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Abstract 
Trendspotting is an important tool in enabling manufacturers to be proactive rather than reactive in their 
businesses.  This year we tracked trends in the window, door, cabinet, and outdoor projects segments.  A 
multidisciplinary team from marketing, design, and industry advising pulled together a list of trends that 
are currently or imminently going to affect these sectors.  Trends revolved around demographics, new 
materials, alternative species, sustainability, the economy, and other factors.  Each potential trend was 
researched as to current and potential opportunities and threats.  Four separate trend reports resulted from 
this effort. This document outlines trends pertaining to the doors sector.   
 
Some of the trends in this document are already established while others are in their infancy.  As a 
manufacturer it is up to you to pick and choose the trends and opportunities that best suit your 
manufacturing, marketing, and customer profile.  We hope this document can tip you off to new 
opportunities, alert you to some pitfalls, and inspire your product lines.  Good luck! 
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1 Sustainability on the Mind 
Trend: In the last year consumers have reached a tipping point of concern over environmental issues. 
The door industry is starting to respond to this demand and will need to continue to do so since 
environmental concerns will only continue to grow in the future and further enter the mainstream 
marketplace. 
 
Discussion 
While the general population has shown great concern for the environment in the past, studies indicate 
that consumers have been reluctant to pay the price premiums charged for green products. In the last few 
years the green trend has gained momentum and the environment is finally beginning to trump the North 
American pocketbook.  Consumers are beginning to show their concern for environmental sustainability 
through their willingness to pay price premiums required for environmentally friendly consumer products.  
Sustainability, health, and the environment are now becoming key purchasing decision factors.  
 
This trend has been fueled by massive media interest. It will be a challenge for companies to stay abreast 
of what is happening in their particular industry and market. The information regarding green practices 
for products, production processes and shipping is complex and subject to constant evolution. Companies 
that are not addressing sustainable design risk legislative as well as brand and sales impacts. It will be 
critical for manufacturers to match actual business practices to the marketing message, as green washing 
can be fatal to a business.  Builders, designers and architects are well aware of the growing demand for 
healthful products and are a strong driving force for this movement.  
 
To date, 92 cities in the United States with a population of greater than 50,000 currently have a green 
building program.  More importantly there are several key governmental, non-governmental and industry 
led environmental programs.   
 
Below are a few of the more prominent programs that affect the door industry. 
 
The Leadership in Energy and Environmental Design (LEED) Program  

• It is a voluntary green building rating system that has become very popular within the non-
residential construction industry.   

• It has recently expanded to include a residential standard (2008) 
• It is based on a point system, points are allocated for a variety of requirements like; 

o Using local materials, using wood from certified sources (FSC), use of rapidly renewable 
material sources, use of products containing recycled material content, the use of low 
volatile organic compounds (VOC), the use of Urea Formaldehyde free panels  

• Buildings can achieve either a certified, silver, gold or platinum rating. 
• With over 43,000 LEED accredited professionals in North America, LEED is likely to retain its 

prominent position. 
• LEED standards are often used unofficially by designers and builders who wish to build green.  

In this way it is becoming a de facto green standard.   
 
For more information on LEED certification go to www.cagbc.org  or www.usgbc.org. 
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The Energy Star Program  
• The Energy Star program through Natural Resources Canada is designed to reward products that 

are deemed energy efficient, from electric appliances to doors and windows.   
• Canada is divided into four climatic zones with increasing requirements as they move from 

warmer to colder climates.  
• Zone A includes coastal British Columbia and Zone D is composed of the far north and Canadian 

arctic regions. Zones B and C fall in between.   
• To date Ontario has mandated Zone A regulations.   In B.C. zone A regulations come in to effect 

on January 2009.  
• These standards are continually being monitored and revised. 
• As an incentive for purchasing Energy Star products, consumers do not have to pay provincial 

sales tax on these purchases.   
• For more information on the Canadian Energy Star program please visit: 

http://oee.nrcan.gc.ca/english/index.cfm 
• The US also has an Energy Star program with slightly differing regulations but the Canadian 

government and the US government are currently working together to see if they can align the 
programs which would be helpful to manufacturers that sell into both markets. 

• For more information on the American Energy Star program please visit: 
http://www.energystar.gov/ 

 
Opportunities  

• Manufacturers should be able to communicate the environmental benefits of wood doors such as:  
o Renewability 
o Biodegradability 
o Recyclability 
o Energy required in production 

 
Threats  

• Future Energy Star standards have the potential to limit wood exterior doors in the market. 
• Testing requirements to receive Energy Star certification could be costly for smaller companies.  
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2 The 2015 Home:  Smaller but Better? 
Trend:  After decades of increasing average home size in the US and Canada, demographics, economic 
conditions, and sustainability concerns are projected to halt and even reverse growth in floor area.   
 
Discussion 
The National Association of Homebuilders in the US surveyed over 500 architects, designers, 
manufacturers, and marketing experts to gauge their feelings on the housing market going forward to 
2015.  They found that there is a general feeling that home size will stagnate, with some calling for it to 
actually decrease over the next decade.   
 
From 1973 when average home size in the US was 1500 square feet, average floor area approached 2500 
square feet in 2006.  In 2015 the experts surveyed believed home size will be between 2300 and 2500 
square feet, ending three decades of growth.* 
 
This projected outcome is based on several trends.  

1. Land price is continually increasing driving parcel sizes to be smaller. 
2. Zoning and community planning in more often capping floor area. 
3. Baby boomers retiring and downsizing. 
4. Sustainability and environmental footprint.   
5. High cost of materials and trades.   
6. Time for upkeep and maintenance 

 
This trend, however, is not all bad news.  Buyers in move-up and luxury homes are trading size for 
quality and features.  This means there will be a greater focus on quality materials. It is not clear what the 
smaller home of the future will do to door demand.  The move to great rooms without separation takes 
away from possible interior doors.  However, the move to more bathrooms and dedicated laundry rooms 
will drive interior door demand as these rooms require doors.   Entry door volumes are generally not 
susceptible to home size. The average entry door size is not decreasing; in fact it may be increasing 
slightly as ceiling height increases as well as the fact that the entry door is seen as a design statement on 
many homes. 
 
*Average home size in Canada is generally about 400 square feet less than in the US. 
 
Opportunities  

• Introduce higher-end interior doors that focus on quality and design.  
o Consider solid wood doors 
o Consider higher value materials like specialty veneers 
o Develop marketing strategies to elevate the interior door to a design priority. 

• As floor space decreases, ceiling height is increasing to compensate. There is a niche opportunity 
for taller than usual doors for these spaces.  

 
Threats  
Possible decrease in number of interior doors per house. 
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3 Canadians Abandon the American Dream 
Trend: Over the past decade, multi-family housing has grown from 37% to 47% of Canadian new starts. 
This shift will have serious implications for the cabinet market.   
 
Discussion 
Canadians are making a marked shift towards multi-family housing such as condominiums and 
townhouses.   
 
In 2006, 47% of housing starts were multi-family in Canada as compared to 18.5% for the US.  Just a 
decade earlier these statistics were 37% for Canada and 21.5% for the US. This is especially true in larger 
urban centres.  In Vancouver for example, multi-family dwellings represented 80% of new house starts in 
2007.  While a detached home with a lawn and garage continues to be a strong component of the 
American Dream, Canadians appear to be gravitating towards the European reality of multi-family 
homes.   
 
Reasons cited are: 

• Affordability:  Young families and first time buyers can’t afford houses in many urban centres. 
• Convenience:  Dual income households have no time for home and garden maintenance or choose 

leisure in their time off. 
• Demographics: Baby boomers are downsizing and downloading responsibilities. 
• Urban density:  some major centres have few if any new building lots close to the city core.   
• Sustainability:  Knowledge of environmental impact of single-family homes and lifestyles (i.e. 

commuting) is becoming more readily available, so this trend will likely continue.  
 
Characteristics of multi-family construction differ with respect to material selection from detached 
housing in the following ways: 

• Units are smaller than detached homes  
• The developer makes material choices and a small package of choices is put together for the end-

consumer.  Developers generally are driven by material cost and installed costs in developing 
these package options.   

o However, as a more diverse range of consumers is opting for multi-family living, 
developers are being forced to offer various styles and price-points. 

• Owners have limited ability to renovate those items that fall into the common areas like entrance 
doors, windows and balcony areas.  

• Since many kinds of renovations are restricted or controlled by the council, owners can focus 
their resources on the areas they do have control over like interior doors. 

 
The multifamily trend also changes the decision making landscape for all products.  Two new decision 
makers are added to the fold for new construction and renovation.  Manufacturers must come up with 
strategies to serve these new decision makers.     

1. Builders and professional renovators (existing) 
2. Owners (existing) 
3. Developers (new) 
4. Strata Councils (new) 
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Opportunities  
• There is opportunity to develop and market a solid core wood door for quality and acoustical 

performance in smaller spaces.    
• Flexible floor plans are crucial to condo and townhouses so pocket doors and other innovative 

ways to create flex spaces will continue to be important.  
• Townhouse entry doors can be wood and are often signature pieces of development.   

 
Threats  

• Condominium style multi-family buildings generally have only one entry door that opens to a 
common interior corridor.  These doors are subject to fire code restrictions and are not generally 
wood.   

• Multi-family units generally have fewer rooms, hence fewer interior doors. 
 
 

4 Housing Boom Hangover 
Trend:  Demand for building materials for new starts and remodeling will be suppressed for 2-3 years.   
 
Discussion 
New residential starts generally follow the cyclical nature of the US and Canadian economies.  However, 
the current downturn in US housing is an extraordinary event.  Prolonged low interest rates in the US 
caused a multitude of market distortions in both the boom and now the bust.   
 
During the boom part of the cycle rapidly rising costs, trade shortages, and material backorders were 
common.  Housing starts in the US were very high and market speculation raised real estate prices.  With 
prolonged low interest rates those who could afford to buy did so.  With few qualified buyers left to 
market to, lenders began relaxing mortgage criteria.  This prolonged the housing start boom and the price 
speculation.   
 
Renovation was also high during the housing boom.  With rapidly escalating real estate values, 
homeowners took advantage of equity loans to improve their homes.   
 
In 2007 interest rates and failed renewals of unconventional mortgages moved real estate into a bust.  In 
the fall of 2007 it was estimated that the US had an inventory of 700,000 homes overbuilt.  Real estate 
prices stalled then receded.  It is projected that single family housing starts may be as low as one million 
in 2008, after approaching two million in 2006.  With new start demand cut almost in half, building 
material markets are directly affected.   
 
Under normal economic conditions, renovation and remodeling expenditures are on a two-year lag when 
compared to new building activity.  However, renovation and remodeling demand is following new starts 
in a more immediate manner in this downturn.  First, there were a lot of renovation and remodeling 
activities during the housing boom and there is little pent up demand.  Second, renovation and remodeling 
is often financed through equity loans but in this time of real estate deflation, equity is decreasing.  This 
makes less money available for renovation loans.   
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Given all of this, building materials in both new starts and renovation will experience a 2-3 year time 
period of suppressed demand while the market corrects.   
 
Threats 

• Door producers will feel price pressure as they compete for fewer transactions. 
• Supply of offshore and US doors will seek out the relatively healthier Canadian market. 
• Fewer new starts mean fewer doors, especially interior doors that are not commonly replaced in 

renovations. 
 
 

5 Which Wood Now? 
Trend: Douglas fir and hemlock face increasing competition at both the low-end and the high-end of the 
door market.  
 
Discussion 
While stile and rail doors make up a small proportion of interior and exterior doors, the category is 
important on a value and volume of wood basis.   
 
