction. Demand for glulam has outstripped 
production increases in the U.S., and the U.S. has become a net importer of glulam. The market outlook 
for glulam is largely positive; U.S. demand is forecast to increase in the non-residential sector, while 
usage in residential construction is likely to remain steady. Outside North America, Japanese imports of 
glulam remain high. 
 
Laminated Veneer Lumber (LVL) demand has seen strong growth in the last ten years; the majority of 
this increase has been in I-joists and floor beams. Opportunities for LVL also exist in non-structural 
applications in the U.S. as well as in Japan. 
 
Like LVL and glulam, Parallel Strand Lumber (PSL) is used for beam and header applications where high 
bending strength is needed. PSL is also frequently used as load-bearing columns. PSL has the smallest 
market share of all composite lumber products because of its comparatively high price. 
 
Oriented Strand Lumber (OSL) is used in a variety of applications from studs to millwork components. 
The market outlook for OSL is very good since it is an economic alternative to low-grade lumber and also 
PSL. 
 
I-joists are typically made of dimension lumber or LVL for the top and bottom flanges, while the web 
material is OSB or sometimes plywood. Lumber flanges are undergoing a resurgence because they are an 
economic alternative to LVL. 475 million board feet of lumber were consumed in I-joist flanges in 2004. 
The use of I-joists in floor framing continues growing; 40% of all floor joists were I-joists in 2003. 
 

3. Non-structural components 
 
Non-structural components for the cabinet, furniture, flooring, millwork, and windows and doors 
industries offer another outlet for softwood lumber that is non-dutiable at present, provided the processing 
condition of the components is not included in the Export Control List of dutiable softwood products. 
Continuously shaped (moulded, grooved, etc.), sanded and finger-jointed softwoods are dutiable, except 
mouldings and dowel rods. The most common type of component purchased by value-added 
manufacturers in both the U.S. and Canada were (dutiable) cut-to-size blanks in surveys carried out in 
2002. Market opportunities may also exist for edge-glued softwood panels. 
 
Cabinets and household furniture were the most common markets for component producers in 2002. 
Between these two markets, it is generally accepted that the cabinet market is stable or growing, while the 
household furniture market for components is declining in North America due to outsourcing to China. 
The continuing trend towards component outsourcing and a strong housing and remodelling market are 
positive for the component industry; the main challenge lies in competition from offshore imports. Access 
to quality and value-priced wood is of critical importance for component manufacturers, because raw 
material cost accounts for approximately 50% of component production cost. 
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Japan 
 
Japan is Canada’s largest offshore market. Japan’s imports of softwood lumber from Canada peaked at 
close to 6 million m³ in 1996, representing approximately 60% of all imports. In 2004, imports from 
Canada are just over 40% of the total (3.7 million m³), with market share loss primarily to Scandinavia, 
Russia, Austria and Germany. The main factor in Canada’s market share loss in Japan is aggressive 
competition from Europe exporting dried/lamstock lumber. Maintaining and recapturing market share in 
Japan is Alberta’s chief option for diversifying into non-U.S. markets. 
 
Post & beam architecture dominates Japan’s housing starts, but the number of North American platform-
frame (2x4) housing starts continues to grow. Demand remains strong for dimension softwood lumber 
and structural panels for platform-frame housing as well as North American components such as doors 
and windows. J-grade softwood lumber constitutes the Alberta’s largest existing market in Japan, while 
glulam offers the best new product potential. 
 
J-grade provides a considerable price premium over standard North American construction grades, giving 
suppliers another opportunity to increase the value of their exports. The best opportunities for 
spruce/pine/fir species in the Japanese post & beam housing market are lamstock and glulam. Japan 
continues to increase its use of laminated lumber for both vertical and horizontal structural components, 
while continuing to employ more pre-cut post & beam wood components. Laminated lumber is also 
increasingly used in non-structural uses. 
 
 
China 
 
China’s rapid economic growth and its expanding wood processing sector drive the growing demand for 
wood products. The recent increase in softwood lumber imports is driven by the booming construction 
sector and the lack of large-diameter logs in China. The majority of softwoods, however, is still imported 
as logs; softwood log imports accounted for 16 million cubic metres in 2004 compared to 4.3 million 
cubic metres of softwood lumber. 
 
The primary end-uses of softwood lumber are concrete forming, scaffolding, low-end rural house 
construction, and packaging. In the more affluent urban areas the market for structural wood products still 
needs to be developed. Promotional activities and knowledge transfer for designing and building wood-
frame housing and wood roof trusses have been undertaken in large urban centres, mainly by Canada, but 
the market is very limited at this time. Wood-frame housing has a small market share in the luxury villa 
market; wood-frame housing starts were estimated at only around 10,000 in 2004. 
 
If wood-frame housing remains limited to high-end villas and town houses, the volume of softwood 
lumber consumed is not very high. The most common housing in urban and suburban China is multi-
family high-rises or lower rise walk-ups. Hybrid building systems offer potential for using wood in 
combination with other building materials (concrete, masonry) such as wood truss roofs on concrete 
buildings, but this market has yet to be developed. 
 
China’s wood processing industry largely manufactures wood products for non-structural applications, 
and it is on its way to becoming the largest in the world. For its remanufacturing industries China depends 
on raw material imports because supply from domestic forests is not sufficient. This dependency will 
remain or increase in the long-term with continuing growth in the wood-processing sector. Softwood 
lumber use in interior finish and furniture is small but growing. Manufacturers generally pay low prices 
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for softwood lumber products used in furniture and interior finish production. The low price levels limit 
opportunities for lumber producers from Canada for exporting significant volumes of lumber other than 
low grades. 
 
In both structural and non-structural applications, Russia will likely remain the key softwood supplier due 
to the proximity, species mix and price advantage of Russian timber. Supply from Southern Hemisphere 
countries is expected to grow due to increasing volumes from plantations and competitive pricing. 
 
 
India 
 
India’s large and growing population coupled with a positive economic development continuously 
increases domestic demand for wood products in construction and interior finish. While this appears to 
promise a vast market potential for Canadian wood products, a number of factors make India a far less 
promising market than it might appear: high import duties for all wood products except logs and cants; a 
strong preference for hardwood species, particularly teak; a very price-conscious market, especially with 
respect to commodity products. 
 
Softwood lumber is mainly made into wood packaging; only a small share is used for inexpensive joinery 
products. Despite India’s significant shortage of housing, it is unlikely that India will adopt wood-frame 
construction, even using treated wood products. It is also unlikely that Canadian exporters could compete 
in the low-grade lumber market with Indian sawmills utilizing imported radiata pine logs. 
 
The best opportunities for Canadian exporters were identified in the higher-end markets for specialty 
value-added hardwood and softwood products for interior applications, serving the large middle- and 
upper-middle class in India. However, the potential for increasing exports of commodity-type softwood 
lumber to India is very low.  
 
 
Europe 
 
Europe, including Scandinavia and Eastern Europe, is a net exporter of softwood lumber, wood-based 
panels and builders’ joinery products. Softwood lumber capacities in central and Eastern Europe have 
increased significantly in the last ten years, while Canadian market share has lost much of its importance 
in Europe. Unless demand increases significantly in connection with wood-frame housing, Europe is 
likely to remain a net exporter of softwood lumber and panel products. Despite significant growth rates in 
the U.K. and Central Western Europe, wood frame housing still accounts for only 7% of all new 
residential housing starts in Europe. 
 
The U.K. remains the largest market for Canadian softwood lumber despite a decrease of –9%/annum, 
followed by Italy. Worth Cdn$ 253 million, softwood lumber still accounts for the lion's share in total 
Canadian exports of wood products to Europe. 
 
Europe is the world’s largest producer, consumer and exporter of glulam products. Demand for other 
engineered products such as LVL and I-joists is small but increasing, particularly in the UK. As I-joist 
production in the UK is increasing, imports from North America are expected to be destined to other 
European markets, but they will decline significantly in the longer term as new capacity is established in 
Europe. Since I-joists and related building systems are in an early stage in its product lifecycle in Europe, 
there is significant uncertainty in demand outlook. 
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Appearance softwoods in interior finish, furniture, outdoor products, DIY and R&R is a very large and 
the fastest growing market in Europe. However, market research in the U.K. showed that best 
opportunities exist for softwoods that are available in wide dimensions, for unique species not available in 
Europe, and for engineered, customized products. For commodity softwood products, competition is 
strong from Western European producers and low-cost imports from the Southern Hemisphere and 
Eastern Europe. 
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1 Objectives 
• Identify opportunities for increasing the softwood lumber market in Alberta and the rest of 

Canada. 
 

• Determine the market potential of pre-fabricated building component systems in U.S. residential 
markets. 

 
• Identify other non-commodity softwood product opportunities for export into the U.S. that are not 

subject to duties. 
 

• Assess the potential market for Alberta softwood product exports in key offshore markets, 
focusing on Japan, China, and India. 

 
• Identify potential export strategies to offshore markets based on market intelligence and Alberta 

softwood product compatibility. 
 
