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The lead story in the August 2016 issue of Con-
sumer Reports highlights the financial stress-

es of higher education with the cover blurb: “I 
kind of ruined my life by going 
to [university].” That was from 
Jackie Krowen, 32, in Portland, 
Ore., who owes $152,000 in stu-
dent debt. “You didn’t have to 
meet with anybody,” she says. 
“You just clicked some buttons 
on the computer and you had 
a huge check.” When she fin-
ished school in 2011, she was 
$128,000 in debt, now up to the 
aforementioned $152,000, the 
magazine says.

There is no question that student loans can 
overburden the borrowers, often to the point of 
despair, and there is no question that student loan 
marketers are reaching a relatively naïve target 
group. As much as they’d like to deny it, universi-
ty-bound hopefuls tend to focus more on potential 
returns and little on actual costs. The idea of re-
payment is remote and unreal.

As we have discussed before, the main pres-
sure on solving the student debt problem has, as 
usual, focused on “the government,” as if the gov-
ernment has a trove of free money to be tapped 
by anybody with sufficient cause. The fact is, to 
the degree overburdened students are relieved of 
their debt by the government, that portion of the 
debt is shouldered by taxpayers, again, and often 
taxpayers that are themselves paying off overbur-
dening student loans of their own. Strange this is 
not taught in universities.

Once upon a time, long, long ago, I was in bad 
need of a loan, so I went to a lender. As we went 
through the paperwork, the lender had me initial 
an interest clause that stated the loan was based 
on the Rule of 78. I had no idea what the Rule of 78 
meant, but I was young, and I believed the govern-
ment was protecting me, so how bad could it be?

I found out when my first payment did nothing 
to decrease my debt, and I looked up Rule of 78. 
According to the Rule of 78, you calculate the total 

From the editor

Degree in debt

Kerry Knudsen

interest earned over the life of the loan and divide it by 
78, so you have 78 equal amounts of interest in the total. 
Then, you apply the interest at the rate of 12 parts on the 
first payment, 11 parts on the second payment, 10 parts 
on the third payment, and so on, until, you pay 9, 8, 7, 6, 
etc. parts of interest. The sum of all the numbers from 1 
through 12 equals 78, hence the name.

This made it very unattractive to pay the loan off early, 
for one thing. For another, exposure to late penalties, etc., 
extended throughout the life of the loan, even when the 
interest had been paid off or reduced to nearly nothing.

I went back to the lender to complain, pointing out the 
unfairness of the terms. He pointed at my signature and 
said, “You signed this. Look,” he said, “you are an adult. 
We are both adults. We made a deal and you agreed to the 
terms. There is no fair or unfair about it.”

He was right, and I was right. The terms were unfair, 
and I agreed to them. Welcome to reality.

Don’t get me wrong. I don’t think we should fleece 
young people, but learning a hard lesson on accountability 
is its own education. 

I don’t see education as a job licence. Education can be 
valuable in its own right, detached from any possibility to 
apply it to a vocation. However, while that is the choice of 
the student, it is also a duty on the part of the faculty to 
avoid luring innocent knowledge-seekers into dead-end 
courses solely for head-count for the school and bonuses for 
the recruiters. You will note that the teachers’ unions nev-
er offer to help cut costs. “Tuition,” by the way, as a verb, 
means to teach. It only recently came to refer to the mon-
ey paid for teaching. Higher tuition does not mean higher 
overheads; it means higher teaching salaries.

Manufacturing is uniquely positioned in Canada (and 
elsewhere) to moderate the challenges faced by young, 
career-minded adults. For example, Consumer Reports 
points out that university is a very expensive place to find 
a direction in life. By taking a year or two off from studies 
and working in manufacturing, the upward-bound novices 
can pay as they go, on the one hand. On the other, they may 
find themselves face-to-face with the opportunity of a life-
time in sales, marketing, design, production, accounting, 
purchasing, security, IT or any one of a number of other 
positions in which current manufacturers are lacking. 

Comment at www.woodindustry.ca.
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Many wood shops hum along just nicely on word-of-mouth, 
and wouldn’t know what to do if more business came in 
the door. However, there are more shops with business 
peaks and valleys that would rather smooth them out. Or 
better yet, they would like to take a step beyond survival 
and move on to sustained growth.

Creating your own marketing plan to spark growth is 
a daunting task, with many elements needing attention 
in the so-called “mix:” advertising in print, digital adver-
tising, electronic newsletters, and direct (human) sales. 
Don’t confuse your website or a Facebook landing page 
with marketing — that’s just part of your bricks and mor-
tar (and a discussion for another day).

But why is print advertising on the top of the list? That’s 
the easy part. No less a reputable body than Toronto, Ont.-
based Advertising Standards Canada (ASC) has indicated, 
in study after study, that Canadians view print advertising 
the “most positively” over every other medium.

ASC research just published, Consumer Perspectives 
on Advertising 2016, states “generally speaking, and 

consistent with previous studies, Canadians continue 
to have a favourable impression of advertising they see, 

hear or read.” In addition, “most derive at least slight val-
ue from advertising and very few report that advertising 
provides no value at all,” and “a majority continue to find 
advertising helpful with consumer decision-making.”