Interior stile and rail doors are dominated at the high-end by hardwoods such as oak, cherry, and maple.  
At the low-end of the market, imported radiata pine doors now make up 38% of the market.  These solid 
pine doors can be found in home centres at under $75 for a door slab made in China.  Douglas fir, 
hemlock, white pine, and ponderosa pine all lost market share between 2003 and 2005.   
 
Douglas fir and hemlock are traditionally used for exterior doors and maintain a dominant market share.  
However, in 2005 Douglas fir and hemlock slipped below 50% market share, again with competition at 
the high-end from hardwoods and at the low-end from radiata pine.   
 
Wood Species Market Share in Interior and Exterior Stile and Rail Doors 
 Interior 2003 Interior 2005 Exterior 2003 Exterior 2005 
Ponderosa 
pine 

13% 11% 8% 8% 

Radiata pine 35% 38% 5% 7% 
White pine 9% 6% 2% 2% 
D. fir / Hem. 12% 11% 53% 49% 
Hardwoods 31% 31% 31% 33% 

 Source:  WDMA, 2007 
 
Opportunities  

• Radiata pine imports from China is renewing interest in natural wood doors so this could be 
leveraged to market/reposition Douglas fir and hemlock doors as upgrade products. 

 
Threats  

• Douglas fir and hemlock face price pressure in the low end of the market from radiate pine.   
• Douglas for and hemlock face “prestige” pressure from hardwoods at the high end of the market.   
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6 Material Evidence 
Trend: Fibreglass has moved from a builder’s choice material to market recognition among renovating 
consumers. 
 
Discussion 
Wood doors once dominated the entry door market.  They were largely displaced by steel entry doors that 
were economical, secure, and weather resistant.  The remaining wood market share was for premium 
products.   
 
In the last decade fibreglass entry doors were introduced.  These doors have many of the characteristics of 
a steel door but are lighter and can look more “natural” with faux wood grain.  These doors can even be 
stained. They were first adopted by builders for new home construction.  However, fibreglass doors are 
now recognized by consumers and are starting to be used for repair and renovation.   
 
Fibreglass doors have eroded both wood and steel market shares.  They are projected to account for one 
third of entry doors used in the US by 2010. 
 
Entry Door Market Share, US 
 2005 2006 2010P 
Wood 11% 10 8 
Steel 66 64 58 
Fibreglass 23 26 34 

Source:  WDMA, 2007 
 
Opportunities 

• Fibreglass doors are bringing back the “wood look” to exterior doors.  Wood manufacturers can 
harness this momentum by targeting the buyer who is looking for authenticity of materials 
through design and marketing.  

o Wood ages gracefully with a natural patina 
o Wood is a natural product 
o Wood is a traditional material in the exterior door application 

 
Threats 

• Fibreglass doors can closely replicate the look and feel of wood without the maintenance that 
they represent a real threat to wood entry doors. 

 
 

7 Adding Inspiration to Market Domination 
Trend:  Wood interior doors hold close to 99% market share but the majority are lower value hollow 
core doors. 
 
Discussion 
Three types of wood doors hold close to 99% market share in the interior door market.  Stile and rail 
doors make heavy use of middle to high grades of wood and have 7% market share.  Solid core flush 
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doors make heavy use of low to mid-grade woods in the core and have a decorative veneer on the finished 
surface.  Solid core flush doors also hold 7% market share.  The main product used is a hollow core door 
at 85% market share.  Hollow core doors come in several finished formats, but all make relatively low use 
of wood.  As they are repeated elements in construction there constant price pressure on the item.  
 
In North American homes interior doors are seldom used to produce design statements.  They are more 
often employed to not draw attention to themselves, but to provide continuity in the home.   
 
Design and marketing can change this trend.  Interior doors can be marketed for design, security, and 
acoustical performance.  This will require new products and new marketing approaches to segment the 
market. 
 
Some likely markets to target are: 

• Higher-end multi-family developments  
• Multi-family and single family renovation  
• Urban infill homes that are smaller but of a higher level of finish. 

 
Opportunities  

• Leverage wood market share in this segment to sell higher value doors 
o Solid flush 
o Stile and rail 

• Offer new designs in stile and rail doors to bridge classic with contemporary. 
• Market solid flush doors for quality, security, design (in Europe doors are marketed like furniture) 

and privacy (acoustics) 
• Market solid interior doors as remodelling items.  This is especially appropriate for multi-family 

homes where only interior and non-structural changes can be made to a unit. 
 
 

8 Is That Real Wood? 
Trend: Natural looking wood as a material is enjoying a revival of sorts. The demand for clear finished 
wood doors is growing. Consumers at the high-end are willing to pay for the prestige and luxury of 
natural wood doors. 
 
Discussion 
There are several factors contributing to this.  

• A more favorable environmental profile since sustainable harvesting and awareness of its ability 
to reduce CO2 emissions by; the carbon sink effect of the forests, the carbon storage effect of 
wood products and as a substitution for carbon-intensive materials. 

• An awareness of the health and psychological benefits of using wood in interior spaces.  
• A renewed interest in the warm, natural aesthetic wood offers to an environment. This is due to 

the overload of plastics, steel and other less organic materials that have been so prominent for the 
last 20 years. 

 
This trend is quite strong among architects and interior designers and these influencers have an eventual 
impact on the choices that consumers make.  
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Natural wood interior and exterior doors are poised to capture additional market share. 
 
Opportunities  

• Include naturally finished doors in marketing materials.  
• Use the growing research on the health and psychological benefits of wood to promote clear 

finished wood doors. 
• Some manufacturers of door and windows are partnering with coating companies to provide a 

maintenance service.  The manufacturer undertakes a system specified by the coating company 
who then provides a maintenance service for the life of the windows. 

 
Threats 

• As clear finished doors become more common, exterior finish failure could cause considerable 
damage to consumer confidence of wood.  Many clear finishes are prone to early failure.  In order 
to avoid this situation manufacturers selling natural finished doors should be aware of current 
wood finish technologies.  

• To improve clear finish durability consider; 
o using water-based coatings since they have improved to the point of being at least as 

durable as oil-based ones if not offering improved durability,  
o pre-treating wood with  UV absorbers  to provide improved UV resistance, 
o using heartwood for doors to improve the durability of coatings since heartwood has less 

fungi friendly nutrients and more fungi un-friendly toxins. Certain species lend 
themselves better to this option such as Douglas fir and cedar.  

o Use of water repellents and mildewcides are a must.   
 
 

9 The Design Factor 
Trend: There is a definite trend toward innovation in the door and window industries. A survey 
conducted by Window & Doors in 2008 indicated that 44% of its readers expect that new products and 
innovation will be the key to competitiveness in the next year. 
 
Discussion 
“In many instances, consumers are moving away from the commodity mentality that has previously 
dominated the door and window industry toward an expectation for quality and performance.” (John 
Stephenson, President of Great Lakes Window) 
 
It is becoming increasingly important for manufacturers to stay abreast of design trends and be able to 
translate these trends into products that make sense for their particular brand and customer. The following 
is a summary of some of the trends influencing the door market. 
 
9.1 Exterior Doors  
The front door is being seen more and more as an important architectural statement. Entry doors are 
getting larger, both in height and width. Wood, as a higher-end option for front doors is thus experiencing 
considerable interest. These doors are quite elaborate and range from rustic to classical to contemporary 
in styling. Traditional front doors are being finished in elaborate multi-layer old-world finishes to achieve 
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the look and feel of antiques. They are actually finished then stripped and varnished to replicate vintage 
woodwork. Many companies are offering internal mini-blinds for sidelights (some are even motorized). 
 
9.2 Interior doors  
Interior doors are experiencing a creative overhaul with innovations like chalkboard finishes and custom 
images printed on them. In addition, wood doors are starting to deviate from the standard hollow core and 
standard style and rail to include more variation.  Specialty doors like those with acoustical properties are 
being sought out for media rooms 
 
As interior spaces are becoming more flexible in design, pocket doors and other ways of partitioning off 
rooms when needed are becoming popular. The quiet close and magnetic latches that have revolutionized 
the cabinet industry in the last few years are starting to appear on interior doors in Europe and may well 
be something to keep an eye on for the future in the North American market. 
 
9.3 Door Hardware  
Door security is important and influencing door hardware.  Multipoint locking solutions are becoming the 
standard in homes and businesses across the US. The combination of hooks and shoot bolts in these 
systems offer excellent security. While this hardware has been used extensively for patio doors it is only 
recently being used in entrance doors. Keyless entry technology is moving to finger scanners and even 
face scanners in combination with voice recognition. While these innovations are still at the beginning 
stages they have the ability to elevate the front door to a new level which is worth keeping an eye on for 
the high-end niche market. 
 
The shear variation on decorative hardware for doors both interior and exterior is indicative of the range 
in consumer style preferences. 
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Abstract 
Trendspotting is an important tool in enabling manufacturers to be proactive rather than reactive in their 
businesses.  This year we tracked trends in the window, door, cabinet, and outdoor projects segments.  A 
multidisciplinary team from marketing, design, and industry advising pulled together a list of trends that 
are currently or imminently going to affect these sectors.  Trends revolved around demographics, new 
materials, alternative species, sustainability, the economy, and other factors.  Each potential trend was 
researched as to current and potential opportunities and threats.  Four separate trend reports resulted from 
this effort. This document outlines trends pertaining to the windows sector.   
 
Some of the trends in this document are already established while others are in their infancy.  As a 
manufacturer it is up to you to pick and choose the trends and opportunities that best suit your 
manufacturing, marketing, and customer profile.  We hope this document can tip you off to new 
opportunities, alert you to some pitfalls, and inspire your product lines.  Good luck! 
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1 Sustainability on the Mind  
Trend: In the last year consumers have reached a tipping point of concern over environmental 
issues. The window industry is starting to respond to this demand and will need to continue to do 
so since environmental concerns will only continue to grow in the future and further enter the 
mainstream marketplace. 
 
Discussion 
While the general population has shown great concern for the environment in the past, studies 
indicate that consumers have been reluctant to pay the price premiums charged for green 
products. In the last few years the green trend has gained momentum and the environment is 
finally beginning to trump the North American pocketbook.  Consumers are beginning to show 
their concern for environmental sustainability through their willingness to pay price premiums 
required for environmentally friendly consumer products.  Sustainability, health, and the 
environment are now becoming key purchasing decision factors.  
 
This trend has been fuelled by massive media interest. It will be a challenge for companies to stay 
abreast of what is happening in their particular industry and market. The information regarding 
green practices for products, production processes and shipping is complex and subject to 
constant evolution. Companies that are not addressing sustainable design risk legislative as well 
as brand and sales impacts. It will be critical for manufacturers to match actual business practices 
to the marketing message, as green washing can be fatal to a business.  Builders, designers and 
architects are well aware of the growing demand for healthful products and are a strong driving 
force for this movement.  
 
To date, 92 cities in the United States with a population of greater than 50,000 currently have a 
green building program.  More importantly there are several key governmental, non-
governmental and industry led environmental programs.   
 
Below are a few of the more prominent programs that affect the window industry. 
 
The Leadership in Energy and Environmental Design (LEED) Program  

• It is a voluntary green building rating system that has become very popular within the 
non-residential construction industry.   