 

2 Introduction 
The current softwood lumber dispute (Lumber IV) started in April 2001 after the quota-based Softwood 
Lumber Agreement expired. Since then most Canadian softwood lumber exports to the U.S. have been 
subject to a combined countervailing and anti-dumping duty, collected by U.S. customs. From May 2002 
to December 2004 the combined duties were 27%; from December 2004 to December 2005 the duties 
collected were 20%, and in December 2005 the duties collected at the border were reduced to 10.81% 
(BC Ministry of Forests and Range, International Trade Canada). 
 
The agreement to solve the softwood lumber dispute, proposed in late April 2006, would remove the 
duties, but impose an export charge and other border measures for softwood lumber exports to the U.S. 
 
In view of the high duties and long-standing nature of the softwood lumber dispute, this report examines 
opportunities for softwood products that are currently not affected by the dispute. This includes non-
commodity softwood products for the U.S. market and softwood lumber opportunities in the domestic 
Canadian market, Asia and Europe. Diversification has many other advantages for the Alberta economy 
aside from the lumber dispute issue, including adding value to the Alberta wood resource, technological 
advancement and less reliance on commodity markets. 
 
There is evidence that the Canada–U.S. softwood lumber dispute has affected wood use and international 
trade. Indirect effects of the softwood lumber dispute include (Fukuda 2001): 
 

• Increase of Canadian exports of value-added products to the U.S., especially of windows, door, 
engineered wood products, trusses, and other builder’s joinery and carpentry of wood; 

• Increased U.S. lumber imports from non-Canadian countries and exempt Canadian provinces; and 
• More substitution of softwood lumber by wood and non-wood alternative materials by increasing 

the price and price volatility of softwood lumber in the U.S. 
 
While the degree of substitution due to countervailing/anti-dumping duties and the previous Softwood 
Lumber Agreement are difficult to quantify, historic trade data gives and indication of the first two effects 
(Figure 1, Figure 3). Both the share of Canadian value-added exports to the U.S. has increased, and U.S. 
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softwood lumber imports from non-Canadian countries (mainly Europe). Figure 2 shows for comparison 
Alberta’s wood product exports during the same time period. 
 
Figure 1  Canada Exports of Wood Products, 1992-2004 
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Figure 2  Alberta Exports of Wood Products, 1992-2004 
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Figure 3  U.S. Imports of Softwood Lumber, 1994-2004 
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3 United States 
3.1 Non-dutiable Softwood Products 
The following softwood lumber products are listed in the Export Control List and were subject to duties 
when exported to the U.S. (Department of Justice Canada, March 2006). 
 

(a) coniferous wood sawn or chipped lengthwise, sliced or peeled, whether or not planed, sanded 
or finger-jointed, of a thickness exceeding 6 mm, that is classified under subheading 4407.10.00 
of the Harmonized Tariff Schedule of the United States (1996) (United States International Trade 
Commission Pub. 2937, 19 U.S.C. 1202 (1988)) and in respect of which the province of first 
manufacture is the Province of Ontario, the Province of Quebec, the Province of British 
Columbia or the Province of Alberta; and 
 
 (b) Coniferous wood (including strips and friezes for parquet flooring, not assembled), 
continuously shaped (tongued, grooved, rebated, chamfered, V-jointed, beaded, moulded, 
rounded or the like) along any of its edges or faces (other than wood mouldings and wood dowel 
rods), whether or not planed, sanded or finger-jointed, that is classified under subheading 
4409.10.10, 4409.10.20 or 4409.10.90 of the Harmonized Tariff Schedule of the United States 
(1996) (United States International Trade Commission Pub. 2937, 19 U.S.C. 1202 (1988)) and in 
respect of which the province of first manufacture is the Province of Ontario, the Province of 
Quebec, the Province of British Columbia or the Province of Alberta. 

 
A Harmonized Tariff Schedule code list and additional notes regarding the softwood lumber products in 
the Export Control List are included in the Appendix (page 41). 
 
Consequently, non-dutiable softwood products include the following products: 
 

• Wood roughly squared; 
• Veneer sheets and sheets for plywood of a thickness not exceeding 6 mm; 
• Moulding; 
• Strips of plywood or veneered wood for parquet flooring; 
• Builders' joinery and carpentry (e.g., windows, doors, parquet panels, shingles); 
• Any other further processed products such as engineered wood products (glulam, LVL, etc.), 

building components, or components for furniture, millwork etc. 
 
A substantial shift in Canada’s production away from the currently dutiable softwood lumber products 
towards other, further processed softwood products for the U.S. market may of course change the dutiable 
product list in the future. 

3.2 U.S. Demand Drivers for Wood Products 
Housing is the main market for lumber products, while repair and remodelling accounts for approximately 
one third of the lumber consumed in the U.S. (RISI 2005). Smaller end-use markets for lumber products 
are non-residential construction, industrial end-uses and furniture. Figure 4 shows historical housing starts 
and repair and remodelling expenditure. 
 
The housing market is expected to remain strong in the near future, but starts will decline from the record 
number in 2004 and 2005 (RISI 2005). Affordability declines with rising mortgage interest rates. The 
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years between 2003 and 2006 have also seen overbuilding, i.e. new construction outpacing the underlying 
demand for housing. 
 
Expenditure on repair and remodelling has reached record levels in 2005-2006. Refinancing at low 
interest rates has channelled cash into home improvement and remodelling. With higher interest rates this 
cash out will decrease, and expenditure on repair and remodelling is expected to decline by 2007 (RISI 
2005). 
 
Figure 4  U.S. Housing Starts and Repair & Remodelling Expenditure, 1988-2004 
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Source: RISI 
 

3.3 Building Components and Pre-fabricated Buildings 
The majority of Canada’s softwood lumber production is directed at the U.S. residential construction 
market. When looking for product alternatives that are not affected by the current countervailing duties, 
few have the potential to match the volume of the current commodity lumber production. One feasible 
option, however, is to develop a value-added industry that would manufacture pre-fabricated building 
systems utilizing Canada’s large volume of dimensional softwood lumber (Lavoie and Lindenbach-
Gibson 2006). 
 
This section will examine the U.S. market for pre-fabricated houses and building components that utilized 
solid softwood (roof trusses, floor trusses and walls). The component industry is an important outlet for 
lumber and structural panels as it consumes, for instance, more than a third of the lumber used in 
residential housing. It is likely to grow further as the housing industry consolidates, paving the way for 
ever larger builders, and builders face shortages of skilled labour (Robichaud and Fell 2002). 
 
The following trends in the building industry support an increasing use of prefabricated components 
(Robichaud and Fell 2002): 
 
• Consolidation in the U.S. construction industry leads larger builders to a more systematic approach to 

home building. Design for rapid construction, efficiency, and gains in productivity paves the way to 
the use of components; 

• Demographics and the documented lack of labour in the U.S. housing industry support the use of 
labour-saving technologies such as prefabricated components; 

• Builders are increasingly dissatisfied with the price, price volatility and quality of lumber; 
• Material substitution in residential construction; 
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• The spread of automated techniques for factory-built components; 
• Construction waste disposal is a growing issue for builders. 
 
Most of the U.S. building products market is supplied by producers in the U.S. (Figure 5). Even at the 
import peak in 1999, before production capacity in the U.S. expanded, the import share of wood building 
components was only 6.9%. The majority of the imports come from Canada; only a small share is 
imported from Europe (United States International Trade Commission 2003). I-joists, other structural 
engineered building components and trusses are the main products exported from Canada to the U.S. 
 
Figure 5  U.S. Consumption of Wood Structural Building Components and Import Share, 
1997-2002 
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Source: U.S. Department of Commerce 
 

3.3.1 Roof trusses 
Metal plate connected roof trusses offer builders advantages, including on site labour savings, reduced 
erection time, specific engineered design values, and design flexibility. 
 
Figure 6  Roof Truss with Metal Connector Plate 

 
Source: Canadian Wood Council 
 
Roof truss components entered the housing market in the late 1960’s and by the middle 1970’s were the 
dominant method for framing gable roofs for single- and multifamily housing construction (Robichaud 
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and Fell 2002). They held more than 50% of the market in 2003 (Table 1). Trusses are especially common 
in the U.S. West and in the North, while rafters prevail in the South. The prevalence of roof trusses in 
regions geographically close to Canada presents an opportunity for Canadian manufacturers. 
 
The single-family home market accounts for the vast majority of the wood roof trusses used in new 
residential construction (Table 2). 
 
Table 1  U.S. Wood Roof Truss and Rafters Market Size in New Residential 
Construction, by Region, 2003 

MBF % Share

Trusses (2 x 4s) 3,275,027         54%

   North 904,089            28%

   West 1,044,845         32%

   South 1,326,094         40%

Rafters 2,754,644         46%

   North 571,451            21%

   West 207,785            8%

   South 1,975,406         72%

Total 6,029,671         100%

Volume

 
Source: Wood Products Council 
 
Table 2  U.S. Wood Roof Truss Market Size in New Residential Construction, by Single-
Family and Apartments, 2003 

MBF % Share

Single-Family 3,022,610         92%

Multi-Family 252,417            8%

Total 3,275,027         100%

Volume

 
Source: Wood Products Council 
 
U.S. imports of roof trusses increased rapidly in the last ten years (Figure 7). Canada accounts for 99% of 
the U.S. imports. Ontario is the single largest Canadian player on the roof truss export scene (Robichaud 
and Fell 2002). 
 