Ads in newspapers showed that 73 percent of Canadi-
ans are either “very comfortable” or “somewhat comfort-
able,” with them, followed closely by ads in magazines, as 
well as brochures, flyers or other in-store advertisements 
when making a purchase. Flyers you receive in the mail 
rank closely behind.

The worst performer for Canadian comfort in regards 
to advertising? Pop-up ads online have a 73 percent “un-
comfortable” rating.

According to Janet Feasby, vice president, Standards, 
ASC, her organization is starting to see some complaints 
about so-called product reviews online. “Where there’s a 
blogger or an influencer giving a testimonial, often it’s in 
social media where it’s not clear that someone supplied 
the product free by the company or the advertiser. So it 
looks like a genuine review, but really it isn’t independent 
because the person got some compensation. 

“We are looking at putting standards together so there 
are disclosures.” 

For marketing a business, “print is still not just an ef-
fective way of advertising but it really does drive action 
and it does drive sales,” according to Tim Whelan, market-
ing manager, Metroland Media Group of Mississauga, Ont. 

MARKETING 
FOCUS 2016

Design a marketing 
mix that delivers 
profile and results —
That is the challenge.

Value 
TRUST

and 
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“The common thread through all of this research that 
is being done around print is that people trust it. And I 
think the reason why they trust it is because content that 
comes through print feels more local, it feels more person-
al to the person reading it, and it feels more substantial.”

Of course, print is not immune to shady advertising 
practises. “We do, from time to time, get complaints 
about that (ads disguised as editorial),” says Feasby. “We 
have a section in our code called ‘disguised advertising 
techniques.’ It states that ‘no ad should be presented in a 
format or style that conceals its commercial intent.’”

Metroland, part of Torstar Corp., operates communi-
ty newspapers and websites across Ontario. In a survey 
partnership with market research firm BrandSpark In-
ternational of Toronto, Metroland has found its communi-
ty readership this year remains very strong in the face of 
digital media alternatives.

When choosing a print vehicle, demographics should 
play a large part in the thinking of any small business 
or retail outlet. For example, can you get the attention of 
youth away from their smart phones long enough to make 
an impression with your print ad or flyer?

The Metroland/BrandSpark study results revealed 87 
percent of younger adults surveyed between the ages of 
18-35 will be reading as much or more this year, very close 
to the 92 percent overall result.

“We invested to find out who exactly is reading our 
papers, in what regions are there papers that are stron-
ger than others, what are the demographics of the people 
reading our papers,” says Whelan.

Getting started with an advertising plan means sur-
veying your own marketing landscape, according to Sara 
Hill, president and ceo of Vividata, 
Toronto, Ont. Her company pro-
vides a source of audience data, 
print and digital, for magazines and 
newspapers in Canada.

“Obviously you research what 
your priorities are, what geography 
and selected demographics, and 
you can go to StatsCan,” says Hill. 
Statistics Canada in Ottawa releas-
es data on the population density 
of Census Metropolitan Areas, as 
well as rural areas. Other statistics 
freely available from this federal 
government department are demo-
graphic breakdowns of populations 
by language spoken and other met-
rics. 

Once committed to print, the ad-
vertiser then needs to establish if a 
traditional newspaper ad will work, 

or if flyers and brochures are the way to go. “It’s one of 
the avenues that we measure in terms of our research,” 
says Hill, “the impact of the flyer or the newspaper itself. 
We have a questionnaire that includes ‘did you read the 
community newspaper and what action did you take?’

“We can provide the readership against a specific tar-
get like ‘do you plan to renovate your kitchen in the next 
12 months?’”

A sample of home renovation data generated by Vivida-
ta in Q4 of 2015 shines light on what independent market 
research can illustrate at a local level. The study, Home 
Improvements Made to Principal or Vacation Home in 
the Past Two Years, looked at data for homes in B.C., On-
tario, Quebec and all of Canada. During the period, B.C. 
registered just under 18 percent of its households that ei-
ther had a kitchen or bathroom remodeled. 

With more data, further refinements by population — 
1 million plus down to under 100,000 — could also be de-
termined by a Vividata member.

Newspaper chains such as Postmedia, that have both 
daily and weekly editions, and Ontario’s Metroland, have 
experienced sales forces that can counsel local retailers 
and businesses on developing business plans, Hill notes.

Metroland uses a sales tool to collect data on spending 
habits in certain regions, according to Whelan. “For ex-
ample, if you are building cabinets,” he says, “let’s assume 
someone is going to advertise in Oshawa this week. We 
can pull up a report that says ‘this is the expected spend 
of everyone in Oshawa who reads the Metroland newspa-
per this week and how much they expecting to spend on 
custom cabinets in the next year.’”

Whelan points to the local sales people in community 
offices that can “have conversations with the advertisers 

to make sure they understand the 
data and they’re comfortable with 
the marketing strategy that they’re 
going to embark on.”

Determining return on invest-
ment (ROI) for print advertising is 
a challenge, Whelan admits. “ROI 
is a kind of an elusive number that 
everybody wants to see. Everybody 
wants to know exactly, ‘if I put $1 
into advertising, how much am I go-
ing to get back in sales?’ I think the 
more important approach to ROI 
is that your marketing strategy 
should be a living, breathing thing.”