• It has recently expanded to include a residential standard (2008) 
• It is based on a point system, points are allocated for a variety of requirements like; 

o Using local materials, using wood from certified sources (FSC), use of rapidly 
renewable material sources, use of products containing recycled material content, 
the use of low volatile organic compounds (VOC), the use of Urea Formaldehyde 
free panels  

• Buildings can achieve either a certified, silver, gold or platinum rating. 
• With over 43,000 LEED accredited professionals in North America, LEED is likely to 

retain its prominent position. 
• LEED standards are often used unofficially by designers and builders who wish to build 

green.  In this way it is becoming a de facto green standard.   
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For more information on LEED certification, go to www.cagbc.org  or www.usgbc.org. 
 
The Energy Star Program  

• The Energy Star program through Natural Resources Canada is designed to reward 
products that are deemed energy efficient, from electric appliances to doors and windows.   

• Canada is divided into four climatic zones with increasing requirements as they move 
from warmer to colder climates.  

• Zone A includes coastal British Columbia and Zone D is composed of the far north and 
Canadian arctic regions. Zones B and C fall in between.   

• To date Ontario has mandated Zone A regulations.   In B.C. zone A regulations come in 
to effect on January 2009.  

• These standards are continually being monitored and revised. 
• As an incentive for purchasing Energy Star products, consumers do not have to pay 

provincial sales tax on these purchases.   
• For more information on the Canadian Energy Star program please visit: 

http://oee.nrcan.gc.ca/english/index.cfm 
• The US also has an Energy Star program with slightly differing regulations but the 

Canadian government and the US government are currently working together to see if 
they can align the programs which would be helpful to manufacturers that sell into both 
markets. 

• For more information on the American Energy Star program please visit: 
http://www.energystar.gov/ 

 
Opportunities  

• Companies can improve product energy efficiency by; 
o optimizing glass-to-frame ratio to improve U-factor total and solar heat gain 
o improve frame energy performance 

 explore energy performance of wood hybrid windows 
o triple glazing when appropriate 

 consider that location of coatings, optimum air spaces, seal area ,seal 
pressure, and the added weight of the unit will require suitably designed 
frames and window hardware 

o consider Krypton fill for smaller air spaces 
• Use of FSC certified, local, or recycled wood for LEED ready products. 

 
Threats 
Testing requirements to receive Energy Star certification are costly. 
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2 The 2015 Home:  Smaller but Better? 
Trend:  After decades of increasing average home size in the US and Canada, demographics, 
economic conditions, and sustainability concerns are projected to halt and even reverse growth in 
floor area.   
 
Discussion 
The National Association of Homebuilders in the US surveyed over 500 architects, designers, 
manufacturers, and marketing experts to gauge their feelings on the housing market going 
forward to 2015.  They found that there is a general feeling that home size will stagnate, with 
some calling for it to actually decrease over the next decade.   
 
From 1973 when average home size in the US was 1500 square feet, average floor area 
approached 2500 square feet in 2006.  In 2015 the experts surveyed believed home size will be 
between 2300 and 2500 square feet, ending three decades of growth.* 
 
This projected outcome is based on several trends.  

1. Land price is continually increasing driving parcel sizes to be smaller. 
2. Zoning and community planning in more often capping floor area. 
3. Baby boomers retiring and downsizing. 
4. Sustainability and environmental footprint.   
5. High cost of materials and trades.  
6. Time for upkeep and maintenance 

  
This trend, however, is not all bad news.  Buyers in move-up and luxury homes are trading size 
for quality and features.  This means there will be a greater focus on quality materials.  In 
addition, the number and size of windows is increasing as people attach more value to views and 
natural light. Since windows are becoming more and more energy efficient through technological 
advances, this will encourage people to continue to want as much glazing as possible in their 
homes. As the bar gets raised in the window market, premium features will become more 
standard. 
 
* Average home size in Canada is generally about 400 square feet less than in the US. 
 
Opportunities 

• Greater demand for premium windows may mean more sales of wood and wood clad 
windows. 

• Window sizes are increasing as ceiling heights increase to compensate for reduced floor 
space.  

 
Threats 

• Traditional market growth projections that rely on increasing floor size will not hold true.  
Market growth may come in average unit cost not increased numbers of units sold. 
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3 Canadians Abandon the American Dream 
Trend: Over the past decade, multi-family housing has grown from 37% to 47% of Canadian 
new starts. This shift will have serious implications for the cabinet market.   
 
Discussion 
Canadians are making a marked shift towards multi-family housing such as condominiums and 
townhouses.   
 
In 2006, 47% of housing starts were multi-family in Canada as compared to 18.5% for the US.  
Just a decade earlier these statistics were 37% for Canada and 21.5% for the US. This is 
especially true in larger urban centres.  In Vancouver for example, multi-family dwellings 
represented 80% of new house starts in 2007.  While a detached home with a lawn and garage 
continues to be a strong component of the American Dream, Canadians appear to be gravitating 
towards the European reality of multi-family homes.   
 
Reasons cited are: 

• Affordability:  Young families and first time buyers can’t afford houses in many urban 
centres. 

• Convenience:  Dual income households have no time for home and garden maintenance 
or choose leisure in their time off. 

• Demographics: Baby boomers are downsizing and downloading responsibilities. 
• Urban density:  some major centres have few if any new building lots close to the city 

core.   
• Sustainability:  Knowledge of environmental impact of single-family homes and 

lifestyles (i.e. commuting) is becoming more readily available, so this trend will likely 
continue.  

 
Characteristics of multi-family construction differ with respect to material selection from 
detached housing in the following ways; 

• Units are smaller than detached homes  
• The developer makes material choices and a small package of choices is put together for 

the end-consumer.  Developers generally are driven by material cost and installed costs in 
developing these package options.   

o However, as a more diverse range of consumers is opting for multi-family living, 
developers are being forced to offer various styles and price-points. 

• Owners have limited ability to renovate those items that fall into the common areas like 
entrance doors, windows and balcony areas.  

• Since many kinds of renovations are restricted or controlled by the council, owners can 
focus their resources on the areas they do have control over like cabinetry, flooring, and 
furnishings. 

 
The multifamily trend also changes the decision making landscape for all products.  Two new 
decision makers are added to the fold for new construction and renovation.  Manufacturers must 
come up with strategies to serve these new decision makers.     
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1. Builders and professional renovators (existing) 
2. Owners (existing) 
3. Developers (new) 
4. Strata Councils (new) 

 
Threats 

• Price premium for wood windows is generally unattractive for developers and builders in 
multifamily construction. 

• Maintenance requirements of wood are an added risk for developers and strata councils 
who prefer to minimize maintenance. 

 
 

4 Housing Boom Hangover  
Trend:  Demand for building materials for new starts and remodelling will be suppressed for 2-
3 years.   
 
Discussion 
New residential starts generally follow the cyclical nature of the US and Canadian economies.  
However, the current downturn in US housing is an extraordinary event.  Prolonged low interest 
rates in the US caused a multitude of market distortions in both the boom and now the bust.   
 
During the boom part of the cycle rapidly rising costs, trade shortages, and material backorders 
were common.  Housing starts in the US were very high and market speculation raised real estate 
prices.  With prolonged low interest rates those who could afford to buy did so.  With few 
qualified buyers left to market to, lenders began relaxing mortgage criteria.  This prolonged the 
housing start boom and the price speculation.   
 
Renovation was also high during the housing boom.  With rapidly escalating real estate values, 
homeowners took advantage of equity loans to improve their homes.   
 
In 2007 interest rates and failed renewals of unconventional mortgages moved real estate into a 
bust.  In the fall of 2007 it was estimated that the US had an inventory of 700,000 homes 
overbuilt.  Real estate prices stalled then receded.  It is projected that single family housing starts 
may be as low as one million in 2008, after approaching two million in 2006.  With new start 
demand cut almost in half, building material markets are directly affected.   
 
Under normal economic conditions, renovation and remodelling expenditures are on a two-year 
lag when compared to new building activity.  However, renovation and remodelling demand is 
following new starts in a more immediate manner in this downturn.  First, there were a lot of 
renovation and remodelling activities during the housing boom and there is little pent up demand.  
Second, renovation and remodelling is often financed through equity loans but in this time of real 
estate deflation, equity is decreasing.  This makes less money available for renovation loans.   
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Given all of this, building materials in both new starts and renovation will experience a 2-3 year 
time period of suppressed demand while the market corrects.   
 
Opportunities  

• Custom windows may make a resurgence after having been subjugated to stock windows 
during the recent building boom.  

 
Threats  

• With less money available for repair and remodelling, some customers will choose lower 
cost products rather than wood.  

• Window producers are likely to feel price pressure as they compete for fewer 
transactions. 

• Competition from US producers in the Canadian market may become more intense as 
their building activity slumps.   

 
 

5 Which Wood Now? 
Trend:  Though ponderosa pine still dominates the US window industry, alternative softwoods 
and oak are taking market share.  This increasing exposure of alternate species is beneficial to 
Canadian manufacturers looking to market into the US.   
 
Discussion 
Ponderosa pine was once the mainstay of the millwork and moulding industries in the US.  
However, over the past two decades the supply of ponderosa pine lumber has decreased 
dramatically with corresponding price increases.  The window market is the last market 
remaining that makes high use of ponderosa pine.   
 
However, ponderosa pine is being displaced in the window sector.  Between 2003 and 2005, the 
ponderosa pine market share dropped 11%.  This has been made up by increased use of radiata 
pine from the Southern Hemisphere, and Douglas fir and hemlock for the west.  Interestingly, oak 
picked up considerable market share at the high-end during this period.   
 

  2003 2005 
Ponderosa Pine 79% 68 
Southern Yellow Pine 1 1 
Radiata Pine 5 8 
White Pine 4 4 
D. Fir / Hem. 6 9 
Other Softwood 3 5 
Oak 1 4 
Other Hardwood 1 1 

Source:  WDMA, 2005 / 2007 
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Opportunities 
• US consumers are exposed to alternative species, which should ease consumer resistance 

to Canadian windows that are predominantly made of Douglas fir and hemlock. 
 
Threats  

• Radiata pine imports are beginning to dominate the low-end of the market. 
• Hardwoods are making serious inroads at the high-end of the market. 

 
 

6 Wood Windows Have It All 
Trend:  Consumers willing to pay for wood windows also demand premium features. While 
wood windows have lost a small share of the overall market, manufacturers appear to be selling 
higher-value windows with special features. 
 
Discussion 
Consumers who are willing to pay for wood windows are also more inclined to demand specialty 
features. For example they place greater importance on low-E glass. 
 

Type Wood Total 
Clear 27% 42% 
Tinted 3% 2% 
Reflective 1% 1% 
Low-E* 70% 56% 

*Combination of Low-E and tinted product 
U.S. Conventional Residential Windows Segmented by Glass Type (2005) 
Source:  WDMA, 2007 
 
In addition, consumers of wood windows are more likely to demand energy efficiency ratings and 
certification.  

Type Wood Vinyl Aluminum/Other Total 
NFRC Rating Only 25% 35% 35% 32% 
NFRC and Energy 
Star Rating 

70% 50% 35% 53% 

No Rating 5% 15% 30% 15% 
U.S. Conventional Residential Windows Segmented by Energy Rating Type (2005)  
Source:  WDMA, 2007 
 
Opportunities  

• Focus on the consumer to determine and deliver desired features in wood windows to 
increase the value of your product offerings. 

• Consider the following features; 
o Integrated blinds 
o Electronically controlled integrated blinds 
o Energy star rating 
o Dynamic glazing 
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o Low-visibility screens 
o Specialty glass  

 Unique obscured glass 
 Leaded and bevelled glass 

 
 

7 Material Evidence 
Trend: Vinyl continues to take market share from wood, and now fibreglass is coming on 
strong.  
 
Discussion 
Wood clad windows (both aluminum and vinyl) continue to see market share erosion to vinyl.  
Vinyl windows have been the main threat to wood since 1990.  Vinyl is lightweight and weather 
resistant and thus, well suited for windows. The main competitive advantage of vinyl windows 
over wood however, is price.  The average wood window is approximately 123% more expensive 
than an equivalent vinyl window, and 157% more expensive that a similar aluminum window.   
 