In roof trusses southern yellow pine is the most frequently used species in the U.S., accounting for 51% 
overall and 40% in the North in 2001 (Robichaud and Fell 2002). This means that room exists for some 
Canadian species to increase their market share in roof trusses. 
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Figure 7  U.S. Imports of Roof Trusses, 1996-2004 
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Source: U.S. Census Bureau 
 

3.3.2 Parallel Chord Floor Trusses 
Similar to roof trusses, wood parallel chord floor trusses include the advantages of reduced on site costs 
and specific engineered design values. While I-joists and dimension lumber are most commonly used as 
floor joists, parallel chord floor trusses are particularly effective where extra strength is required. 
 
Parallel chord trusses are based on the same engineering principles as I-joists, except that the web is made 
of a triangulated system of steel or wood components. Typical flange material is visually-graded or MSR 
lumber. When wood is used as the web material (wood web floor trusses), it is normally assembled to the 
flanges through metal plates of the same type as used in roof trusses. Trusses are also manufactured with 
light-gauge metal webs (metal web floor trusses) (Forintek 2000). 
 
The U.S. market size for floor trusses in new residential construction is shown in Table 3. Truss usage is 
lower than in roofs; trusses capture 17% of the floor joist market, compared to lumber joists (44%) and I-
joists (40%). In a 2004 builders survey carried out by Forintek, however, I-joists are used most and are 
the preferred floor system by over half of the builders surveyed (Fell et al. 2005). 
 
Table 3  U.S. Wood Floor Joist Market Size in New Residential Construction, 2003 

MBF % Share

Trusses (2 x 4s) 571,601            17%

Lumber Joists 1,494,397         44%

I-Joists 1,360,694         40%

Total 3,426,692         100%

Volume

 
Source: Wood Products Council 
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3.3.3 Walls 
Wall panelization is currently practiced as the assembly of rough framing pieces (plates, studs, and 
structural panels for exterior walls) into 8 to 16 foot-long wall panels in factory settings. Plumbing, 
wiring, insulating and finishing may take place in the factory or on site, though the latter is more 
common. Among building systems, panellized construction is an emerging technology (Fleishman et al. 
2000). 
 
Factory-built wall panels can be of the following types: 
 
• Open panels: Lumber stud framing nailed to top and bottom sill plates 
• Semi-open panels: Open wall panels with sheathing applied 
• Closed panels: Panels with sheathing, insulation, and, in some cases, vapour barrier and windows 
• Structural insulated panels: Foam insulation bonded between two pieces of structural panels, 

generally OSB. 
 
As components for on-site builders, construction of wall panels in factory settings is increasing due to 
challenges of securing enough qualified on-site labour, rising tipping fees for construction scrap, time 
savings, quality and competitive forces in the production housing market (Robichaud and Fell 2002). 
 
Automation is making inroads in wall panel factories. This means that higher quality standards, most 
notably regarding wane and straightness, will be required from the suppliers of lumber and structural 
panels to the component industry (Robichaud and Fell 2002). 
 
U.S. imports of wall panels are shown in Figure 8. Imports have increased significantly with the majority 
coming from Canada followed by Europe. Within Canada, Quebec is the largest supplier to the U.S. 
(Robichaud and Fell 2002). 
 
Figure 8  U.S. Imports of Wall Panels (Prefabricated Partitions and Panels for 
Buildings), 1996-2004 
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Source: U.S. Census Bureau 
 
Walls consumed 37% of the lumber used in new residential construction in 2003 (Wood Products Council 
2005). The trend is the same in R&R and non-residential construction, where walls systems come as the 
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main application. Different estimates of the market share of prefabricated wall panels in housing systems 
range between 3% and 40%. Such diverging estimates indicate that there is a lack of consensus regarding 
the terms and definitions pertaining to wall panels in housing systems (Robichaud and Fell 2002) 
 
A 2001 builder survey examines trends in wall panel usage in the U.S. (Fell and Robichaud 2002). 
Overall, the market share for prefabricated wall panels consumed at the construction site was 18% (Figure 
9). Large builders were more likely to use prefab walls, having done so 24% of the times in 2001. Small 
builders stood at 14%. In the light of the well documented concentration of the industry, this result is of 
particular interest, as it ties up large builders to the use of components. So as long as consolidation 
continues, prefabricated walls are expected to gain further market share (Fell and Robichaud 2002). 
 
Figure 9  Prefabricated Walls Market Share in the U.S. by Builder Size, 2001 
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Note: Cut-off between small and large builders was 35 homes per year 
Source: Fell and Robichaud 2002 
 
As to the type of walls consumed by builders, semi-open panels were used in 47% of the applications for 
small builders and 69% for large ones. The most noticeable difference here is that small builders tended to 
consume more closed panels than their larger counterparts (Fell and Robichaud 2002). 
 
When asked to characterize the future use of prefabricated wall panels, around 40% of builders and 
component manufacturers were seeing this market growing in 2001 (Figure 10). A majority expected the 
market share of prefabricated wall panels to remain the same. Component manufacturers and builders in 
the North were the most bullish, approximately 60% of them expecting this market to experience growth, 
as against lower expectations in the South and in the West (Fell and Robichaud 2002, Robichaud and Fell 
2002). 
 
Figure 10  Use of Prefabricated Walls in the U.S. as Seen by Component Manufacturers 
and Builders, 2001 
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Source: Robichaud and Fell 2002 
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3.3.4 Pre-fabricated Houses 
Pre-fabricated buildings are buildings or building modules, which are constructed in a factory operation, 
and transported to the building site. This can include pre-engineered homes, panellized homes, modular 
homes, mobile homes, post & beam homes, log-profiled homes, and log-handcrafted homes (Table 4). 
 
Table 4  Definitions of Pre-fabricated Housing Types 
Pre-fabricated Housing Types Definition 
Pre-engineered homes All the components in this package are pre-cut and prepared according to a 

set of specifications for a certain house model, from studs, roof trusses and 
sheathing, to doors, windows, piping, screws and nails. 

Panellized homes Panels are two-dimensional structural elements or infill panels to be inserted 
between structural elements (columns and beams). Panels can be opened, 
semi-opened, closed or structurally insulated. 

Modular homes Modular systems are three-dimensional and represent the highest level of pre-
fabrication. Modules can be attached side by side or stacked to produce any 
size of building. 

Mobile homes and park model 
trailers 

House complying with specific regulations (HUD-code homes in the U.S., CSA 
Z240 MH series 92 for Canadian mobile homes). 

Post & beam homes Post & beam homes are characterized by large exposed timber acting as 
structural elements. The house is enclosed with insulated panels, which do not 
carry any structural loads. Similar to these are timber frame homes, which use 
traditional joinery braces and wood braces. 

Log-profiled homes Houses constructed with machine-profiled logs which have a tongue and 
groove on the top and the bottom with profiles that are squared or D-shaped. 
Insulation and membranes are sometimes added to the inside of exterior 
walls. 

Log-handcrafted homes Made in the fashion of settlers that brought the technique from Europe in the 
17th century. The large profiled logs (12”, 14” and over) are custom-fabricated 
and hand-cut to achieve various details. 

Source: Lavoie et al. 2005 
 
While pre-fabricated building technology offers great potential, including reduced erection time and 
improved framing quality, the majority of new houses in the U.S. are still framed on site (“stick built”) 
(Table 5). However, the use of prefabricated components (mainly wood trusses and wall panels) has 
increased as well as the market share of panelized homes. 
 
Table 5  Homebuilding Methods in the U.S., 1997 and 2002 

1000 Units % Share 1000 Units % Share
Stick Built 1,175             79.7% 1,195              70.1%
Panelized 105                7.1% 230                 13.5%
Concrete 125                8.5% 210                 12.3%
Modular 45                  3.1% 35                   2.1%
Steel Frame 8                    0.5% 14                   0.8%
SIPs 8                    0.5% 12                   0.7%
Other 8                    0.5% 9                     0.5%
Total 1,474             100.0% 1,705              100.0%

1997 2002

 
Source: APA 
 
While mobile homes represent the majority of the pre-fabricated housing market in the U.S., pre-cut and 
panelized housing has a small but growing market share. In Japan and Scandinavia, pre-cut and panelized 
housing accounts for the greater part of total housing starts, and this market is also growing in other 
countries such as the UK and Australia. 
 
Figure 11 shows that U.S. shipments of pre-cut, panelized and complete pre-fabricated buildings have all 
increased between 1997 and 2002. In contrast, the share of HUD-code mobile homes fell to a historic low 
in 2002 (U.S. Census Bureau 2005). Some of the decline of HUD-code mobile homes can be attributes to 
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the low interest rates and increased affordability across all segments of the housing market in recent 
years. 
 