Hill agrees but explains that it’s 
important to remember that adver-
tiser and publisher are also a team 
and both want a successful rela-
tionship. “If you’re going to spend 

“ We can pull 
up a report 
that says 
‘how much 
they expect 
to spend 
on custom 
cabinets  
in the  
next year.’”
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a dollar in the (Hanover) Post, why not avail yourself of 
their expertise, knowing that, if it doesn’t work, you’re 
not going to spend another dollar with them?”

Successful advertising execution all about having ongo-
ing conversations with your media partner to make sure 
your marketing plans suit your needs, and to be prepared 
to modify them over time as necessary to improve your 
ROI. “Marketing is not something that you do for one 
week,” says Whelan. “It’s not that I’m going to try some-
thing this week and see what happens. It’s really a long 
process to getting the understanding of the effectiveness 
of your advertising. You really have to try a lot of differ-
ent creatives, different types of execution, to get a sense 
of ‘here’s how often I should be advertising.’”

The prestige and quality of the print brand plays a role 
in the buying process, according to a study conducted by 
Rogers Insights, a business analytics firm in Toronto. In 
the Context Matters Consumer Study, a partnership with 
the Canadian Marketing Association, Marketing maga-
zine and Globe Media Group, however, it was the place-
ment of website advertising with “premium” print brands 
that was studied.

According to Sean Humphrey, vice president of mar-
keting, The Globe and Mail, “a key insight from the Con-
text Matters study is the impact on brands depending on 
whether they advertised on premium website — we have 
dubbed this the Halo Effect. All in all, the study shows 
us that context does matter. It revealed that premium 
websites contribute to a positive lift in opinion for brands 
advertised. 

“It also uncovered that the negative effect of advertis-
ing on a less prestigious site is significantly stronger than 
the positive impact of a premium site. This negative im-
pact is compounded for those in the highest income house-
holds and those with the highest levels of education.”

This would seem to indicate that well-heeled customers 
of high-end furniture and cabinet making shops appreciate 
premium products in different aspects of their lives.

“Regardless of the benefits of each medium that you 
chose to advertise in,” says Whelan, “a good marketer 
knows that you need a holistic approach to marketing. 
Now you shouldn’t put all of your eggs in one basket. 

“You have to try a lot of multiple mediums, see what 
works and what doesn’t — 75 percent of our readers have 
actually taken action after seeing an ad in one of our pa-
pers — visiting a store, using a coupon or going to an 
store’s website to learn more about a product.” 

Comment at www.woodindustry.ca.
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According to Sean Humphrey, vice president of mar-
keting, The Globe and Mail, “a key insight from the Con-
text Matters study is the impact on brands depending on 
whether they advertised on premium website — we have 
dubbed this the Halo Effect. All in all, the study shows 
us that context does matter. It revealed that premium 
websites contribute to a positive lift in opinion for brands 
advertised. 

“It also uncovered that the negative effect of advertis-
ing on a less prestigious site is significantly stronger than 
the positive impact of a premium site. This negative im-
pact is compounded for those in the highest income house-
holds and those with the highest levels of education.”

This would seem to indicate that well-heeled customers 
of high-end furniture and cabinet making shops appreciate 
premium products in different aspects of their lives.

“Regardless of the benefits of each medium that you 
chose to advertise in,” says Whelan, “a good marketer 
knows that you need a holistic approach to marketing. 
Now you shouldn’t put all of your eggs in one basket. 

“You have to try a lot of multiple mediums, see what 
works and what doesn’t — 75 percent of our readers have 
actually taken action after seeing an ad in one of our pa-
pers — visiting a store, using a coupon or going to an 
store’s website to learn more about a product.” 

Comment at www.woodindustry.ca.
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SawStop wins round  
in U.S. Supreme Court

SawStop table saw

The U.S. Supreme Court in June re-
jected a request by Black & Decker 
Corp. and other major tool manufac-
turers that it review a Fourth Circuit 
decision reviving an antitrust lawsuit 
accusing them of conspiring to boy-
cott SawStop LLC’s table saw safety 

technology, according to Law360.
 In a one-sentence order, the court 
denied a petition filed by Black & 
Decker, Robert Bosch Tool Corp., 
Makita U.S.A. Inc. and several other  
toolmakers, all members of the Pow-
er Tool Institute (PTI).

Separately, SawStop has pro-
ceeded with action against Robert 
Bosch GmbH of Germany and its 
U.S. subsidiary to block import and 
sale of Bosch Reaxx table saws. In 
July 2015, SawStop filed complaints 
at the U.S. International Trade Com-
mission and the U.S. District Court 
in Oregon. That action is still work-
ing its way through the courts.

Recently introduced in the U.S., 
the Bosch Reaxx 10 table saw pro-
vides what it calls an injury-mitiga-
tion Active Response Technology 

platform, which delivers a rapid drop 
of the saw blade below the tabletop 
when it detects human flesh coming 
in contact with the blade. Similarly, 
each SawStop saw stops and retracts 
the blade on contact with skin. Both 
saws are designed to minimize saw-
related injuries and the costs asso-
ciated with them, but SawStop has 
declared its patents have been in-
fringed upon with the release of the 
new saw in the U.S.  