Fibreglass is a relatively new material in the window sector. It has achieved remarkable success 
in the entry door market and this success is translating to the window sector. While total market 
share is relatively small, it has shown considerable increases in the last few years. 
 
On a positive note, wood windows command a considerable premium in the market and still 
maintain a combined (wood and wood clad) 28% market share.  This speaks to consumer 
preference for this material.   
 
Overall Material Market Share for Windows, US 

 2003 2005 
Wood 2% 2 
Alu-clad wood 19 16 
Vinyl-clad wood 10 10 
Aluminum 14 13 
Vinyl 53 58 
Fibreglass / Other 2 3 

Source:  WDMA 2007 
 
Looking closer at wood window demand in the US there are marked differences in new starts, 
remodelling and repair.  Wood windows dropped from 34% market share in new starts in 2003 to 
27% in 2005.  Wood market share in remodelling and repair retained much of its market share.  In 
fact, remodelling is the strongest market for wood windows.  
 
Wood and Clad Wood Market Share by Market, US 

 2003 2005 
New 34% 27% 
Remodel 38 35 
Repair 20 21 

Source:  WDMA 2007 
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Opportunities  

• Promote wood as a natural or environmental choice amongst man-made alternative 
materials.  

• Fibreglass clad windows may be an opportunity for a window that offers the best of both 
worlds, real wood on the inside and the look and stainability of wood on the outside but 
with lower maintenance.   

 
Threats 

• Fibreglass is a threat to the wood window as it offers stainability like wood but less 
maintenance.  A focus on the wood fiberglass window could mitigate this threat.   

 
 

8 Is That Real Wood? 
Trend: Natural looking wood as a material is enjoying a revival of sorts. The demand for clear 
finished wood windows is growing. Consumers at the high-end are willing to pay for the prestige 
and luxury of natural wood windows.  
 
Discussion 
There are several factors contributing to this.  

• A more favorable environmental profile since sustainable harvesting and awareness of its 
ability to reduce CO2 emissions by; the carbon sink effect of the forests, the carbon 
storage effect of wood products and as a substitution for carbon-intensive materials. 

• An awareness of the health and psychological benefits of using wood in interior spaces.  
• A renewed interest in the warm, natural aesthetic wood offers to an environment. This is 

due to the overload of plastics, steel and other less organic materials that have been so 
prominent for the last 20 years. 

 
This trend is quite strong among architects and interior designers and these influencers have an 
eventual impact on the choices that consumers make. Natural wood windows are poised to 
capture additional market share. 
 
Opportunities  

• Use the growing research on the health and psychological benefits of wood to promote 
clear finished wood windows on the interior side.  . 

• Some manufacturers of door and windows are partnering with coating companies to 
provide a maintenance service.  The manufacturer undertakes a system specified by the 
coating company who then provides a maintenance service for the life of the windows. 

 
Threats 

• As clear finished windows become more visible, exterior finish failure could cause 
considerable damage to consumer confidence of wood.  Many clear finishes are prone to 
early failure.  In order to avoid this situation manufacturers selling natural finished 
windows (on the exterior side) should be aware of current wood finish technologies.  
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• To improve clear finish durability consider; 
o using water-based coatings since they have improved to the point of being at 

least as durable as oil-based ones if not offering improved durability,  
o pre-treating wood with  UV absorbers  to provide improved UV resistance, 
o using heartwood for windows (especially on the exposed side) to improve the 

durability of coatings since heartwood has less fungi friendly nutrients and more 
fungi un-friendly toxins. Certain species lend themselves better to this option 
such as; Douglas fir and cedar.  

o Use of water repellents and mildewcides are a must.   
 
 

9 The Design Factor 
Trend: There is a definite trend toward innovation in the window industry. A survey conducted 
by Window & Doors in 2008 indicated that 44% of its readers expect that new products and 
innovation will be the key to competitiveness in the next year. 
 
Discussion 
 
“In many instances, consumers are moving away from the commodity mentality that has 
previously dominated the door and window industry toward an expectation for quality and 
performance.” (John Stephenson, President of Great Lakes Window) 
 
It is becoming increasingly important for manufacturers to stay abreast of design trends and be 
able to translate these trends into products that make sense for their particular brand and 
customer. The following is a summary of some of the design trends influencing the window 
market. 
 
9.1 Window Configurations  
In general, there is increased demand for fixed and sliding windows.  Hung windows still make 
up 62% of the US and 49% of the Canadian market but overall this market share is down in 
recent years.  For the wood window market specifically, double hung make up 51% of all window 
configurations sold in the US in 2006.  
 
Oversized picture windows are becoming very popular.  This is in part due to the increased 
appreciation for natural light and outside views.  It is also made possible by energy efficient 
innovations such as low-E glass, double and triple glazing and argon filling.This trend will likely 
continue since ceiling height in an average home has been rising for the past 10 years and by 
2015 it is expected that the average home will have 9’ ceilings on the first floor and some may 
even have 10’ ceilings. Upscale homes will have at least 10’ standard ceiling on the entry level 
with 9’ standard ceiling on the other floors. 
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Skylights, on the other hand have become less popular in recent years. This is driven in part by 
the impact of energy efficiency requirements on building codes and the availability of tubular 
skylights. 
 
9.2 Hardware Evolution 
Window hardware is continuously evolving so that yesterday’s high-end options are 
today’s standard features. Windows that are easier to install, service and clean are in 
demand. 
 
Advances in performance and user-friendliness include; 

• Fold-down and concealed cranks 
• Better tilt and turn hardware 
• Less crank out and more push out hardware 
• Stainless steel 
• Replacement windows with a sash that can be rotated to allow cleaning of the outside 

glass from the inside 
Improved aesthetics are increasingly the differentiator in hardware and include things like; 

• Tremendous variety in styling and finishes  
• Trend toward simpler designs and European inspired functionality 
• Interchangeable aesthetics on standard platform (this provides inventory benefits to the 

manufacturer as well as aesthetic choices to the consumer. 
• Internal mini-blinds (some are even motorized) 

 
Keep an eye on bathroom hardware finishes to see what will happen in window and door 
hardware. 
 
9.3 Technology 
Smart glass is considered the way of the future. While dynamic glazings are prohibitively 
expensive for mainstream use yet, they have the potential to greatly reduce power consumption.  
These glazings can be made by coating glass with extremely thin layers of electronically 
controlled film.  They can also be made by adding an in-pane insulating material called aerogel.  
Smart windows can be switched from light to dark by using a remote control. This technology 
would allow homeowners to control the amount of heat and light that enters a room. This will be 
especially important for climates that are unpredictable.  
 
Printing on glass is becoming easier through the use of digital technology. Commercial 
environments have been using this technology for some time and it is now catching on in 
residential applications. They are being used on feature windows, glass partitions and closet 
doors. 
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Abstract 
Trendspotting is an important tool in enabling manufacturers to be proactive rather than reactive in their 
businesses.  This year we tracked trends in the window, door, cabinet, and outdoor projects segments.  A 
multidisciplinary team from marketing, design, and industry advising pulled together a list of trends that 
are currently or imminently going to affect these sectors.  Trends revolved around demographics, new 
materials, alternative species, sustainability, the economy, and other factors.  Each potential trend was 
researched as to current and potential opportunities and threats.  Four separate trend reports resulted from 
this effort. This document outlines trends pertaining to the cabinets sector.   
 
Some of the trends in this document are already established while others are in their infancy.  As a 
manufacturer it is up to you to pick and choose the trends and opportunities that best suit your 
manufacturing, marketing, and customer profile.  We hope this document can tip you off to new 
opportunities, alert you to some pitfalls, and inspire your product lines.  Good luck! 
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1 Sustainability on the Mind 
Trend:  In the last year consumers have reached a tipping point of concern over environmental issues. 
The cabinetry industry is starting to respond to this demand and will need to continue to do so since 
environmental concerns will only continue to grow in the future and further enter the mainstream 
marketplace. 
 
Discussion 
While the general population has shown concern for the environment in the past, studies indicate that 
consumers have been reluctant to pay the price premiums charged for green products.  In the last few 
years though, the green trend has gained momentum and the environment is finally beginning to trump 
the North American pocketbook.  Consumers are beginning to show their concern for environmental 
sustainability through their willingness to pay price premiums for environmentally friendly consumer 
products.  Sustainability, health, and the environment are now becoming key purchasing decision factors.  
 
This trend has been fueled by massive media interest. It will be a challenge for companies to stay abreast 
of what is happening in their particular industry and market. The information regarding green practices 
for products, production processes and shipping is complex and subject to constant evolution. Companies 
that are not addressing sustainable practices risk legislative as well as brand and sales impacts. It will be 
critical for manufacturers to match actual business practices to the marketing message, as green washing 
can be fatal to a business.  Builders, designers and architects are well aware of the growing demand for 
healthful products and are a strong driving force for this movement.  
 
To date, 92 cities in the United States with a population of greater than 50,000 currently have a green 
building program.  More importantly there are several key governmental, non-governmental and industry 
led environmental programs. 
 
Below are a few of the more prominent programs that affect the cabinet industry. 
 
The Leadership in Energy and Environmental Design (LEED) Program  

• It is a voluntary green building rating system that has become very popular within the non-
residential construction industry. 

• It has recently expanded to include a residential standard (2008) 
• It is based on a point system, points are allocated for a variety of requirements like: 

o Using local materials, using wood from certified sources (FSC), use of rapidly renewable 
material sources, use of products containing recycled material content, the use of low 
volatile organic compounds (VOC), the use of Urea Formaldehyde free panels  

• Buildings can achieve either a certified, silver, gold or platinum rating. 
• With over 43,000 LEED accredited professionals in North America, LEED is likely to retain its 

prominent position. 
• LEED standards are often used unofficially by designers and builders who wish to build green.  

In this way it is becoming a de facto green standard.   
 
For more information on LEED certification go to www.cagbc.org  or www.usgbc.org. 
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The Environmental Stewardship Program (ESP)  
• A new environmental standard for producers of cabinetry developed by The Kitchen Cabinet 

Manufacturers Association (KCMA)  
• It was launched in August 2006 and as of early 2008 the program had certified 90 brands with 

more than 20 others on their way to achieving certification.   
• Based on a point system where points are awarded on compliance in five categories: air quality, 

product resource management, process resource management, environmental stewardship, and 
community relations.  

• Provides a measurable definition of the green standards and a case as to why the purchase of 
domestic wood products is a good fit for the green conscious consumer. 

• For more information on ESP go to www.greencabinetsource.org 
 
California Air Resource Board (CARB) Formaldehyde Regulations 

• Formaldehyde emission standards for products containing hardwood plywood, MDF and 
particleboard.   

• Effective January 2009 
• Goal of improving indoor air quality through the gradual elimination of formaldehyde off-

gassing.  
• These regulations are extremely strict in the second phase of the program starting in 2011.   
• Important because what happens in California will likely be adopted in some form in the rest of 

North America. 
• Standard available at:  www.arb.ca.gov/toxics/compwood/factsheet.pdf 

 
Side Box Case-Study 

“Snaidero USA offers Italian kitchens manufactured with environmental responsibility. Snaidero 
uses a recyclable-waste collection system that has enabled a 90% reduction in the quantity of 
waste produced. Also they have been recycling a range of materials such as iron, steel, aluminum-
copper, polyethylene, polystyrene, paper, cardboard and wood. Water consumption for production 
purposes has dropped more than 50% from 1999 to 2007. The company’s fuel consumption 
decreased from 751,264 kg/year in 1999 to 94,300 in 2006, a reduction of more than 80%. They 
have begun to gradually replace the solvent-based finish with new ones that have very low level 
of VOC’s or are water -based.” 