Figure 11  U.S. Shipments of Pre-fabricated Wood Buildings and Components, by Type, 
1997 and 2002 
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3.4 Engineered Wood Products 

3.4.1 Glulam 
Unlike most other wood products, significant volumes of glue laminated timber or glulam are used in 
non-residential construction. Use in non-residential construction was estimated at 100 million board feet 
in 2004, while close to 300 million board feet were used in residential construction (Figure 12, Adair 
2006). 
 
Table 6 shows that in residential construction, over half of the glulam is used in floor beams, followed by 
headers. For non-residential construction such detailed product usage is not available to date. 
 
Glulam is the only engineered wood product that is traded in significant volumes outside North America. 
The majority of the trade is from Europe and North America to Japan. 
 
The market outlook for glulam is largely positive. Domestic U.S. demand is forecast to increase by 16% 
between 2004 and 2010 (Adair 2006). The increase is expected in the non-residential sector, while usage 
in residential construction is likely to remain flat. 
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Figure 12  U.S. Glulam Consumption by End-Use, 1999-2005 
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Note: September 2005 estimates 
Source: APA 
 
Table 6  U.S. Glulam Consumption in New Residential Construction, 2003 

Single Family Multi-Family Total % Share

Floor Beams 65,917           29,044            94,962           53%

Rim Boards 136                119                 255                0%

Roof Beams 8,787             2,165              10,952           6%

Window and Door Headers 23,330           4,870              28,200           16%

Garage Door Headers 44,541           1,858              46,399           26%

Total 142,711         38,056            180,768         100%

Volume

MBF

 
Source: WPC 
 

3.4.2 Structural Composite Lumber (LVL, PSL, OSL) 
Structural composite lumber products include Laminated Veneer Lumber (LVL), Parallel Strand Lumber 
(PSL) and Oriented Strand Lumber (OSL). U.S. consumption volume of structural composite lumber 
products and glulam in new residential construction is given in Figure 13 below. 
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Figure 13  U.S. Glulam and Structural Composite Lumber Consumption in New 
Residential Construction by Application, 2003 

- 100 200 300 400 500 600

Parallam

Glulam

Timberstrand

LVL

Million board feet (equivalent)

Floor Beams

Rim Boards

Roof Beams

Wall Framing

Window and Door
Headers

Garage Door Headers

 
Source: Wood Products Council 
 
Laminated Veneer Lumber (LVL) 
LVL is the most widely used of the structural composite lumber products. It is produced by bonding thin 
wood veneers together in a large billet. The grain of all veneers is parallel to the long direction. The LVL 
billet is then sawn to desired dimensions depending on the construction application. Some of the 
product’s uses are headers and beams, rafters, scaffold planking, and the flange material for wood I-joists 
(APA). 
 
Figure 14 shows the strong growth in LVL demand in the last ten years; the majority of this increase has 
been in I-joists and floor beams (Table 7). Opportunities for LVL also exist in non-structural applications 
in the U.S. as well as in Japan. 
 
Figure 14  U.S. Consumption of LVL by End-Use, 1999-2004 
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Table 7  U.S. LVL Consumption in New Residential Construction (Excl. I-Joists), 2003 

Single Family Multi-Family Total % Share

Floor Beams 291,004         88,032            379,036         73%

Rim Boards 15,073           355                 15,428           3%

Roof Beams 33,810           3,108              36,918           7%

Window and Door Headers 40,238           3,352              43,590           8%

Garage Door Headers 45,665           945                 46,611           9%

Total 425,790         95,792            521,583         100%

Volume

MBF

 
Source: Wood Products Council 
 
Parallel Strand Lumber (PSL) 
PSL consists of long veneer strands laid in parallel formation and bonded together with an adhesive. Like 
LVL and glulam, this product is used for beam and header applications where high bending strength is 
needed. PSL is also frequently used as load-bearing columns (APA). 
 
Table 8  U.S. Parallam Consumption in New Residential Construction, 2003 

Single Family Multi-Family Total % Share

Floor Beams 71,517           16,487            88,004           75%

Roof Beams 4,390             1,181              5,572             5%

Window and Door Headers 9,259             1,562              10,821           9%

Garage Door Headers 11,791           1,135              12,926           11%

Total 96,957           20,365            117,323         100%

Volume

MBF

 
Source: Wood Products Council 
 
Oriented Strand Lumber (OSL) 
Similar to PSL, OSL is made from flaked wood strands. Combined with an adhesive, the strands are 
oriented and formed into a large mat or billet and pressed. OSL is used in a variety of applications from 
studs to millwork components (APA). The market outlook for OSL is very good since it is an economic 
alternative to low-grade lumber and also PSL. 
 
Table 9  U.S. Timberstrand Consumption in New Residential Construction, 2003 

Single Family Multi-Family Total % Share

Floor Beams 33,430           2,045              35,474           17%

Rim Boards 82,649           2,535              85,183           42%

Roof Beams 1,192             -                 1,192             1%

Wall Framing 67,186           549                 67,735           33%

Window and Door Headers 8,637             468                 9,105             4%

Garage Door Headers 4,202             375                 4,577             2%

Total 197,296         5,972              203,266         100%

MBF

Volume

 
Source: Wood Products Council 
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3.4.3 I-Joists 
I-joists are I-shaped engineered structural members. The top and bottom flange material for I-joists is 
typically dimension lumber or LVL, while the web material is OSB or plywood (Figure 15). MSR lumber 
flanges are undergoing a resurgence because they are an economic alternative to LVL. 
 
Figure 15 I-Joists with Solid Wood Flanges and OSB Panel Web 

 
Source: Canadian Wood Council 
 
New residential construction is the key market for I-joists (Figure 16); virtually all I-joists are used in 
floor framing. Table 11 shows that floor joists are the main application of I-joists. In fact 40% of all floor 
joists were I-joists in 2003. 
 
OSB accounted for 91% of the web material used in I-joists (Figure 17). The majority of the flange 
material is solid lumber (475 million board feet) while the remainder is LVL (33 million cubic feet) (RISI 
2005). 
 
Figure 16  U.S. Wood I-Joist Consumption by End-Use, 1995-2004 
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Table 10  U.S. I-Joist Market Size in New Residential Construction, by Region, 2003 

MBF Equivalent % Share

Single-Family 1,311,551         87%

   North 494,648            38%

   West 393,173            30%

   South 423,729            32%

Multi-Family 188,287            13%

Total 1,499,838         100%

Volume

 
Source: Wood Products Council 
 
Table 11 U.S. I-Joist Market Size in Floor Framing in New Residential Construction, 2003 

MBF Equivalent % Share
% Share of I-Joists in 

Total Used
Floor Joists 1,360,694         97% 40%

Floor Beams 33,511              2% 3%

Rim Boards 15,428              1% 7%

Total 1,409,633         100% 30%

Volume

 
Source: Wood Products Council 
 
Figure 17 Web Material Used in I-Joists in the U.S. and Canada, 1995-2004 
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3.5 Non-Structural Components 

3.5.1 Component Market Overview 
In 2000, the furniture, flooring, cabinets, millwork, and windows and doors industries consumed 8.3 
billion board feet of lumber and 12.7 billion square feet (3/8” basis) of panels in the U.S. (Fell and 
Lindenbach-Gibson 2003). It is estimated that 24% of lumber and panels used by these U.S. value-added 
industries are outsourced as some type of component product. 
 
The most common type of component purchased by value-added manufacturers in both the U.S. and 
Canada were cut-to-size blanks in surveys carried out in 2002 (Fell and Lindenbach-Gibson 2003). This 
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type of product is very appropriate for component producers close to the resource. Lower grades of 
lumber can be processed into blanks to upgrade their value. By performing this function close to the 
resource, savings in shipping costs are also realized. 
 
Figure 18 displays the breakdown of industries that component manufacturers sold products to (Smith and 
McDaniel 2003). Cabinets and household furniture were the most common markets for component 
producers. Between these two markets, it is generally accepted that the cabinet market is stable or 
growing, while the household furniture market for components is declining in North America due to 
outsourcing to China. 
 
Figure 18 Percentage of Wood Components Sold to Value-added Industries in the U.S. 
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The continuing trend towards outsourcing and a strong housing and remodelling market are positive for 
the component industry; the main challenge lies in competition from offshore imports. Access to quality 
and value-priced wood is of critical importance for component manufacturers, because raw material cost 
accounts for approximately 50% of component production cost. 
 
This section will look at the U.S. door, window, moulding and cabinet markets for components, focussing 
on opportunities for softwoods. 
 

3.5.2 Doors and Windows 
Residential applications make up the largest market for windows. In 2003, 62.8 million window units 
were used in residential construction, as compared to only 4 million units for non-residential construction 
(Ducker, 2004). Therefore, residential construction is the main focus for any wood windows strategy. 
 