In contrast, the PTI objects to the 
way that SawStop has been using its 
patents to influence the U.S. Con-
sumer Protection Safety Commission 
that would make SawStop technology 
mandatory in future saws and effec-
tively shut out safety alternatives. 
The PTI website states “At one 

Bosch Reaxx table saw

time SawStop approached table saw 
manufacturers offering to license its 
patent portfolio technology demand-
ing an 8 percent royalty on the retail 
value of all table saws with the tech-
nology in addition to other terms that 
were onerous and not related to table 
saw safety. This would have resulted 
in millions of dollars being paid to 
SawStop.

“Since the SawStop technology 
was introduced in 2000, no manufac-
turer has been successful in licensing 
SawStop. If the Commission were 
to require SawStop technology on 
table saws, there can be no assurance 
that SawStop would willingly license 
technology on reasonable terms.”

SawStop’s federal antitrust suit 
adds that the PTI group attempted 
to get Underwriters Laboratories 
to not include SawStop technology as 
a safety standard. 

Swedish furniture company Ikea 
Group is recalling almost 36 mil-
lion chests and dressers in the U.S. 
and Canada, according to Reuters 
news agency, but said the products 
linked to the deaths of six children 
are safe when anchored to walls as 
instructed.

Ikea is voluntarily recalling all 
chests and dressers that do not 
meet the performance require-

ments of the U.S. voluntary in-
dustry standard (ASTM F2057-14). 

The recalled chests and dress-
ers are unstable if they are not 
properly anchored to the wall, 
posing a tip-over and entrapment 
hazard that can result in death 
or injuries to children. Consum-
ers can receive a full or partial 
refund, or a free wall-anchoring 
repair kit from Ikea.

Elliot Kaye 
of the U.S. 
Consumer 
Protection 
Safety 
Commission 
(left) at a 
demonstration 
of the potentially 
fatal furniture 
hazard.

Fatalities spur Ikea to recall dressers
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Hardwoods announces  
acquisition of Rugby
Langley, B.C.-based Hardwoods Dis-
tribution Inc. has announced that it 
has agreed to purchase substantially 
all of the assets of Rugby Architec-
tural Building Products for a total 

value of $107 million US plus up to 
another $13 million US based on 
future performance. Rugby is a U.S. 
wholesale distributor of non-struc-
tural architectural grade building 
products to customers that supply 
end-products to the commercial 

market. Rugby also serves industrial, 
retail, residential and institutional 
construction end-markets. Head-
quartered in Concord, New Hamp-
shire, Rugby operates 31 facilities 
that serve over 22,000 customers 
across 48 U.S. states. 

Changes to national codes

Approximately 600 changes have 
been introduced in the National Mod-
el Construction Codes, now known as 
Codes Canada. The 2015 editions of 
the Codes respond to the changing 
needs of Canadians and to new tech-
nologies, materials, and research.
These include:
• All buildings in Canada will now 

be designed for earthquake forces 
regardless of the level of hazard

• New design requirements will im-
prove accessibility of stairs and 
washrooms

• Increased run dimension of steps 
inside houses from the current 
minimum of 210 mm to a new min-
imum of 254 mm could reduce fall 
incidences by up to 64%

• New requirements to flow rates in 
showers will reduce water usage 
in buildings

• Additional protection measures 
such as higher standards for auto-
matic sprinkler systems will allow 
for the construction of six-storey 
wood buildings

In response to climate change, the 
Government of Canada has an-
nounced an additional $40 million 
over five years to integrate climate 
resilience into building design 
guides and codes. Funding will sup-
port revised national building codes, 
and guides integrating climate resil-
iency into the design and rehabilita-
tion of public infrastructure will be 
ready for adoption in 2020. 



Our science is your art.

Nothing brings out the magic of wood 
like Valspar. When your customers need 
on-trend color styling for their designs, we’ve 
got you covered. With Color Choice® you can 
create a universe of custom colors, produce 
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consistency. Our market-leading chemistry 
and comprehensive application knowledge 
ensures your success every step of the way. 
You create the art. Leave the science to us. 
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Richelieu purchases 
Eveready Hardware
Montreal, Que.-based Richelieu 
Hardware has acquired U.S. hard-
ware distributor Eveready Hard-
ware, of Long Island, N.Y. Founded 
in 1934, Eveready Hardware im-
ports and distributes cabinet, closet, 
kitchen, architectural, bath, wood-
working and storefront hardware. 
Eveready says it stocks over 14,000 
products and supplies including dec-
orative, functional and architectural 
hardware, shop supplies, machin-
ery and closet hardware from name 
brand suppliers and manufacturers. 

Expobois 
rescheduled for 2018
The French machinery and manufac-
turing technology association Symop 
(Syndicat des Machines et Technolo-

Leland Thomasset of Taghkanic 
Woodworking of Pawling, N.Y., was 
elected to serve as vice president. 
Scott Comstock of Woodperfect Cus-
tom Cabinetry of Forney, Tex., was 
elected to serve  
another term as the treasurer. 