 
Threats  

• Manufacturers who do not start strategically adopting greener practices may find themselves 
unable to catch-up. 

• Wood may find itself losing market share to other materials like steel or rapidly renewable 
materials like bamboo. 

• Change to greener materials is not always simple substitution:    
o Water-based finishes require different application methods are rapidly improving to 

capture green demand.   
o Site finishing of cabinet or trim components is becoming difficult if any VOC off gassing 

may occur.    
o Demand for low VOC board products is developing faster than supply.  This is situation 

is always changing but ensuring supply continuity for purchasers is good business 
practice.    
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Opportunities 

• Develop an ‘Eco’ cabinet line to target this growing niche market. Consider low VOC panels, 
water-borne finishes, local species etc... Even if demand in your particular market is relatively 
low at the moment, it will prepare your company for the projected market shift and will go a long 
way to improve your company’s image. 

• Develop capability to reuse and retro-fit cabinet boxes. Consumers interested in renovating, but 
unable to afford an entirely new set of cabinets may be very interested in reusing their current 
cabinet boxes as an environmentally and economically sound choice.   

• Develop a market strategy to include the green message to give a competitive edge over offshore 
imports. 

 
 

2  The 2015 Home:  Smaller but Better? 
Trend:  After decades of increasing average home size in the US and Canada, demographics, economic 
conditions, and sustainability concerns are projected to halt and even reverse growth in floor area.   
 
Discussion 
The National Association of Homebuilders in the US surveyed over 500 architects, designers, 
manufacturers, and marketing experts to gauge their feelings on the housing market going forward to 
2015.  They found that there is a general feeling that home size will stagnate, with some calling for it to 
actually decrease over the next decade.   
 
In 1973 the average home size in the US was 1500 square feet. In 2006, the average floor area approached 
2500 square feet. The experts surveyed believed home size will be between 2300 and 2500 square feet by 
2015, ending three decades of consistent growth. Bear in mind that the average home size in Canada is 
generally about 400 square feet less than in the US. 
 
This projected outcome is based on several trends.  

1. Land price is continually increasing driving parcel sizes to be smaller. 
2. Zoning and community planning in more often capping floor area. 
3. Baby boomers retiring and downsizing. 
4. Sustainability and environmental footprint.   
5. High cost of materials and trades.   
6. Time for upkeep and maintenance 

 
This trend, however, is not all bad news.  Buyers in move-up and luxury homes are trading size for 
quality and features.   

• General focus on quality materials 
• Taller walls (9 and 10 foot) 
• More and bigger baths 
• Dedicated laundry rooms and other specialty rooms like gyms, hobby rooms or home theatres 
• More built-in cabinets 
• Melding of the living room and kitchen to make the “great room” 
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Opportunities 
• Manufacturers could improve their offerings for higher-end upgrades and features. 
• Keep abreast of trends in furniture since kitchens trends tend to follow with open floor plans and 

great rooms. 
• Market cabinetry options uniquely for bathroom and laundry.  

 
Threats 

• Finish quality of kitchen cabinets is being influenced by furniture finish quality and kitchen 
manufacturers will be held to this high standard. 

 
 

3 Canadians Abandon the American Dream 
Trend: Over the past decade, multi-family housing has grown from 37% to 47% of Canadian new starts. 
This shift will have serious implications for the cabinet market.   
 
Discussion 
Canadians are making a marked shift towards multi-family housing such as condominiums and 
townhouses.   
 
In 2006, 47% of housing starts were multi-family in Canada as compared to 18.5% for the US.  Just a 
decade earlier these statistics were 37% for Canada and 21.5% for the US. This is especially true in larger 
urban centres.  In Vancouver for example, multi-family dwellings represented 80% of new house starts in 
2007.  While a detached home with a lawn and garage continues to be a strong component of the 
American Dream, Canadians appear to be gravitating towards the European reality of multi-family 
homes.   
 
Reasons cited are: 

• Affordability:  Young families and first time buyers can’t afford houses in many urban centres. 
• Convenience:  Dual income households have no time for home and garden maintenance or choose 

leisure in their time off. 
• Demographics: Baby boomers are downsizing and downloading responsibilities. 
• Urban density:  some major centres have few if any new building lots close to the city core.   
• Sustainability:  Knowledge of environmental impact of single-family homes and lifestyles (i.e. 

commuting) is becoming more readily available, so this trend will likely continue.  
 
Characteristics of multi-family construction differ with respect to material selection from detached 
housing in the following ways: 

• Units are smaller than detached homes  
• The developer makes material choices and a small package of choices is put together for the end-

consumer.  Developers generally are driven by material cost and installed costs in developing 
these package options.   

o However, as a more diverse range of consumers is opting for multi-family living, 
developers are being forced to offer various styles and price-points. 

• Owners have limited ability to renovate those items that fall into the common areas like entrance 
doors, windows and balcony areas.  
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• Since many kinds of renovations are restricted or controlled by the council, owners can focus 
their resources on the areas they do have control over like cabinetry. 

 
The multifamily trend also changes the decision making landscape for all products.  Two new decision 
makers are added to the fold for new construction and renovation.  Manufacturers must come up with 
strategies to serve these new decision makers. 

1. Builders and professional renovators (existing) 
2. Owners (existing) 
3. Developers (new) 
4. Strata Councils (new) 

 
Opportunities  

• Develop cabinet (bathroom and kitchen) product lines that appeal to this type of homeowner; 
clean, simple lines to fit in to modern buildings and small spaces, space-saving features and 
compact, highly functional layouts.  

• Target marketing efforts at condo and townhouse owners by demonstrating these features in 
promotional materials and showrooms. 

• Create “developer” product lines that focus on cost, easy customization, and condominium 
appropriate design.    

 
Threats  

• Since this is a high-volume market, developers may turn to offshore cabinetry producers.  
• Smaller kitchens mean fewer cabinets per home.  

 
 

4 Housing Boom Hangover 
Trend: The demand for building materials and products for both new starts and remodeling will be 
suppressed for 2 -3 years.   
 
Discussion 
New residential starts generally follow the cyclical nature of the US and Canadian economies.  However, 
the current downturn in US housing is an extraordinary event.  Prolonged low interest rates in the US 
caused a multitude of market distortions in both the boom and now the bust.   
 
During the boom part of the cycle rapidly rising costs, trade shortages, and material backorders were 
common.  Housing starts in the US were very high and market speculation raised real estate prices.  With 
prolonged low interest rates those who could afford to buy did so.  With few qualified buyers left to 
market to, lenders began relaxing mortgage criteria.  This prolonged the housing start boom and the price 
speculation.   
 
Renovation was also high during the housing boom.  With rapidly escalating real estate values, 
homeowners took advantage of equity loans to improve their homes.   
 
In 2007 interest rates and failed renewals of unconventional mortgages moved real estate into a bust.  In 
the fall of 2007 it was estimated that the US had an inventory of 700,000 homes overbuilt.  Real estate 
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prices stalled then receded.  It is projected that single family housing starts may be as low as one million 
in 2008, after approaching two million in 2006.  With new start demand cut almost in half, building 
material markets are directly affected.   
 
Under normal economic conditions, renovation and remodeling expenditures are on a two-year lag when 
compared to new building activity.  However, renovation and remodeling demand is following new starts 
in a more immediate manner in this downturn.  First, there were a lot of renovation and remodeling 
activities during the housing boom and there is little pent up demand.  Second, renovation and remodeling 
is often financed through equity loans but in this time of real estate deflation, equity is decreasing.  This 
makes less money available for renovation loans.   
 
Given all of this, building materials in both new starts and renovation will experience a 2-3 year time 
period of suppressed demand while the market corrects.   
 
Threats 

• Cabinet manufacturers will feel price pressure as they compete for fewer transactions. 
• Offshore and US cabinet manufacturers are targeting a relatively healthy Canadian market 

increasing competition domestically. 
 
 

5 Material Evidence 
Trend: Maple is the new oak; the rest is a mixed bag.  Consumers are becoming more open to new and 
alternative species and materials.  
 
Discussion 
Oak was the dominant species in cabinetry for years, but in the new millennium oak was surpassed by 
maple as America’s favorite choice for cabinetry. Maple has been slowly increasing its market share 
during the past decade, likely due to its versatility and ability to take on a range of different stains and 
colours.  Though Oak is not at the top it is still a key species holding on to 22% of the American market. 
Cherry is the third most popular species because of its classic beauty.  
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Table 1 Wood Species Used in US Cabinets 2006 
 

Wood Species 2006 KBB 
Oak 22% 
Maple 47% 
Cherry 18% 
Birch 1.8% 
Hickory 4.3% 
Alder 2.4% 
Others 5% 

Source:  KBB, 2007 
 
There is also a noticeable growth in alternative wood species. This market tends to be served by the 
smaller cabinet shops. They tend to be more flexible in accommodating customer requests.  Smaller 
cabinet shops throughout the United States tend to specialize more in custom cabinets and alternative 
wood species. The wood species breakdown for cabinet manufacturers under $25 million in sales is 
somewhat different than that of the larger companies and overall market.  This difference shows that their 
competitive advantage lies in serving the consumer demand outside of standards like oak and maple.  
 
Table 2 U.S. Data for Wood Species in Kitchen Cabinets Broken Down by Company Size, 

2006  
 

Wood Species All companies Companies Under $25 Million 
Maple 47% 39% 
Oak (red and white) 22% 9% 
Cherry 18% 28% 
Hickory 4.3% 2% 
Alder 2.4% 7% 
Birch 1.8% 8% 
Others 5% 7% 

Source:  KBB, 2007 
 
Included in the ‘other’ category, are many of the unique species that customers are searching out to 
differentiate their kitchens, such as pine, ash, walnut, mahogany, lyptus, and other exotics.  Walnut is a 
dark wood that increased in popularity in the last few years and is expected to remain strong in 2008.  
Lyptus is a plantation grown species marketed on its environmental friendliness due to its fast rotation 
cycle.  This species is often used as a substitute for mahogany, but is a fraction of the price. 
 
Opportunities 

• Consider marketing strategies that ‘lead’ the market to new or underutilized species.  
o The trend towards the acceptance of new species makes this more achievable than in the 

past.  
• There is still considerable market for maple and bodes well for the future demand of Canadian 

maple cabinets. 
• Oak in new finishes can be seen as new again 
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Threats 
• Plantation species with fast crop rotations pose a threat, as these products are strongly promoted 

on being environmentally friendly.  While not a threat to cabinet makers this is a threat to 
Canadian lumber and veneer. 

 
 

6 Comfort with Ergonomics 
Trend: Much of the innovation in kitchen cabinetry in the past few years has been in the area of user-
friendliness. This trend is in part, due to the aging population and in part, due to an improved 
understanding of kitchen ergonomics.  
  