Wood windows hold a 39% share of residential markets. Wood windows are now mostly hybrids of wood 
with aluminium or vinyl for exterior cladding. The clad window is the only viable way forward for 
windows until a durable long-term finish is available for wood in exterior applications. However, wood 
clad windows serve the classic wood market where customers desire wood in the interior of their homes. 
Their market share is healthy, and perhaps increasing. 
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Table 12 U.S. Market for Residential Windows by Material, 2003 
Frame Material Million Window Units % Share 
Wood                             24.6  39%
   Aluminium-clad Wood 16.24 66% 
   Vinyl-clad Wood 6.64 27% 
   Non-clad Wood 1.72 7% 
Vinyl                             30.7  49%
Aluminium                               6.0  9%
Other                               1.6  2%
Total                             62.8  100%

Source: Ducker 2004 
 
The US demand for doors in 2003 was approximately 85 million units (Ducker, 2004). Of these, the 
majority of doors were wood interior doors for residential applications (Table 13). Wood dominates the 
interior door market with a 96% market share. Most interior wood doors are flush doors where solid wood 
use is relatively low. Residential stile and rail doors are the primary application of lumber in doors. 
 
The classic wood market share is based on the market share for stile and rail doors where solid wood is 
used in their construction. The market share for stile and rail doors is 14.5% for exterior doors and 7.6% 
for interior doors for a total of approximately 6.5 million units annually in the US. The majority of the 
lumber used in stile and rail doors is laminated. Engineered wood products and composites are also used. 
 
Table 13 U.S. Door Units, 2003  

Data in millions 
Residential 
Entry 

Residential 
Interior 

Non- residential 
Entry 

Non- residential 
Interior 

Total 

Total US units 2003 13.8 60.5 3.1 7.6 85 
Wood doors 2 57.9 0.2 2.9 63 

Flush wood doors >0 53.3 >0 2.7 56 
Stile and Rail <2 4.6 0.2 0.2 <7 

Source: Ducker 2004 
 
Softwoods dominate in windows and stile and rail doors in the U.S.: ponderosa pine, radiata/imported 
pines, and hemlock/fir are the most important species used. Canadian window and door manufacturers use 
more softwoods than their U.S. counterparts (white pine, Douglas-fir, hemlock). 
 
Substitution negatively affects demand for wood windows; vinyl windows are forecast to continue 
increasing their market share. No major substitutions are expected in the wood door market (Fiedler et al. 
2005). 
 

3.5.3 Mouldings and Trim 
Moulding and trim demand in the U.S. in 2003 was close to $7.6 billion. Of this, new residential starts 
accounted for 43.1% of demand followed by residential repair and remodelling at 29.6%. Non-residential 
starts and repair and remodelling accounted for 20.3% and 7% respectively (Freedonia Group, 2004). 
 
Figure 19 displays moulding and trim use by application. Moulding applications account for 49% of 
demand, stairwork accounts for 21%, and other trim applications make up 30% of demand. 
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Figure 19 Moulding and Trim by Application, 2003 
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Figure 20 displays the types of material used for mouldings and trim. Wood is the dominant material with 
71% of the market. 
 
Figure 20 Moulding and Trim by Material, 2003 
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Source: Freedonia Group 

 
Mouldings have traditionally been broken down into two grades. The higher grade is “N-grade”. This 
grade is appropriate for natural clear or stained finished where the wood grain will still be apparent in the 
application. “P-grade”, on the other hand, is a paint grade where lower cost stained, laminated, or edge-
glued materials can be used as the wood surface will not be visible.  Table 14 displays the moulding use 
by material. In the future MDF moulding is expected to grow at the expense of softwood P-grade 
moulding (Fell 2005). 
 
Table 14 Material Use for Mouldings in the U.S. 
 2003 
Softwood 63.5% 
Hardwood 7.9% 
MDF 23.2% 
Plastic 5.4% 

Source: R.E. Taylor & Associates 2004 
 
The true “classic” wood market for wood mouldings and trim is actually for solid hardwoods with stain. 
This is less than 10% of the residential market. Solid, non-finger-jointed softwoods also make up less 
than 10% of the market. These may be finished with a stain or paint. The rest of the market is made up of 
finger-jointed radiata pine and MDF which is painted (Fell 2005). 
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3.5.4 Cabinet Doors 
Table 15 displays the materials used by the U.S. cabinet door industry. There are two important things to 
note. First, softwood use is very low in comparison to hardwoods. Second, doors made of wood 
composite panels are more common than solid wood doors. 
 
Table 15 Materials Used by the U.S. Cabinet Door Industry  
  1999 Olah 
Hardwood Lumber mmbf 484 
Softwood Lumber  mmbf 25 
Components mmbf 58 
   
Particleboard mmsf 1,044 
MDF mmsf 156 
Hardwood plywood mmsf 279 

Source: Olah et al. 2000 
 
There have been several studies of cabinet door manufacturers in the past decade. It is clear that oak and 
maple are the top species of wood used, with softwoods making up less than 5% of the market in all 
years. There is a great deal of variation in the species use data. However, it is clear that softwoods do not 
play a major role in this sector (Fell 2005). 
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4 Canada 
4.1 Non-residential Construction 
Non-residential construction represents one of the greatest growth opportunities for wood products in 
North America. In Alberta, as in most jurisdictions in Canada, the market share of wood in non-
residential buildings falls well short of its potential. Non-residential buildings are all those not intended as 
homes: schools, hospitals, stores, offices, churches, airports, stadiums, prisons and so forth. 
 
The following observations are based on previous studies on wood usage in the non-residential sector by 
the Wood Products Council and Forintek, and on a pending report on opportunities specifically in Alberta 
(O’Connor 2006). 
 
The most recent data for North America as a whole indicates that, while the non-residential construction 
sector is nearly as large as the residential sector in terms of construction value, the volume of lumber and 
structural panels used in non-residential construction is less than 10% of the volume used in new 
residential construction (Figure 21, McKeever and Adair 1998). 
 
This indicates a major untapped market. Given that the wood sector has its attention fully occupied by the 
demand in residential, there may be a lack of interest on the part of the wood industry in other markets. 
However, growing Canada’s non-residential market can divert wood from dutiable lumber exports to the 
U.S. 
 
Figure 21 Canada Consumption of Softwood Lumber by End-Use, 1988-2004 
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Source: RISI 
 
Various regulations restrict the use of structural wood in non-residential applications. However, while 
wood may not be an appropriate structural building material for all non-residential buildings in North 
America, code-related issues have been estimated to still allow wood access to approximately 64% of 
North American non-residential construction by value (McKeever et al. 2006). Given that wood currently 
has captured an average of only 8% of all North American non-residential construction value, this 
represents tremendous room for growth (McKeever et al. 2006). 
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As described in recent market studies (Gaston et al. 2001, Kozak and Cohen 1996, O’Connor et al. 2004), 
determining the exact decision path for structural material selections is difficult. In most cases, materials 
are selected based on precedent. Wood is typically not a common material in non-residential construction 
(hence, not a precedent), and cost and risk scenarios for the construction sector provide strong 
disincentives for change of any nature. In addition, various pragmatic concerns of each individual 
participant on the design team (the architect, the structural engineer, the builder and the project owner) all 
tend to favour steel and concrete over wood.  
 
The life safety aspects of the building code are the starting point for determining what type of structural 
materials will be permitted for any proposed building. While building codes differ slightly across the 
various jurisdictions in North America, they all follow the same fundamental principles with respect to 
the key life safety factors: 1) the intended usage of the building; 2) how accessible the building is for 
firefighting; 3) its height; 4) its area or footprint; and 5) whether or not the building is equipped with 
sprinklers. The greater the perceived risk to life safety, the less likely the building will be permitted to be 
built of wood. 
 
Previous research studies on opportunities for wood market growth in non-residential construction in the 
U.S. and Canada suggest a promising potential market but also highlight some substantial barriers that 
include code, technical, product, educational and image issues (Gaston et al. 2001, Kozak and Cohen 
1996, O’Connor et al. 2003, O’Connor et al. 2004). In some jurisdictions, including Alberta, these 
barriers are not severe and the construction market is already using wood to a limited extent in non-
residential buildings. Market growth could be fairly easily achieved by promoting greater use of wood in 
the types of buildings already occasionally built in wood – offices, stores, restaurants, and sometimes 
schools and indoor recreational facilities. These are building types where designers show good 
favourability to wood and that are easily framed using conventional techniques and the existing 
residential construction labour pool.  
 
In 2004, Forintek examined the potential for an increased use of wood in Alberta non-residential 
construction (O’Connor 2004). This study determined the percent of the market that was available to 
wood under the Alberta building code but was not captured. Three cities were studied: Calgary, 
Edmonton and Red Deer. Assuming the results can be applied across the entire province, only 25% of all 
non-residential buildings in Alberta are using any structural wood at all, even though 84% of them could 
be built entirely of wood. These 84% of buildings equals about 34% of the total area constructed and 
about 52% of the total value. 
 