Chris Dehmer

The newly-
elected James 
Fox of Kim-
berton, Penn.-
based Fox 
Woodwork-
ing will serve 
as the secre-
tary. 
The CMA 
also welcomes 
newly-elected 
Chris 

Dehmer of Dark Horse Woodworks 
of Atlanta, Ga., who will join Mike 
Mitchell of Burger Boat of Manitowoc, 
Wisc., and Keith Smith of Greer, S.C.-
based Keith Smith Custom Builders 
as members-at-large on the board.

gies de Production) of Courbevoie, 
France, has decided to reschedule 
Expobois, France’s leading wood 
industry trade fair, from its original 
time slot in November to a new time 
slot in the spring season. The bien-
nial event will therefore next be held 
March 13-16, 2018, at the Villepinte 
exhibition centre in Paris.

CMA elects officers 

Leland Thomasset

The Cabinet 
Makers As-
s o c i a t i o n 
(CMA) has 
a n n o u n c e d 
the results of 
its annual 
election for 
the organiza-
tion’s board of 
directors.

Matt Krig 
of Northland 

Woodworks of Blaine, Minn., was re-
elected as president for the 2016-17 
year, his third term in the position. 

More than a Tradition                                                      Five Generations Strong 
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Elias beefs up facilities
Elias Woodwork of Winkler, Man., 
has expanded its manufacturing fa-
cilities in order to meet customer 

Ralph Fehr

demand and keep up with industry 
trends. Additional space has 
beendedicated to rigid thermofoil, 
laminate and acrylic products. A 
“Smart Pod” press with automated 
unloading, 5 CNC routers, laser 
edge banding equipment, and vari-
ous ancillary equipment has now 
been added, along with another 
30,000 square feet and about 20 em-
ployees. Ralph Fehr (pictured) , op-

erations manager and president of 
Elias Woodwork, said, “We felt it 
was imperative that we invest in im-
proved technology, space, and ex-
pertise and reinforce our (manufac-
turing) position.”

Woodwork Career Alliance to 
train skills evaluators at IWF
The Nellysford, Va.-based Woodwork 
Career Alliance of North America 
(WCA), a not-for-profit organization 
dedicated to addressing the skilled 
worker shortage through the devel-
opment and assessment of skill stan-
dards, will conduct seven sessions to 
train Accredited Skill Evaluators dur-
ing the International Woodworking 
Fair (IWF), August 24-27 in Atlanta.

Evaluators are responsible for as-
sessing and awarding skill stamps 
to woodworkers participating in the 
WCA’s Passport credential program 
in Canada and the U.S. The WCA 
Passport is a portable, personal, per-
manent record of skill achievements 
by the individual holder as a wood-

working professional.
The sessions at IWF are sched-

uled for 9 a.m. to noon on all four days 
of the show and from 1 p.m. to 4 p.m. 
Wednesday-Friday at the Georgia 
World Congress Center.

Through cooperation with IWF 
management, the WCA is offering a 
“show special” $100 US registration 
fee for the skill evaluator training ses-
sions. The $150 US discount is being 
evenly split by IWF and the WCA. 
To register for one of the train-
ing sessions, contact Scott Nelson, 
WCA president, at snelsonwca@
gmail.com or phone (402) 610-6043.  
Visit www.woodworkcareeralliance.org  
for more information. 

Superfici presents sanding 
and finishing open house
SCM Canada presented an open 
house at its Concord, Ont., showroom 
in July. The sanding and finishing 
event demonstrated to customers the 
many ranges of wide-belt sanders of-
fered by the SCM Group and an 

800-355-7708 • vortextool.com
                          American Owned and Operated      

Have a special cutting application? Turn to Vortex Tool 
for custom-designed router, insert and boring tools 

that will perform to your exact specifi cations — and 
provide long life. Tools are available in various grades 

of carbide, stellite and polycrystalline diamond.    

Vortex Tool is your Problem Solver — contact us 
today for a price quote on the tools to fi t your needs. 

CUSTOM CUSTOMER?
  WE’LL BUILD THE TOOL YOU NEED

INSERTS     |     CUSTOM TOOLING     |     ACCESSORIES     |     SHARPENING

SEE US 
AT IWF 

SHOW BOOTH 
#6113



16  WOOD INDUSTRY JULY/AUGUST 2016

WOODFilings

Manolo Bertozzi (right), product manager for Sandya/
DMC wide belt sander for the SCM Group, and Murat 
Sezen, Canadian sales manager for Superfici America.

opportunityfor them to find out more about flat line finishing 
from Superfici America, Inc. The event was said to be a suc-
cess with customers that produce traditional kitchen cabinets, 
architectural millwork and store fixtures in attendance. Su-
perfici will debut a line of DMC sanders geared to the mid-
range producer at the IWF Atlanta show in August.