Discussion 
A key focus in ergonomic kitchen design is to maximize the use of easy to reach areas of the kitchen 
(above knee height and 1 foot above average head height). The following are some of the ways that this is 
being achieved: 
 

• backsplashes as part of the cabinetry with integrated tracks for storage,  
• drying racks located behind doors above the sink, 
• fewer wall cabinets and  
• lower cabinet space that is highly optimized by; 

o replacing doors and shelves with large drawers, 
o outfitting these large drawers with inserts to help organize and allow for easier access,   
o replacing static shelves with pull-outs of all kinds (i.e. pantry pull-outs, lazy-susan pull-

outs)  
 
Other ways cabinetry is becoming user-friendlier are:  

• Lift-up doors on uppers for easier access, some even have mirrors so you can see what is in the 
top shelf. 

• Pull-down shelving inserts from upper cupboards 
• Rounded corners to reduce the chance of injury and to allow for easier movement within the 

kitchen 
• Deeper, higher toe-kicks 
• Hardware innovations such as touch latches and quiet close are quickly becoming standard 

offerings and are moving into bathroom cabinetry. 
 
Side Box-Universal Design 
The design field has translated ergonomic information into principles for universal design that are 
employed to make spaces usable for all ages and all abilities. The main principles of universal design 
include flexibility, intuitive use, accident prevention, and minimizing fatigue.  Several leading cabinet 
manufacturers have developed product lines based on the principles of universal design. These product 
lines are often tested by users and certified as ‘user-friendly’. Some features they incorporate are: 

• Openings for wheel chairs 
• Easy to open door (large pulls or touch latch) 
• Lower storage 
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Opportunities 

• Offer a wide range of options for improving user-friendliness as standard features or upgrades.  
• Develop a line specifically for the physically or height challenged market. 

 
Threats 

• Many of the ergonomic developments are becoming standard offerings for some cabinet 
manufacturers.  Failure to offer them some of these features may date your product line.   

 
 

7 The Design Factor 
As people are exposed to a wide array of well-designed products in more and more categories, they are 
becoming more design-savvy. This requires cabinet manufacturers to stay abreast of trends so they can 
continue to produce trend-right products.  Below are some of the design trends affecting the cabinet 
industry today.  
 
7.1 Design Awakening Means More Contemporary Design 
While there is tremendous diversity in style preferences for cabinetry at the moment, there has been 
distinct growth in more contemporary, simple designs across all price points. This trend is part of a more 
general design-awakening happening in North America. There is a shift toward simplicity and 
unclutteredness in home and home furnishing design which is currently influencing cabinet design in both 
kitchens and bathrooms. Contemporary style is uniquely appealing since it is not bound by traditional 
elements, which means it offers a kind of flexibility for personalization that can go beyond traditional 
styles. Colors, materials and layouts can be whatever works for a particular situation. For this reason, this 
is a trend that will likely have continuing appeal.  
 
Contemporary kitchen design is characterized by the following style elements: 

• Cabinets which are frameless and use simple hardware (sometimes integrated pulls or none at all) 
• Door styles which are basic slab or non-standard frame and panel configurations like wide style 

and rail shaker-like doors with no raised or recessed panels and square edges 
• A mix of materials like frosted glass, stainless steel, plastic laminates 
• Geometric shapes and lines and even asymmetrical balance 
• Clean white or bold colours 
• Higher-deeper toe-kicks  
• Strong horizontal lines 
• Lighting that is abundant and adjustable, such as track lighting  
• Sweeping curves in countertops and/or cabinetry 
• Wood is used as a highlight or focal point (as countertop or backsplash for example) 
• Usually wood with a delicate grain like maple, birch, and ash are used in contemporary 

environments 
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7.2 Transitional styles 
The demand for transitional styles continues to be quite high. There are some North American consumers 
who are uncomfortable with the more minimalist, hard-edged contemporary styles and thus a kind of 
hybrid between traditional and contemporary styles has evolved. This ‘transitional’ style follows a trend 
that has been very strong in the residential furniture market. It is a blurring of the standard style categories 
of classic, country and contemporary. The result is a look that is clean lined but softened with some 
traditional elements. 
 
7.3 Shaker is the new ‘safe’ style 
The mainstream developer market with its high volume sales always influences the cabinet market. For a 
long time, golden oak with raised or flat panels was the developer cabinet standard. For the last several 
years this has largely shifted to maple or birch shaker cabinets with a clear finish. Since the mainstream 
developer market moves slow it can be expected to remain the safest choice for this mass market for some 
time. It is important to note that developers themselves are trying to differentiate to gain competitive 
advantage so this trend is not as all encompassing as it was in the days of golden oak! 
 
7.4 Finishes 
There is tremendous variation in finish choices so manufacturers will have to be flexible.  
 
Low-end (stock) 

• For traditional and country styles medium natural finishes are most prominent. Darker browns are 
still the biggest trend in the lower-end for transitional and contemporary styles.  

Mid-market (semi-custom) 
• For traditional styles medium natural finishes and glazed finishes are equally popular. For 

transitional and contemporary styles both dark browns and natural light finishes are popular but 
not much in between. 

High-end (custom) 
• Finishes for the traditional category are over the top elaborate with paint, distressing and glazing 

to create dramatic old-word style. On the other hand, contemporary styles are seen with natural 
finishes on species like walnut, wenge or white oak or high-gloss paint (usually white). 

 
Another trend in finishing that continues to be strong is mix and match - uppers different than lowers, 
island different than wall dependent cabinets. 
 
7.5 Materials 
Wood doors have managed to increase their dominance in the market, claiming almost 90% of sales 
volume (in the US), up from 88% the previous year. Thermo foil is the second most popular material but 
has only 6.4% of the market. It is likely that this spread will continue since wood is seen as a renewable 
material whereas thermo foil is vinyl and its environmental impact is under question. Lacquered doors 
also have a noticeable presence.  
 
Stainless steel has been a trend among appliances for sometime now, but today residential kitchens are 
taking inspiration from commercial kitchens where stainless steel is definitely prominent. Stainless steel 
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is not exclusive to appliances anymore as it is now being applied to backsplashes, countertops, tabletops 
and even cabinetry. 
 
Glass in doors has been popular for a while but now consumers are opting for frosted or otherwise 
obscured glass rather than plain. Issues of practicality usually win out over the long run and it is 
impractical to keep the contents of cupboards tidy at all times. Glass is also starting to show up in 
countertops as an alternative to granite, which has been a favorite for a long time. 
 
7.6 Lighting 
New ways to provide ambient lighting in kitchen and bath cabinetry are being driven partly by LED 
technology. Lighting is used to create dramatic effects for example: 

• Upper cabinets are lit from within with frosted glass doors 
• Upper cabinets flood the ceiling with lights on top 
• Even toe-kicks provide a place for light effects. 

 
 

8 Micro Trends 
Consumers are becoming less and less homogenous in their needs and wants. This has lead to many 
micro-trends and counter trends that represent niche opportunities for manufacturers. The following 
trends have resulted because of societal changes. 
 
8.1 The ‘Great Room’ 
As kitchens continue to open up in to living rooms to create ‘great rooms’, kitchen cabinets have had to 
blend in with living room furniture. As a result cabinetry is taking on some characteristics of furniture for 
example: 

• legs instead of toe-kicks,  
• face frame construction  
• free-standing cabinets  
• appliances and exhaust hoods hidden with cabinetry 

 
Opportunity 

• Take queues from the furniture market to see where the kitchen cabinet industry will go. 
 
8.2 Men in the Kitchen 
Traditional roles continue to change. Today, in many households the cooking is shared or even done 
mainly by the man. The number of women who are primary breadwinners has been steadily increasing 
indicating that this is not a temporary phenomenon. There is also little or no stigma left for men who 
enjoy cooking. There are many high-profile role models of chefs these days. In addition, with divorce 
rates at an all time high, many more men are living alone. 
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Opportunity  
• Develop products that reflect the need for two-person kitchens (rethink the typical work triangle). 
• Develop product lines specifically targeted to the male market (consider features like; higher 

counter-height, deeper/higher toe-kicks, darker colours, and stronger lines). 
• Develop marketing strategies that target this market.  

 
8.3 The Gentrification of the Bathroom, Laundry and Closet 
Bathrooms, laundry rooms and closets have been seen as mainly utilitarian are becoming less so. 
Particularly at the high-end of market, these rooms are being given much more attention. Bathrooms for 
example are being seen as mini-spas, or a place to go to rejuvenate from the day. Some of the common 
features of these bathrooms are: 

• Natural light 
• Natural materials like wood, stone and plants. 
• Seating like benches or chairs 
• Display shelving 

 
Laundry rooms and closets are also becoming more luxurious. There is more use of wood, both solid and 
veneer and cabinetry is more extensive with drawers and inserts. 
 
Opportunities 

• There is opportunity to apply the kind of ergonomic thinking that has gone into kitchens for 
bathrooms, laundry rooms and closets.  

o can seating be incorporated into bathroom cabinetry, drop down ironing boards, drying 
racks, ways to facilitate the separation of laundry?  

 
8.4 Do-It-Yourself (at least partly) 
The explosion of home renovating/decorating shows has simultaneously empowered the average 
homeowner and made them recognize their limitations. More and more homeowners are opting to do 
some, but not all of kitchen and bath renovations work themselves. In some cases they are doing the 
design work themselves and hiring out the installation or vice versa. In most cases, however, the 
homeowner does the purchasing of all products and supplies needed for the job. This trend is also affected 
by current economic conditions (US) that require many consumers to find ways to reduce the costs of 
renovations.  
 

Renovating jobs (2007) % Future Direction 
Professional  42.8% Decreasing 
DIY/Professional 27% Increasing 
DIY 30.2% Decreasing 
Kitchen and Bath Business, 2008 
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Opportunity 
• Consider developing products and services directed at this market 

o Consider easy ordering systems and assembly instructions (think IKEA) 
 
8.5 Euro-Style 
North American consumers can take their inspiration from wherever they find it and they are finding it 
often in Europe. With the internet and an influx of European design magazines, North Americans have 
easy access to the best of European design and innovation. The number of European kitchen and bath 
showrooms is increasing steadily in urban North America. This indicates a growing consumer interest in 
this kind of quality, high-tech, high-design product. These cabinets are finding their way not only into 
luxury single-family homes but more increasingly developers of high-end condominiums are specifying 
European cabinets. Some of the features of these kitchens are: 

• Strong horizontal lines 
o Long integrated pulls, horizontally oriented veneer,  
o Shorter, wider drawers and cabinets 

• Open space or open shelving in place of full uppers 
• High-gloss automobile finishes 
• Integrated backsplash systems 
• Knee-push openings for lower drawers/doors 

 
One key difference between North American and European cabinet manufacturers is that European 
cabinet manufacturers offer complete kitchen systems that are marketed as ‘designer kitchens’ and 
include hardware, countertops, door styles and even appliances that have all been carefully designed to 
work as a whole. This differs from the typical North American model where the manufacturer provides a 
multitude of options from which the buyer can mix and match to create their own style. In short, 
European cabinet manufacturers assume the role of design authority and North American cabinet 
manufacturers tend to see themselves as the provider of components for either interior designers or 
homeowners to create the complete system.  This use of design to differentiate also results in 
manufacturing efficiencies since fewer sku’s are offered.  
 
The European imports are currently dominating in the high-end contemporary market which is in a 
growth pattern. This market represents a high-margin opportunity for those companies that can design, 
manufacture and market to the sophisticated level required.  A few North American cabinet 
manufacturers are responding to this trend by developing their own ‘designer’ or ‘European’ lines. These 
product lines tend to be a blend between the European and North American models. These same 
manufacturers are using design as a marketing tactic by creating an image that is more current.  
 