The volume of wood this uncaptured market represents can be roughly approximated by taking wood 
usage factors from a comprehensive non-residential study in the U.S.(McKeever et al. 2006) and applying 
them to Alberta construction statistics. In 2005, the value of all non-residential building construction in 
Alberta was $4,654.0 million (Statistics Canada). Multiplying by the percent of that market theoretically 
available to wood within building code limits, and by the average use of wood per construction dollar, 
yields an approximate maximum incremental market potential of approximately 80 million board feet of 
lumber. 
 
These estimates will be more thoroughly reported in an upcoming Forintek publication (O’Connor, 
Jennifer. Quantifying the non-residential opportunity for wood in Alberta. Forintek Canada Corp. 2006). 
A similar study on wood use potential in the non-residential sector is planned for the province of Ontario. 
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4.2 Decks 
In 2003, 1.2 billion board feet of treated and untreated lumber were used in decks in Canada (Table 16). 
While it is estimated that almost all decks are built in wood in Canada, Table 16 shows that recent 
estimates of the share of composite/plastic decks in the U.S. range from 20% to 32%. Further strong 
growth in composite/plastic decks are expected in both the U.S. and Canada. Maintaining and growing 
back the dominance of treated wood decks in Canada retains a significant domestic market for softwood 
lumber. Similarly, vinyl and brick dominate the Canadian siding market, while wood siding has a larger 
share in the U.S. market. Regaining market share in siding would increase domestic softwood lumber 
consumption. 
 
Table 16 Canada Lumber Consumption in Decks and Porches, 2003 

Lumber Treated Lumber Total Lumber % Share

New Residential Construction 21,861                53,784                75,645             6%

Repair & Remodeling 138,862              959,859              1,098,721        94%

Total 160,723              1,013,643           1,174,366        100%

MBF

 
Source: Wood Products Council 
 
Table 17 Market Share Estimates of Composite/Plastic Decks in the U.S. 
Year Share Market Region Source 
1995 2% New and R&R US Freedonia, 2001 
1998 3.35 New US NAHBRC 
2000 4.3 New and R&R US Freedonia, 2001 
2003 19.3 New US NAHBRC 
2003 32.7* Builders and deck 

contractors 
US Cintrafor, 2005 

2004 25.3% ** Consumers US Forintek, 2005 
 * Deck surfaces only   
 **Share based on next deck material 
Source: Fell et al. 2005 
 
Figure 22 Consumer Deck Choice in the U.S., 2004 

 Source: Fell et al. 2005 
  

4.3 Building Components and Prefabricated Buildings 
Adding value to the structural lumber used in residential and non-residential construction in Canada by 
manufacturing prefabricated building components can divert the focus from exporting solely to the U.S. A 
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higher-value, if not higher-volume domestic market in building products provides an attractive alternative 
to exporting the higher lumber grades to the U.S. Prefabricated building components and market trends 
are presented on page 4. 
 

4.4 Non-Structural Components 
The market information and trends presented in U.S. section on value-added components for windows, 
doors, moulding and cabinets (page 16) also apply to Canada, with the exception that Canadian 
manufacturers of furniture, windows, doors and millwork show a lower level of component outsourcing 
than the U.S. manufacturers surveyed (Fell and Lindenbach-Gibson 2003). 
 



Identify Viable Non-commodity Softwood Lumber Product Diversification Opportunities Available to Alberta Producers 

 
 

 
 
  25 

 

5 Japan 
5.1 Market Overview 
Japan is Canada’s largest offshore market (Figure 23); Japan’s imports of softwood lumber from Canada 
peaked at close to 6 million m³ in 1996, representing approximately 60% of all imports (Figure 24). In 
2004, imports from Canada are just over 40% of the total, with market share loss primarily to 
Scandinavia, Russia, Austria and Germany. The main factors in Canada’s market share loss are a slump in 
imports of rough, green lumber from British Columbia and growing imports of dried/lamstock lumber 
from Europe. Maintaining and recapturing market share in Japan is Alberta’s chief option for diversifying 
into non-U.S. markets. 
 
An updated summary report on wood market trends in Japan has just been released (Gaston, C., D. Cohen 
and I. Eastin. Wood market trends in Japan. Vancouver: Forintek Canada Corp. 2006). 
 
Figure 23 Canada Softwood Lumber Exports, 1993-2004 
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Figure 24 Japan Softwood Lumber Imports, 1994-2004 
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5.2 Platform Frame Housing Market 
Japan is the only country in the world outside of North America that builds a significant number of wood 
single family detached homes (Gaston et al. 2006, Figure 35, page 34). While this construction is 
dominated by post & beam architecture (Figure 25), the number of North American platform-frame (2x4) 
housing starts continues to grow (Figure 26). 
 
Demand remains strong for dimension softwood lumber and structural panels used in 2x4 housing, mainly 
due to Canadian and U.S. promotional efforts and helped by the performance of 2x4 houses in the Kobe 
earthquake. The proprietary J-grade developed for this market provides a considerable price premium 
over standard North American construction grades, giving suppliers another opportunity to increase the 
value of their exports (Gaston et al. 2006). Demand for North American components such as doors and 
windows also correlate with 2x4 housing starts. 
 
Figure 25 Japan Total Housing Starts, Wood and Non-Wood, 1974-2004 
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Figure 26 Japan Platform-Frame Housing Starts, 1974-2004 
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5.3 Post & Beam Housing Market 
The best opportunities for spruce/pine/fir species in the Japanese post & beam housing market are 
lamstock and glulam (Gaston et al. 2006). Japan continues to increase its use of laminated lumber for both 
vertical and horizontal structural components, while continuing to employ more pre-cut post & beam 
wood components. While market research has historically shown a preference for kiln dried solid wood, 
glued engineered wood products are now often preferred. Laminated lumber is also increasingly used in 
non-structural uses. 
 
Although solid green hemlock/fir was traditionally used in vertical post applications in post & beam 
construction, glulam posts are now favoured. Initially, Japan imported the glulam, partially from the US, 
Scandinavia and other parts of Western Europe for structural purposes, and from the South Seas for non-
structural. In the end, Japan developed its own glulam production capacity, and the demand gradually 
shifted to the import of lamstock lumber, again largely from Scandinavia and other parts of Western 
Europe (mainly Austria). Japanese domestic species are not typically used for glulam, with domestic 
species accounting for less than ten percent of the raw material mix (Gaston et al. 2006). 
 
Figure 27 Japan Production and Imports of Laminated Lumber, 1999-2004 
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Figure 28 Japan Imports of Laminated Lumber, 1994-2004 
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6 China 
6.1 Market Overview 
China’s rapid economic growth and its expanding wood processing sector drive the growing demand for 
wood products. China is a net importer of primary wood products and has become a very large net 
exporter of secondary, processed wood products (Figure 29). Furniture and interior finish are the main 
drivers of wood demand in China; hardwoods dominate in these applications. Softwood lumber 
consumption depends largely on civil construction activity. The primary end-uses of softwood lumber are 
concrete forming, scaffolding, low-end rural house construction, and packaging. Urban housing using 
wood in structural components is underdeveloped at this time. Softwood lumber use in interior finish and 
furniture is small but growing (Wahl 2004). 
 
Figure 29 China Trade Balance in Wood Products, 1999 and 2004 
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Source: Global Trade Atlas 
 
Official figures for softwood lumber consumption declined from their peak in 1995 to approximately 13 
million cubic metres in 2004 (Figure 31). The gap between lumber production and consumption has been 
widening since 1997 and imports are starting to play an important role. The increase in softwood lumber 
imports is driven by the booming construction sector and the lack of large-diameter logs in China. 
 
The majority of softwoods is still imported as logs; softwood log imports accounted for 16 million cubic 
metres in 2004 compared to 4.3 million cubic metres of softwood lumber. Russia is the main supplier of 
softwood lumber to China followed by New Zealand and Canada (Global Trade Atlas). 
 
In the longer term, China is expected to become a stronger driver in the Asia-Pacific softwood lumber 
business (production and imports of both logs and lumber) and softwood lumber consumption. Russia 
will likely remain the key supplier due to the proximity, species mix and price advantage of Russian 
timber. Supply from Southern Hemisphere countries is expected to grow due to increasing volumes from 
plantations and competitive pricing (Wahl 2004). 
 
Figure 30 China Softwood Log Production, Imports and Average Import Price, 1995-2004 
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Figure 31 China Softwood Lumber Production, Imports and Average Import Price, 1995-
2004 
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6.2 Structural Softwood Market 
Structural wood applications are generally limited to rural areas. The government discourages the use of 
lumber in house construction because of the domestic shortage in timber resources, but in rural areas 
where lumber from Russian logs is available (e.g. the northeast), wood use is reported to have risen (Wahl 
2004). 
 
In the more affluent urban areas the market for structural wood products still needs to be developed. 
Promotional activities and knowledge transfer for designing and building wood-frame housing and wood 
roof trusses have been undertaken in large urban centres, but the market is very limited at this point in 
time. 
 