Richelieu Hardware  
open house celebrates new location

Richelieu Hardware of Montreal, Que., hosted an indoor/
outdoor Trends Show event featuring hands-on training 
in conjunction with the June grand opening of its new lo-
cation and showroom in Mississauga, Ont. The more mod-
ern location near Pearson International Airport now has 
104,000 square feet, up from 63,000 square feet, with a 
33-foot ceiling warehouse for added storage space. In ad-
dition, the showroom is twice the size of the old facility.

Erratum:
In the previous edition of Wood Industry, the shop profile 
of DJ’s Furniture incorrectly described the glue panel 
clamping process as being pneumatic. It is, in fact, a hy-
draulically-actuated operation. 

HOLZ-HER offers a complete line for perfect work flow  
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Accessibility for those with disabilities

Are you compliant?
By David Alli

The Accessibility for Ontar-
ians with Disabilities Act (AODA) 

came into law in 2005, and has con-
tinued to have a significant impact 
on private, public and not-for-profit 
businesses in Ontario. Organizations 
should be considering whether they 
have been compliant with the AODA, 
as there are significant monetary 
consequences for failing to do so. Al-
though the government of Ontario 
initially focused on education, rather 
than enforcement, recently it has be-
gun conducting spot audits levying 
fines against organizations that are 
found to be non-compliant.

The AODA develops, implements 
and enforces standards to achieve 
accessibility for Ontarians with dis-
abilities. It should be noted that the 
disabilities covered under the AODA 
go beyond those of a physical nature 
that may be readily noticeable. The 
application of the legislation is also 
broad, applying, for example, even 
to employers with one or more em-
ployees or volunteers, as well as any 
organization that provides good and 
services, offers accommodation or fa-
cilities, or owns a building. Even those 
businesses without a public facing op-
eration, such as manufacturers and 
wholesalers, are subject to the AODA. 

The AODA, along with the Cus-
tomer Service Standard Regulation 
and the Integrated Accessibility 
Standards Regulation, both of which 
are associated with the AODA, seek 
to make improvements in specific 
areas, including Customer Service, 
Information and Communication, 
Employment, Transportation, and 
Design of Public Spaces. 

Taken together, the legislative 

policy. There are further obligations 
depending on whether the organiza-
tion is classified as “Small,” having 
less than 50 employees, or “Large,” 
having more than 50 employees. Small 
organizations, with 20 to 49 employ-
ees and Large organizations were 
required to file a compliance report 
before the end of December, 2012.

January 1, 2014 marked the sec-
ond significant deadline. By that 
date, certain requirements were to 
have been achieved in the areas of 
employment, information and com-
munications, transportation and the 
design of public spaces. Some high-
lights of those requirements include 
that Small organizations are expect-
ed to have prepared policies and pro-
cedures on how to deliver goods and 
services to people with disabilities. 
Moreover, as of that date, Small and 
Large organizations are required to 
post a Notice on their website if there 
is a disruption in facilities or services 
typically used by disabled people. 
Additionally, if an organization cre-
ates or significantly reworks its web-
site after January 1, 2012, it will have 
to incorporate features that make it 
accessible. Large organizations are 
required to develop and implement 
further accessibility policies and a 
multi-year accessibility plan detail-

framework described above works 
towards the ultimate goal of Ontario 
being fully accessible by 2025. The 
path of implementation toward that 
target date includes staggered sys-
tem of benchmarks to help Ontario 
organizations gradually achieve full 
accessibility in a timely but reason-
ably-manageable manner, but with 
severe penalties for noncompliance. 

Your business  
should be on its way 
The first significant deadline under 
the AODA occurred on January 1, 
2012, by which date all organizations 
were required to create an accessibil-
ity policy with respect to providing 
services to those with disabilities, 
among other limitations, and to train 
all individuals in connection with that 
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ing how the organization will achieve 
compliance. The details of the plan 
and strategy must be available on the 
organization’s website. Additionally, 
Large organizations must incorpo-
rate accessibility issues into the de-
sign of their space. 

As of December 31, 2014, Small 
organizations, with 20 or more em-
ployees, and Large organizations are 
required to file a second report indi-
cating that they are still complying 
with the standards under the Cus-
tomer Service Standard Regulation. 
Large organizations must also file a 
report indicating that they have de-
veloped plans and policies to meet the 
statutory requirements. Large orga-
nizations have the additional require-
ment of filing accessibility reports 
every three years. 

As of 2015, Large organizations are 
expected to have trained all employees 
with respect to the provisions of the 
Human Rights Code that pertain to 
persons with disabilities and to have 
in place a system for receiving and re-
sponding to feedback with respect to 
the training policies and procedures 
that must be accessible to persons 
with disabilities. Small organizations 
are by now expected to have develop 
and implement accessibility policies 
describing how compliance will be 
achieved. Meanwhile, all organizations 
that utilize any electronic terminals or 
kiosks must make the same functional 
for those persons with disabilities. 

2016 requirements
As of January 1, 2016, there are many 
standards that need to be in place, 
and hopefully your organization has 
complied with the requirements. At 
this point, Small organizations are 
expected to have provided training in 
connection to the Human Rights Code, 
and must have a process for feedback 
that is accessible to persons with dis-
abilities, similar to the requirement 
for Large organizations commenced 
during the previous year. Large orga-
nizations are expected to have trained 
all employees with respect to the provi-
sions of the Human Rights Code that 
pertain to persons with disabilities and 
to have in place a system for receiv-
ing and responding to feedback with 
respect to the training policies and 
procedures that must be accessible to 
persons with disabilities.