Opportunity 
Work with design experts to help develop a total product approach to the kitchen. 
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Abstract 
Trendspotting is an important tool in enabling manufacturers to be proactive rather than reactive in their 
businesses.  This year we tracked trends in the window, door, cabinet, and outdoor projects segments.  A 
multidisciplinary team from marketing, design, and industry advising pulled together a list of trends that 
are currently or imminently going to affect these sectors.  Trends revolved around demographics, new 
materials, alternative species, sustainability, the economy, and other factors.  Each potential trend was 
researched as to current and potential opportunities and threats.  Four separate trend reports resulted from 
this effort. This document outlines trends pertaining to the outdoor living wood products sector.   
 
Some of the trends in this document are already established while others are in their infancy.  As a 
manufacturer it is up to you to pick and choose the trends and opportunities that best suit your 
manufacturing, marketing, and customer profile.  We hope this document can tip you off to new 
opportunities, alert you to some pitfalls, and inspire your product lines.  Good luck! 
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1 Do More with Less 
Trend: House sizes are starting to stagnate and even decrease while lot sizes have been 
declining for the last 15 years.  
 
Discussion   
After decades of increasing average home size in the US and Canada, demographics, economic 
conditions, and sustainability concerns are projected to halt and even reverse growth in house 
size.  
  
At the same time, the average lot size for new homes has decreased from 10,000 square feet in 
1990 to 8,500 square feet today. (NAHB, 2007) 
 
The likely implication of these trends for producers of outdoor products is that the demand for 
their products will shift to lower volume but higher quality. Smaller inside living spaces will 
continue to give outdoor living spaces importance. 
 
Opportunities 

• Begin to introduce products that appeal to a higher-end market.  Consider: 
o radius edges 
o sanding parts that come in to contact with people 
o designing in features that add to durability, ease of installation, user-friendliness 

 
Threats 

• Consumers may choose higher cost plastics for decks and furniture as their dollar 
stretches further in a smaller yard.  

 
 

2 Canadians Abandon the American Dream 
Trend: Over the past decade, multi-family housing has grown from 37% to 47% of Canadian 
new starts. This shift will have serious implications for the outdoor products market.   
 
Discussion  
Canadians are making a marked shift towards multi-family housing such as condominiums and 
townhouses.   
 
In 2006, 47% of housing starts were multi-family in Canada as compared to 18.5% for the US.  
Just a decade earlier these statistics were 37% for Canada and 21.5% for the US. While a 
detached home with a lawn and garage continues to be a strong component of the American 
Dream, Canadians appear to be gravitating towards the European reality of multi-family homes. 
 
Reasons cited are: 

• Affordability:  Young families and first time buyers can’t afford houses in many urban 
centres. 
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• Convenience:  Dual income households have no time for home and garden maintenance 
or choose leisure in their time off. 

• Demographics: Baby boomers are downsizing and downloading responsibilities. 
• Urban density:  some major centres have few if any new building lots close to the city 

core.   
• Sustainability:  Knowledge of environmental impact of single-family homes and 

lifestyles (i.e. commuting) is becoming more readily available, so this trend will likely 
continue. 

 
The characteristics of multi-family construction that differ from detached housing with respect to 
outdoor products are that; 

• small yards and balconies constitute outdoor space for condo and townhouse dwellers, 
• many people living in multi-family units are renters and therefore more mobile, 
• common areas (like balconies) are subject to strata rules and regulations, 
• some developments have communal outdoor areas like courtyards and playgrounds and 
• material choices are made by the developer or strata councils and are heavily influenced 

by price and maintenance costs. 
 
Side Box - According to one study, townhouse owners have a strong preference for naturally 
durable, and radius edge decking. (Thomas, Fell and Hansen, 2003) 
 
Side Box - The GVRD Case 
The trend toward a greater percentage of multi-family dwellings is more prominent in larger 
urban centres like Vancouver where the percentage of new multi-family dwelling starts doubled 
between 1991 and 2001. In fact, multi-family has represented over 80% of the total new house 
starts in 2007. 
 
Opportunities  

• Consider developing products specifically for balconies and patios. These products need 
to be compact, freestanding, multi-functional and possibly even mobile. They may also 
need to be customizable to fit in with strata rules.  

• Consider developing higher-quality fence panels, decking, trellis, planters and deck 
furniture to fit in to small town-house style lots. 

• Consider developing products that work in the common areas of multi-family 
developments (playground equipment, seating, pergolas, gazebos). These need to be safe, 
low-maintenance and very durable. 

 
Threats 

• Fewer backyards mean less volume of commodity type outdoor products like standard 
fence paneling and decking. 
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3 Sustainability on the Mind 
Trend: In the last year consumers have reached a tipping point of concern over environmental 
issues. The outdoor product industry is starting to respond to this demand and will need to 
continue to do so since environmental concerns will only continue to grow in the future and 
further enter the mainstream marketplace. 
 
Discussion 
While the general population has shown concern for the environment in the past, studies indicate 
that consumers have been reluctant to pay the price premiums charged for green products.  In the 
past few years the green trend has gained momentum and the environment is finally beginning to 
trump the North American pocketbook.  Consumers are beginning to show their concern for 
environmental sustainability through their willingness to pay the price premiums required for 
environmentally friendly consumer products.  Sustainability, health, and the environment are now 
becoming key purchasing decision factors.  
 
This trend has been fueled by massive media interest. It will be a challenge for companies to stay 
abreast of what is happening in their particular industry and market. The information regarding 
green practices for products, production processes and shipping is complex and subject to 
constant evolution. Companies that are not addressing sustainable practices risk brand and sales 
impacts. It will be critical for manufacturers to match actual business practices to the marketing 
message, as green washing can be fatal to a business.  Builders, designers and architects are well 
aware of the growing demand for healthful products and are a strong driving force for this 
movement.  
 
Within the area of landscaping, this trend has led to the development of the ‘Sustainable Sites 
Initiative’ in the U.S. which is a new rating system of sustainable landscape design developed by 
The American society of Landscape Architects (ASLA). This system measures the sustainability 
of designed landscapes of all types including public, commercial and residential projects. The US 
Green Building Council is supporting this project and plans to adopt the Sustainable Sites metrics 
into its LEED system once they are finished. 
 
Both homeowners and developers are interested in environmental choices that reduce 
maintenance costs like reduced lawn space or investing in water-saving irrigation systems. There 
is some movement toward incorporating more native and drought-resistance plants, a growing 
awareness of certified wood sources and last but not least, the desire to buy local.  
 
The outdoor furniture market is being affected by the importation of furniture made from the 
illegal logging of rainforests. Most of this wood is coming from Indonesia where forests are being 
logged faster than any other forested nation. A lot of lumber is transported to furniture makers 
located far from the original source of the lumber, making it hard to track the actual supply 
country or region. Several countries are attempting to eliminate the sale of wood products that are 
from illegal and destructive sources.  
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Opportunities  
• Consider marketing your product as domestic 
• Consider using wood from a certified wood source. 
• Consider marketing naturally durable species into markets where products will come into 

contact with food or humans. 
• Pressure-treated producers should be prepared to switch to carbon-based treatments in the 

not too distant future.  
 
Threats 

• Producers of wood/plastic composite outdoor products have done a good job of 
promoting their products as environmentally friendly and easy to maintain.   

 
 

4 Housing Boom Hangover: The Outdoor Cure 
Trend: There has been strong consumer interest in outdoor living for the past 5 years. Since 
outdoor expenditures are tied to housing starts there has been a lull in the market since 2007. 
However, the current consumer interest in outdoor living will provide some buffer to this sector 
of the wood products industry. 
 
Discussion  
Of all building related industries, outdoor products have been least affected the by the economic 
slump in the US. This may be affected by the fact that investment in decks tends to happen within 
a 2-5 year lag after home purchase. It may also be that many homeowners are improving instead 
of moving.  
 
These are a few points that indicate the impact of this trend:  

• big-box stores like Rona, Home Depot and Lowe’s are paying serious attention to the 
trend to outdoor living,  

• residential indoor furniture manufacturers are developing product lines for the outdoors,  
• the range of outdoor furniture available is becoming increasingly vast, varied and design-

oriented,  
• 48% of upscale home owners are opting for decks, porches and patios instead of the 

traditional large lawns and 
• builders are quoting outdoor spaces as extra square footage called ‘non-heated’ square 

footage. 
 
Having the most disposable income of any other generation, baby boomers are at the forefront of 
the outdoor living trend.  
 
There are many reasons this trend is so strong; 

• coming home to a resort-like setting each night makes up for the lack of time for a real 
holiday,  

• people have a renewed interest in nature and the outdoors (in part because of the 
psychological benefits), 
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• the media has glamorized outdoor living, 
• well-designed outdoor spaces provide a good return on investment for resale, 
• the typical outdoor living space costs one-quarter of the average kitchen renovation and 
• certain products like sheds and fences have a privacy and security value attached  

 
Side Box - A qualitative survey conducted in Vancouver in 2006 regarding consumer preferences 
for outdoor wood products showed that the key drivers for purchasing decisions were as follows: 

• Aesthetics/novelty/variety  
o There was a perceived lack of options on the market today (gap between what is 

being shown in magazines and what is readily available) 
• Privacy/security/safety 

o Particularly important to those with children 
• Low maintenance 

o Requests for guarantees 
• Flexibility and functional 

o Portability was key 
 
Opportunities  

• Consider marketing products as the inexpensive renovation that adds living space and 
resale value. 

 
Threats 

• If the economy in the US gets worse, this trend may not continue. 
 
 

5 Not Just Backyards 
Trend: The trend toward increasing the quality and use of outdoor spaces has spread to various 
non-residential applications such as; hotels and spas, parks and playgrounds, restaurant patios and 
corporate and homeowner association common areas. 
 
Discussion 
Developers of condominiums and townhouses are spending more on creating usable common 
areas. In many urban areas, the requirements for green space for these multi-family developments 
are increasing. The quality of these areas is increasing partly because of liability issues. 
Developers are willing to spend a great deal on structures that are extremely durable to ensure 
safety. Consumers, who are paying more and more for these ever decreasing in size units, are 
placing more value in the common areas. Standard features include: walkways, gardens and 
seating. More upscale offerings include: outdoor grilling and dining areas, hot-tubs, swimming 
pools, water features, quiet lounging cabanas and fireplaces.  
 
Hotels, spas, wineries and golf resorts are also developing elaborate outdoor spaces. The idea is to 
allow people to relax, commune and enjoy the outdoors. Restaurant patios are becoming more 
and more popular and wood trellis, fencing and pergola type structures are often used. 
Corporations are creating common areas for employees to eat and relax outside during breaks. 
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Opportunities  

• Consider marketing to non-residential markets. 
• Consider creating products specifically for non-residential markets. These products 

would need to be safe and durable. 
 
Threats  

• Metal is often the material specified for non-residential applications, so wood products 
may have less market appeal. 

 
 

6 When Wood is Plastic  
Trend: Wood decking and railing has lost considerable market share to plastic/composites in the 
last few years. 
 
Discussion 
While deck projects have been very high on homeowners’ renovation list for many years, the 
choice of decking material has changed dramatically. In a 2001 study treated wood was of almost 
equal preference to naturally durable wood, with wood plastic composites being viewed 
negatively. When the study was repeated three years later treated wood had a negative perception, 
and wood plastic was perceived positively in all but one of the study cities. In fact, between 2003 
and 2005, composite decking market share nearly tripled in the U.S.  
 