Wood-frame housing has a very small market share and was estimated at around 10,000 starts in 2004 
(Table 18). Wood-frame house construction is gaining acceptance however, and the luxury villa market 
for high-income Chinese households offers potential for wood-frame housing (USDA Foreign 
Agricultural Service 2005). 
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Canada is promoting wood-frame housing and wood hybrid construction methods in China. The British 
Columbia provincial government funded a demonstration project in Shanghai (Dream Home Canada). 
Training programs for Chinese builders, architects, engineers, and traders have also been developed. 
Another demonstration home is built in Beijing in cooperation with the Chinese Academy of Forestry in. 
The Quebec government opened a hybrid demonstration home in Shanghai, combining concrete and 
wood. New Zealand is planning to build a wood-frame demonstration house in China. Canada also 
exchanges information with China on building code development and quality control to promote wood-
frame and wood hybrid construction. 
 
Table 18 China Housing Starts 2004 and Outlook 2005-2006 
 2004 2005 2006 
Total Housing Starts (thousand units) 15,600 16,380 18,020 
-- of which, wood frame (thousand units) 10 10 11 
-- of which, steel, masonry, other materials 
(thousand units) 

15,590 16,370 18,009 

-- of total starts, residential (thousand units) 14,118 14,825 16,305 
---- of residential, single family (thousand units)* 10,010 10,510 11,560 
---- of residential, multi-family (thousand units) 4,108 4,315 4,745 
-- of total starts, commercial (thousand units) 1,482 1,555 1,715 
Note: All housing starts in China’s rural area are classified as single family 
Source: USDA 
 
It should be recognized however that if wood-frame housing remains limited to high-end villas and town 
houses, the volume of softwood lumber consumed is not very high. The most common housing in urban 
and suburban China is multi-family high-rises or lower rise walk-ups. Hybrid building systems offer 
potential for using wood in combination with other building materials (concrete, masonry) such as wood 
truss roofs on concrete buildings. 
 

6.3 Non-structural Softwood Market 
China’s wood processing industry largely manufactures wood products for non-structural applications, 
and it is on its way to becoming one of the largest if not the largest in the world. Consequently, China is 
not only an export market for producers in Canada, but also a growing competitor in the global wood 
products market. 
 
For its remanufacturing industries China depends on raw material imports because supply from domestic 
forests has declined. This dependency will remain or increase in the long-term with continuing growth in 
the wood-processing sector. 
 
Manufacturers generally pay low prices for lumber products used in furniture and interior finish 
production (softwood lumber, temperate hardwood lumber and finger-jointed lumber) (Wahl 2004). The 
low price levels limit opportunities for lumber producers from Canada for exporting significant volumes 
of lumber other than low grades. High-end and niche products are exceptions, having prospects for 
example, in the production of interior finish by Japanese companies or joint-ventures in China for export 
to Japan. 
 
To expand sales of lumber in non-structural applications, Canadian producers must also focus on 
developing the customer basis in existing markets (e.g., North America, Japan, Europe) that is likely to 
compete successfully with the expanding wood processing industry in China. 
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7 India 
India’s large and growing population coupled with a positive economic development continuously 
increases domestic demand for wood products in construction and interior finish. While this appears to 
promise a vast market potential for Canadian wood products, a number of factors make India a far less 
promising market than it might appear (Canadian Forest Service 2002): 
 

• High rates of import duty for all wood products except for logs and cants;  
• A strong preference for hardwood species, particularly teak , against which all other species 

will be compared;  
• A hot and humid climate as well as termites and wood borers that could preclude the use of 

untreated softwoods;  
• A lack of awareness about Canadian wood species;  
• A very price conscious market, particularly with respect to commodity products.  

 
Until recently India applied extremely high tariffs to wood products. With a logging ban in the national 
forests introduced in 1996, India cannot meet its domestic wood demand, and import duties on logs and 
cants were lowered to just 5% (effective rate 5.10%) (USDA Foreign Agricultural Service 2005). Duties 
on processed wood products are generally between 30% and 60%. In 2005, India reduced tariffs on a 
number of processed wood products. The import duties on softwood and hardwood lumber is now 15% 
(effective rate 15.30%), while the effective rate for veneer sheets, plywood, flooring strips, moulding, 
OSB, and builders’ joinery and carpentry is 34.44% (Foreign Agricultural Service 2005). India still 
protects its domestic wood processing industry by excluding only logs and cants from high tariffs. 
 
Consequently, the majority of India’s timber imports enters the country as logs. Figure 32 shows that 
hardwood logs dominate solid wood imports. Lumber imports were only 53,700 cubic metres in 2004 
according to FAO statistics. Of the less than 20,000 cubic metres of softwood lumber that India imported 
in 2004, almost 70% comes from Southern Hemisphere countries (Australia, South Africa and New 
Zealand). New Zealand also supplies the majority of the softwood logs imported by India (FAO 2006). 
 
Figure 32 India Log and Lumber Imports, 1995-2004 
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Source: FAO 
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While accounting for almost 30% of India’s softwood lumber imports, Canadian exports of softwood 
products to India are very small. Figure 33 shows that softwood lumber exports have in fact decreased 
from Cdn$2 million in 1995 to zero in 2005. Builders’ joinery & carpentry exports (including hardwood 
and softwood products) have grown in 2005, but from a very low level (export value of less than 
Cdn$250,000). 
 
Figure 33 Canada Exports of Wood Products (Excl. Furniture) to India, 1995-2005 
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Source: Global Trade Atlas 
 
India’s own production of softwood lumber comes almost exclusively from radiata pine logs shipped 
from New Zealand. These logs are delivered at very low cost and are mostly made into pallets, packaging 
and export crating. A small volume is used for plywood core stock and inexpensive joinery products used 
in low-cost housing. Very little wood is utilized in structural applications in Indian housing (Canadian 
Forest Service 2002). 
 
Despite the country’s significant shortage of housing, the Canadian Forest Service (2002) reports that it is 
unlikely that India will adopt wood-frame construction, even using treated wood products. It is also 
unlikely that Canadian exporters could compete in the low-grade lumber market with Indian sawmills 
utilizing imported radiata pine logs. 
 
The best opportunities for Canadian exporters were identified in the higher-end markets for specialty 
value-added hardwood and softwood products for interior applications, serving the large middle- and 
upper-middle class in India (Canadian Forest Service 2002). However, the potential for increasing exports 
of commodity-type softwood lumber to India is very low. 
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8 Europe 
8.1 Market Overview 
Europe including Scandinavia and Eastern Europe is a net exporter of softwood lumber, wood-based 
panels and builders’ joinery products (Figure 34). Since 1990, Central and eastern European countries 
have exported more roundwood and primary processed products to Western European countries while 
simultaneously increasing their exports of value-added products such as furniture, joinery and 
components. 
 
Meanwhile, especially for softwood lumber, shipments from the Nordic countries to European markets 
have decreased slightly, while Canadian market share has lost much of its importance in Europe. Unless 
demand increases significantly in connection with wood-frame housing, Europe is likely to remain a net 
exporter of softwood lumber and panel products. Despite significant growth rates in the UK and Central 
Western Europe, wood frame housing still accounts for only 7% of all new residential housing starts in 
Europe (Figure 35). 
 
 
Figure 34 Europe Trade Balance in Wood Products, 2002-2004 
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Source: Global Trade Atlas 
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Figure 35 Share of Wood Frame Buildings of Total Dwellings Construction in Main Regions 
of the World 

 
Source: Jaakko Pöyry Consulting 
 
European imports of softwood lumber from outside the EU25 countries has increased to over 13 million 
m³ in 2004 (Figure 36). The vast majority of the imports comes from neighbouring countries (Romania, 
Belarus and the Ukraine) and from Russia. 
 
Figure 36 Europe (EU25) Imports of Softwood Lumber, 1999-2004 
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Source: Global Trade Atlas 
 
The value of Canadian softwood lumber exports to Europe declined by an average –7%/a in the last ten 
years (Figure 37). Germany had the largest drop in Canadian imports. The U.K. remains the largest 
market for Canadian softwood lumber despite a decrease of –9%/a, followed by Italy. With Cdn$ 253 
million, softwood lumber still accounts for the lion's share in total exports of wood products to Europe. 
 
Canadian exports of “continuously shaped” softwood (moulding, flooring strips and boards, siding and 
other planed/shaped solid wood products) to Europe have grown tremendously; average growth rates 
between 1994 and 2003 were 18%/annum for softwood products. 
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Figure 37 Canadian Wood Product Exports to Europe, 1994-2003 
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8.2 Engineered Wood Products 
Europe is the world’s largest producer, consumer and exporter of glulam products. Demand for other 
engineered products such as LVL and I-joists is small but increasing. Consumption of LVL in Europe 
tripled between 1995 and 2000, mostly because of significant increases in Scandinavia. LVL consumption 
is expected to increase to 2010, partly due to increased I-joist production. Significant LVL production 
growth is also expected after 2002 as new capacity is established in both Eastern and Western Europe 
(Jaakko Pöyry Consulting 2004). 
 