The Regulations under the AODA 
provide that Large organizations 
must comply with requirements to 
modify existing human resources 
policies in order to explicitly consider 
accessibility issues as they relate to 
recruitment, accommodation, perfor-
mance management, career develop-
ment and return to work processes. 

Building requirements 
The AODA has also made new acces-
sibility amendments to the Ontario 
Building Code, which have been ef-
fective since January 1, 2015. These 
new requirements are intended to 

substantially enhance accessibility 
for persons with disabilities in both 
public and private spaces. However, 
for the most part, the amendments do 
not affect buildings that are already 
in existence where no renovation 
work is planned. Similarly, houses, 
townhouses and duplexes remain un-
affected, with the exception of smoke 
alarm requirements. The amend-
ments apply to newly constructed 
buildings and existing buildings that 
are to be extensively renovated.

In order to understand the effect 
of the accessibility legislation, con-
sider that, on its own, the Ontario 
Building Code requires a barrier free 
path of travel through most building 
types. However, new amendments 
have added requirements such as a 
requirement for power door opera-
tors at entrance doors of most build-
ings and amenity rooms in multi-
unit residential buildings, as well as 
increased door width and modified 
ramp dimensions. Building and pub-
lic spaces must also include surface 
indicators at the top of stairs and 
platform edges to assist those with 
visual impairments.

The amendments have also af-
fected multistory buildings, as el-
evator access to all floors is required 
for most new buildings, as well as 
assembly buildings such as theaters 
and community centers, places of 
worship, care buildings, in addition 
to commercial and retail buildings. 
Residential and office buildings 
over 3 stories in height and over 600 
square meters in building area will 
be subject to the same standard. 

WOODLaw
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There are some exceptions, including 
restaurants, whereby they will not be 
required to provide access to upper 
floors if the same amenities can be 
provided on the lower floor.

Although the requirements for 
washrooms that are set in the Ontario 
Building Code, already included that 
they must be barrier free and pro-
vided in public spaces, the AODA has 
added, for example, requirements for 
power door operators at the entrance 
of the washroom, amended mount-
ing height and location requirements 
of towel dispensers and dryers, re-
quired fold down grab bars, L-shaped 
grab bar, and increased floor area in 
the barrier free washrooms stall. Ad-
ditionally, all new buildings will now 
require a universal toilet room and, 
in new multistory buildings, at least 
one for every 3 floors, and each uni-
versal toilet room must have an adult 
change table, except in buildings un-
der 300 square meters.

The AODA views renovations as 
an opportunity to increase and en-
hance accessibility. However, simply 

because renovations are occurring 
does not mean that the AODA and the 
Regulations will apply. Small renova-
tions affecting under 300 square me-
ters of building area will not activate 
the requirement to incorporate the 
amendments now included in the On-
tario Building Code. Further, exist-
ing buildings that are not undergoing 
any renovations, are not affected by 
these requirements. However, newly 
constructed buildings or buildings 
that are undergoing renovations that 
affect more than 300 square meters 
of building area, are obligated to in-
clude universal washrooms, and are 
impacted by the new requirements.

The last word
The AODA, together with the Reg-
ulations and the Ontario Human 
Rights Code, demonstrate a deter-
mined effort by the Ontario govern-
ment to create an Ontario that is ful-
ly accessible, and it is essential that 
your business ensures timely compli-
ance with the requirements, as they 
gradually unfold until 2025. 

The above is just a cursory review 
of provincially-regulated organiza-
tions’ and service providers’ obli-
gations in providing a barrier-free 
accessible space, whether on a day-
to-day basis, or in completing renova-
tions to their existing infrastructure. 
Further information and detailed 
reports can be found at www.aoda.
ca. The best advice for achieving and 
remaining compliant with the AODA 
is to seek competent legal advice re-
garding your organization’s respon-
sibilities. 

If you do this before regulatory 
enforcement is at your door, your or-
ganization can avoid incurring serious 
penalties for non-compliance.  

  
David Alli is an associate in 
Lawrences’ Employment & Labour 
Law Group. He represents and 
advises employers in all areas of 
employment law. David can be 
reached at 905-452-6872 or  
dalli@lawrences.com.
Comment at www.woodindustry.ca.
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Down through generations

Heirlooms

Heirlooms. Now that’s a word that isn’t used very often 
anymore, unless we’re talking about tomatoes. The 

whole idea of valuable objects being passed along through 
the generations has pretty much passed away. When 

some of our most precious things 
have an effective lifespan that’s 
measured in months, the very no-
tion seems a bit quaint.

It would seem that the term 
would have originated when 
weaving looms were a very valu-
able family asset, which would be 
passed on to a specific family heir 
and treasured or at least produc-
tively used. The underlying prin-

ciple was important enough to the cottage industry of a 
national economy to become codified in law. Looms could 
not be allowed into the wrong hands.