The figure below illustrates what US consumers would choose for their next deck. The study was 
performed in 2005 when over 25% of consumers would choose a wood/plastic composite deck.  
This has become a market reality with wood/plastic decking market share often estimated to be 
between 20-30%.   
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           Source:  Forintek Canada Corp., 2005 
 
This rapid shift is partly due to the huge marketing efforts of plastic/composite companies that 
promote their product as low-maintenance and environmentally friendly. Earlier studies confirm 
that consumers are willing to pay more for a longer lasting deck product. (Thomas, Fell and 
Hansen, 2003). In addition, these products are packaged as entire systems and offer the consumer 
a range of complimentary products like railing systems, benches and planters.  While 
plastic/composite decks are more expensive, they provide a lower return on investment at home 
resale. (Remodelling Cost vs Value  Report 2007, www.costvsvalue.com) 
 
 

 Pressure-Treated Wood Composite 
 Homeowner 

Cost 
Resale 
Value 

Percent 
Recouped 

Homeowner 
Cost 

Resale 
Value 

Percent 
Recouped 

Average Cost 
and Resale of a 
16 x 20 Deck   

$10,347 $8,835 85.4% $15,039 $11,672 77.6% 

 
Opportunities  
Market wood as renewable, naturally aesthetic, and ‘comfortable’ (wood reduces heat transfer for 
decks).  
 
Include specific maintenance instructions in marketing material and portray maintenance as a 
more positive experience (“Martha Stewartize” deck maintenance). 
The cost of plastic materials will increase as the price of oil increases. 
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Threats 
The wood fencing market may experience a similar decrease in demand due to consumer shift to 
plastic composite fences in the future.  
 
 

7 Made Cheaper Offshore 
Trend: In recent years there has been a proliferation of outdoor furniture made from hardwood 
species from countries such as Vietnam, Thailand, Indonesia and Brazil.  
 
Discussion 
In the flurry of satisfying the huge demand for outdoor hardwood furniture, much of this furniture 
is produced with little consideration given to the wood species or its durability. Often the name of 
the actual wood species is not displayed or simply described as “manufactured from durable 
hardwood species". In addition, a lot of lumber is transported to furniture makers located far from 
the original source of the lumber, making it even harder to track the actual supply country or 
region. To make matters more complicated, sometimes a wood species is quoted which is 
virtually unknown outside its country of origin and data on its durability or other properties is 
either nonexistent or extremely difficult to locate.  Illegal harvesting is a large concern with 
respect to many of these wood species.  Confusion as to species name and origin is often a result 
of illegal wood supply. 
 
Thus there is often no guarantee that the furniture, which looks fine in the showroom, will survive 
the rigors of outdoor use. Durability is only one issue; some species are durable but are prone to 
twisting, warping and cracking under adverse climatic conditions.  
 
Opportunities   
Manufacturers of cedar outdoor furniture should focus on higher-end markets where quality and 
durability are important. Improve product design by; 

• Improving joint technology 
• Consider using metal components for strength 
• Use larger stock to improve strength 
• Improving aesthetics, consumers are ready for new cedar furniture designs  
• Manufacturers could consider offshore manufacturing while maintaining control 

over design, marketing and distribution. 
 
Threats 
If Asian manufacturers sort out their durability and legality issues, they will have few barriers to 
this growing market. 
 
Poor performing products threaten the reputation of all wood products in the category. 
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8 The Natural Choice is Wood 
Trend: To some consumers’ wood is still the “real” and “natural” product regardless of the 
properties offered by non-wood substitutes. 
 
Discussion 
Wood is highly valued by a small percentage of the market. This market is uncompromising and 
is not swayed by plastic/composites that try to look like wood. This consumer is motivated by the 
natural look and feel of wood as well as its environmental benefits. This trend is quite strong 
among architects and landscape designers and these influencers will have an eventual impact on 
the choices that consumers make. 
 
Opportunities  
Now that plastic/composites have paved the way to laying out more money for deck and outdoor 
projects in the minds of consumers there is room to add design and performance features to 
outdoor wood products while keeping prices within consumer expectation. 
cedar and high performance treated wood can be elevated through design and quality. 
The opportunity for pressure-treated producers is to switch to more environmentally friendly 
preservatives even if they may be more costly. (See side box below) 
 
Side Box - Advances in Treating Technologies  
Carbon-based preservatives are seen to be the way of the future for residential applications. The 
first generation of carbon-based (or organic preservatives) is for above ground use only and do 
not contain copper or other metals. The greatest advantage of these preservatives is that they are 
biodegradable under the right conditions and can be recycled into pulp, compost, energy and 
possibly composites. They can be clear so the natural look of wood can be maintained. These 
preservatives are currently starting to be commercialized in the US (since September 2007) and 
will likely be approved and on the market in Canada in a few years. 
 
There are also new ways to improve the appearance of pressure treated wood. The following are 
new ways to reduce the appearance of splitting and cracking with pressure treated decking; 

• Hidden fastening systems 
o Allow for wood movement (better than face nailing/screwing)  

• Surface profiling  
o Grooves not only create a non-slip surface but reduce and mask the appearance 

of cracks 
 
Thermally treated wood is used quite extensively in Europe for decking and other outdoor 
products. Thermally treated wood is exposed to high temperature to modify its chemical 
structure. It results in darker coloration, improved dimensional stability, fungal resistance and 
some loss of structural capability. It does not improve termite resistance but this is not a major 
issue in most of Canada. This product is primarily produced in Quebec at the time of writing and 
is worth keeping an eye on as the market develops. 
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Acetylation is a process used for wood treatment in Europe. Wood is reacted with acetic 
anhydride, which comes from acetic acid (vinegar). When the free hydroxyl group is transformed 
to an acetyl group, the ability of the wood to adsorb water is greatly reduced, rendering the wood 
more dimensionally stable and, because it is no longer digestible, extremely durable. It is 
currently available in Europe but not yet widely available in North America. The potential end 
uses will likely be limited by the very high treatment cost. 
 
 

9 The Design Factor 
Product innovation has become an important element for manufactures of outdoor products. Both 
Dealers and consumers are hungry for new ideas in this fast moving category from furniture to 
structures and fencing. The following discussion describes two major trends in this market. 
 
9.1 “Outdoor Rooms”   
The consumer’s increasing inclination to view the garden as another room in their home is a chief 
factor influencing the increased demand for garden products.  
 
Discussion 
Now that the yard is considered a living space for relaxation, leisure, eating and entertaining, the 
trends influencing this market have become more akin to those one would expect inside the 
house. As an extension of the home, these spaces are becoming more personal and the desire for 
unique products is growing. Where once there was a patio or deck with a table and chairs, the 
outdoor room often includes the following elements:  

• Structures: pergolas, arbors, trellis or other hardscaping  
• Food preparation: from grills to full-blown outdoor kitchens 
• Dining areas: benches, bistro tables and chair at an island or tables 
• Socializing areas: lounge chairs or outdoor sofas 
• Lighting: both task and ambient lighting are being used (solar powered lighting provides 

new opportunities)  
 
Entertainment elements like fireplaces, fire pits, outdoor TV’s, portable outdoor projections 
screens for movies, outdoor or marine-grade stereo systems, spas or pools. 
 
Outdoor kitchens and outdoor living rooms have recently become one and the same in the most 
recent trend for outdoor great rooms. This trend has lead to many retailers and even contractors 
packaging a group of products that are sold as integrated great rooms. They include things like: a 
cooking grill, a pergola and furniture and are linked by a common aesthetic. These same 
companies are starting to use 3D modeling software to illustrate to consumers what these ‘rooms’ 
could look like since the showroom space required to do actual displays would be huge. Outdoor 
kitchens are becoming a standard feature for builders to include in higher-end new home plans. 
 
This trend for treating outdoor spaces like rooms has created a greater demand for outdoor 
structures like arbors, trellis, pergolas and gazebos. These structures are used to:  
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• delineate functional spaces,  
• provide places to mount lighting, fans or other electronic equipment, and 
• provide privacy, shade or a break from the wind.  

 
There is significant market demand for a range of outdoor kitchen products from the very simple 
barbeque island to elaborate outdoor kitchens. At the high-end, outdoor kitchens are usually built-
in to existing patios, decks, and pool areas and use materials such as brick or stone for the base 
stand and polymer cabinetry. This marine grade polymer is made from solid, high-density 
polyethylene and won’t absorb moisture, crack, split, rot or swell. They are usually designed to 
look like painted wood cabinets. At the low to medium-end, outdoor kitchens are often 
freestanding components. Barbeque islands which are basically barbeques with more elaborate 
storage and work areas are popular. Some of these use some wood components like cutting 
boards or door fronts and are made from naturally durable species like cedar or teak. 
 
The outdoor furniture market is heavily influenced by imports from Asia. Both wicker and metal 
are strong in the market today. The wood imports are often poorly made and deteriorate quickly 
so those unknown tropical species will soon loose their appeal. Styles range widely but 
contemporary styles have gained interest in the last few years. Outdoor furniture is becoming 
more comfortable with deep sofas, ottomans and cushioning.  
 
These outdoor rooms have lead to a plethora of specialty supporting products like;  

• outdoor carpeting that looks and feels like indoor carpeting,  
• cooling misters for hot climates and infrared heaters for colder climates to increase the 

season these ‘rooms’ are usable, and outdoor upholstery fabrics that are as comfortable as 
indoor fabrics. 

 
Opportunities  
Develop creative merchandising displays that demonstrate how products can be used to create a 
‘room’.    
 
9.2 European Design: 
As with many other product categories, Europe leads they way in terms of innovative product 
ideas. Trends in Europe are starting to influence the outdoor living market in North America.  
 
Discussion 
Consumers take their inspiration from wherever to find it and the internet allows ideas to spread 
quickly. Some of the trends in Europe worth watching include;  
 

• Ripple decking  
• L-shaped garden structures that fit better in to smaller yards to maximize space 
• Simple, contemporary designs to fit in with contemporary homes (lots of horizontal 

slatting) 
• Picnic tables designed for wheelchair accessibility 
• Smokers huts for outside non-smoking businesses 
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• Mixing of materials, particularly wood and metal used in the same structure. Examples of 
mixed material products are; pergolas and arches that combine aluminum uprights with 
wood rafters, deck railing with wood rails and spindles but use visible steel connectors, 
and hardwood deck tiles with stone inlay. 

• Product offerings involve customizable systems that the consumer can select from rather 
than stand-alone products.  

• Products that go beyond the standard trellis and fence panel to include things like; 
carports, lampposts, sandboxes etc. 

• Lifestyle marketing strategies. Many European companies have segmented their potential 
market into groups and have developed distinct product lines for each. These segments 
usually cover contemporary, traditional and country cottage styles.  

 
European manufacturers of outdoor products are constantly developing new products to energize 
the market. 
 
Distribution for outdoor products has reached a more mature stage than in North America. In 
Europe, there are many DIY stores and specialty gardening stores which provide an outlet for 
more unique and varied products. Even supermarkets are getting involved in this market. In North 
America there is a decided gap between the big box market and the few garden stores. However 
there are signs that this is changing with growth in garden stores and stores like Superstore have 
some interest in outdoor living products. 
 
Opportunities  

• Consider creating a line of products instead of stand-alone items.  
• Create display areas/promotional materials that demonstrate how your products can be 

used to create rooms to inspire customers. Use 3D CAD renderings to help sell ideas. 
 

• Consider non-big box outlets like furniture stores, garden stores and online sales. 
o Outdoor furniture manufacturers would benefit from following trends for 

interiors in terms of colours, materials and styles since that market directly 
influences future directions for outdoor furniture.  

 
Threats 
It is possible that European manufacturers of outdoor products will enter the North American 
market and capture the higher-end of the market. Rona is already importing pressure-treated pine 
fence panels and trellis from Poland and this product program has experienced steady growth in 
sales for the last three year 
 
 