With increasing acceptance in the construction market of I-joist based construction solutions, I-joist 
consumption is expected to increase to 2010. The main increase is expected in the UK. As I-joist 
production in the UK is increasing, imports from North America are expected to be destined to other 
European markets, but they will decline significantly in the longer term (Jaakko Pöyry Consulting 2004). 
 
In continental Europe, both structural and non-structural applications drive demand for engineered wood 
products in both residential and commercial market. The challenge for Canadian engineered wood 
products in Europe is to meet building codes requirements and to be compatible with local specific 
demanded properties, which require time and financial efforts (Robichaud and Poliquin 2001). 
 
Since I-joists and related building systems are in an early stage in its product lifecycle in Europe, there is 
significant uncertainty in demand outlook. 
 

8.3 Softwood Appearance Products 
Appearance softwoods in interior finish, furniture, outdoor products, DIY and R&R is a very large and 
the fastest growing market in Europe. However, market research in the U.K. showed that best 
opportunities exist for softwoods that are available in wide dimensions, for unique species like western 
red cedar, and for engineered, customized products (Wahl 2005). For commodity softwood products, 
competition is strong from Western European producers and low-cost imports from the Southern 
Hemisphere and Eastern Europe. 
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Overall, Europe represents a market for specific value-added products and wood species that it has to 
outsource. The key challenge in Europe is to significantly increase per capita wood consumption. This 
should also be the primary goal of the Canadian industry, because in the absence of significant growth in 
the domestic market, European suppliers will continue focussing on expanding exports to existing and 
new markets outside of Europe, such as the U.S., Japan, Korea and China. 
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Appendix 
 

Softwood Lumber Products Commodity Codes 

Explanatory Notes for Wood Products of Headings 44.07 and 44.09, Chapter 44 
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Softwood Lumber Products Commodity Codes 
(Source: International Trade Canada) 

 
HTS Tariff Item Nos. 
& Statistical Suffix   Product Description 
4407100001 LUMBER, CONIFER(SOFTWOOD), >6MM, TREATED/PAINT/STAIN/FINGER-JOINTED 
4407100002 LUMBER, CONIFER(SOFTWOOD), >6MM, TREATED/PAINT/STAIN,O/T F-JOINTED 
4407100015 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, "S-P-F"MIX 
4407100016 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, "HEM-FIR"MIX 
4407100017 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, SITKA SPRUCE, ROUGH 
4407100018 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, SITKA SPRUCE, OTHER 
4407100019 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, OTHR SPRUCE, ROUGH 
4407100020 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, OTHR SPRUCE, OTHER 
4407100042 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, E-WHT/RED PINE, ROUGH 
4407100043 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, E-WHT/RED PINE OTHER 
4407100044 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, LODGEPOLE PINE, ROUGH 
4407100045 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, LODGPEOLE PINE, OTHER 
4407100046 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, YLLW PINE/ETC, ROUGH 
4407100047 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, YLLW PINE/ETC, OTHER 
4407100048 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, PONDEROSA PINE, ROUGH 
4407100049 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, PONDEROSA PINE, OTHER 
4407100052 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, OTHER PINES, ROUGH 
4407100053 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, OTHER PINES, OTHER 
4407100054 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, DGLS FIR, ROUGH, <5.1CM 
4407100055 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, DGLS FIR, ROUGH, 5.1<12.7CM 
4407100056 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, DGLS FIR, ROUGH, >=12.7CM 
4407100057 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, DOUGLAS FIR, OTHER 
4407100058 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, FIR, ROUGH 
4407100059 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, FIR, OTHER 
4407100064 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, HEMLOCK, ROUGH 
4407100065 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, HEMLOCK, OTHER 
4407100066 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, LARCH, ROUGH 
4407100067 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, LARCH, OTHER 
4407100068 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, WSTRN RED CEDR, ROUGH 
4407100069 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, WSTRN RED CEDR, OTHER 
4407100074 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, YELLOW CEDAR, ROUGH 
4407100075 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, YELLOW CEDAR, OTHER 
4407100076 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, OTHER CEDAR, ROUGH 
4407100077 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, OTHER CEDAR, OTHER 
4407100082 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, REDWOOD, ROUGH 
4407100083 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, REDWOOD, OTHER 
4407100092 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, OTHER WOOD, ROUGH 
4407100093 LUMBER, CONIFER(SOFTWOOD), >6MM, NO TREAT, OTHER WOOD, OTHER 
4409101020 WOOD SIDING, RESAWN BEVEL, CONTINUOUS, CONIFER, WSTRN RED CEDAR 
4409101040 WOOD SIDING, RESAWN BEVEL, CONTINUOUS, CONIFER, OTHER WOOD 
4409101060 WOOD SIDING, O/T RESAWN BEVEL, CONTINUOUS, CONIFR, W-RED CEDAR 
4409101080 WOOD SIDING, O/T RESAWN BEVEL, CONTINUOUS, CONIFR, OTHER WOOD 
4409102000 WOOD FLOORING, CONTINUOUS SHAPE, CONIFEROUS 
4409109020 WOOD/OTHER, O/T MLD/DOWL, CONTINUOUS, CONIFR, WESTERN RED CEDAR 
4409109040 WOOD/OTHER, O/T MOULDING/DOWLING, CONTINUOUS, CONIFR, OTHER WOOD 
 
Additional U.S. Note: Heading 4409 includes articles having repeating design worked along any edge or face. 
Statistical U.S. Note: For the purposes of heading 4407, the term "rough" includes wood that has been edged, resawn, crosscut or 
trimmed to smaller sizes but it does not include wood that has been dressed or surfaced by planing on one or more edges or faces 
or has been edge-glued or end-glued. 
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Explanatory Notes for Wood Products of Headings 44.07 and 44.09, Chapter 44 

(Source: International Trade Canada) 
 
General 
The classification of wood is not affected by the treatment necessary for its preservation, such as 
seasoning, superficial charring, priming and stopping, or impregnation with creosote or other 
wood preservatives (e.g., coal tar, pentachlorophenol, chromated copper arsenate or ammoniacal 
copper arsenate); nor is it affected by reason of being painted, stained or varnished. 
 
 
1. HTS tariff item 4407.10.00 covers: 
(a) all coniferous wood and timber, of any length but of a thickness exceeding 6 mm, sawn or 
chipped along the general direction of the grain or cut by slicing or peeling. Such wood and 
timber includes sawn beams, planks, flitches, boards, laths, etc., and products regarded as the 
equivalent of sawn wood or timber, which are obtained by the use of chipping machines and 
which have been chipped to extremely accurate dimensions, a process which results in a surface 
better than that obtained by sawing and which thereby renders subsequent planing unnecessary. It 
also includes sheets of sliced or peeled (rotary cut) wood, and strips and friezes for parquet 
flooring, other than those which have been continuously shaped along any of their edges or faces; 
 
(b) coniferous wood not necessarily of rectangular (including square) section nor of uniform 
section along the length; 
 
(c) coniferous products that may be planed (whether or not the angle formed by two adjacent 
sides is slightly rounded during the planing process), sanded or end-jointed, e.g., finger-jointed. 
 
HTS tariff item 4407.10.00 excludes: chipwood and the like; wood roughly squared, e.g., by 
coarse sawing; veneer sheets and sheets for plywood of a thickness not exceeding 6 mm; wood 
continuously shaped along any of its edges or faces (heading 44.09); strips of plywood or 
veneered wood for parquet flooring; or builders' joinery and carpentry. 
 
 
2. HTS tariff items 4409.10.10, 4409.10.20 and 4409.10.90, articles of siding, flooring and 
other products, but excluding mouldings and dowel rods, covers: 
(a) coniferous timber, particularly in the form of boards, planks, etc., which, after sawing or 
squaring, has been continuously shaped along any of its edges or faces either to facilitate 
subsequent assembly or to obtain mouldings or beadings, whether or not planed, sanded or end-
jointed, e.g., finger-jointed (continuously shaped wood covers these products with a uniform 
cross-section throughout the length and products having a repetitive design in relief); 
 
(b) coniferous strips and friezes for parquet flooring consisting of narrow pieces of boards, 
provided they have been continuously shaped, e.g., tongued and grooved. 
 
HTS tariff items 4409.10.10, 4409.10.20 and 4409.10.90 do not include: strips and friezes 
described in 2(b) which have not been worked beyond planing, sanding or end-jointing, .e.g., 
finger-jointing(heading 44.07); strips of plywood or veneered wood for parquet flooring; planed 
or other worked boards presented in sets as box boards; wood which has been mortised or 
tenoned, dovetailed or similarly worked at the ends and wood assembled into panels being 
builders' carpentry or joinery; panels consisting of laths of roughly sawn wood, assembled with 
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glue in order to facilitate transport or later working; moulded wood built up by superimposing a 
moulding on another piece of moulded or unmoulded wood; wood which has been surface 
worked beyond planing or sanding, other than painting, staining or varnishing (e.g., veneered, 
polished, bronzed, or faced with metal leaf). 