With time, the concept of certain goods being valu-
able enough to a family to be treasured by it and care-
fully passed along was applied to other objects. These 
were items of furniture, or jewelry, books, art or even 
clothing. Their value was generally utilitarian but also 
symbolic. They represented significant expenditures and 
often class distinction or at least aspirations. It made a 
generation proud to be able to pass along valuable items 
that would give their children a claim to ‘good’ goods and 
maybe a leg-up the social and material ladder.

Meaning beyond material
Sometimes the value was more sentimental. An example 
of this is the watch that my grandfather wore, that my 
cousin now wears with great affection. He will likely want 
to leave it to one of his sons. But his sons never knew their 
great-grandfather, so the sentimental attachment will no 
longer be there and the watch will most likely be lost in a 
drawer full of other unappreciated items.

Some categories of objects have persisted. Grandfather 
clocks are one. At one time, a floor-mounted clock was a 
distinctive and valuable investment. They endure. But 
they rarely work. The locks are lost and the joints gape. 
They were not built to withstand our centrally heated Paul Epp

Quality
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homes and they have suffered. And now we are not short 
of the means to know the time. But who will throw one 
out, or even sell it for the pittance that would prevail? It’s 
a bit like the old family Bible. They endure, but perhaps 
a bit reluctantly.

Items used in childhood, like cradles, or rocking-hors-
es, have a good record of collecting sentimental associa-
tions over successive generations, but their potential for 
a practical integration into our condo-sized urban lives is 
limited.

Next-generation appreciation
Marketers still sometimes take a shot at this. Expensive 
wristwatches are an example. They may hold their value? 
Who knows? Young people are not so accustomed to wear-
ing watches of any kind on their wrists and so their ap-
preciation strikes me as less then certain. Pocket watches 
were once heirlooms, which may be worth keeping in 
mind.

It must be hard for senior family members who have 
bought expensive (and valuable) things with the antici-
pation that their children would appreciate them. The 
cherry-wood dining set, perhaps. Only to see their chil-
dren make excuses to avoid shouldering that particular 
responsibility. But maybe there is a silver lining to this 
cloud. Where would the antique shops get their goods, 
otherwise?

Design beyond time
There aren’t a lot of heirlooms in my family, a family of 
refugees basically, who established themselves in Depres-
sion era Canada. Although I’ve sometimes regretted that, 
I sometimes feel a bit badly for the material burden I ex-
pect to bequeath to my own children. I’ve hand-made a lot 
of furniture, carefully, from nice wood, and they will be 
reluctant to dispose of it. Perhaps even when they should. 
The only thing I wanted of my father’s was his model 1894 
Winchester saddle carbine. It was a lovely object, but not 
really that useful as a gun, and someone else got it ahead 
of me. It’s just as well. I certainly don’t need a rifle in my 
urbanized and nomadic life.

But as a designer, this question sticks with me. What 
can we design that will have enduring value? That will be 
worth the categorization of ‘heirloom’? It’s a good question 
for which I’m still searching for the good answer. 

Paul Epp is a professor at OCAD University, and  
former chair of its Industrial Design department.
Comment at www.woodindustry.ca.
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The greeting couldn’t have 
been warmer this sunny 
summer day. A bearded bear 
of a Russian welcomed me to 
the showroom of Barlow Cab-

inetworks in south Barrie, Ont., and 
the conversation flowed.

With a twinkle in his eye, Igor 
Slabkovski, co-owner of the business, 
relays a familiar tale of learning his 
cabinet-making skills at trade school 
in Leningrad, Soviet Union. He made 
his way to Canada via the Middle 
East and Israel, and after working 
with a shop for a time in Toronto, 
Ont., ended up in Barrie.

In what is now Russia and St. Pe-
tersburg, “I learned how to become a 
joiner,” Slabkovski says. He reminds 
me of the resourcefulness Eastern 
Bloc inhabitants brought with them 

to make good in the West, just like 
a Pole I once worked with who could 
repair any piece of equipment. Parts, 
and other things, were scarce under 
communism.

His father was a jazz musician 
in the old country, a form of music 
frowned upon by the authorities. 
Slabkovski keeps up the musical tra-
dition by playing the drums on week-
ends for his own pleasure, along with 
friends who share the passion for 
performing together.

A little while later after a shop 
tour, I meet Dylan Barlow, the other 
co-owner. Barlow grew up sweeping 
floor of his dad’s wood shop when the 
business was just getting going in 
nearby Churchill, Ont. Before John 
Barlow, the father, retired for good in 
2012, Slabkovski purchased a 50 per-

cent stake in Barlow Cabinetworks in 
2007. However, Dylan had left Bar-
rie in 2005 to work at another cabi-
net maker for a couple of years, then 
started his own 1,800 square foot 
shop in Toronto. After a few years, 
it was Dylan that succeeded his fa-
ther in the family business to become 
Slabkovski’s partner in 2012.

“Every summer growing up I 
loved working in the wood shop with 
my Dad,” says Barlow.

The combined experience of Slab-
kovski and Barlow translate into 
a booming, high-end cabinet shop 
with a territory that stretches 
north to Sudbury, Ont., east to Que-
bec and south to the U.S. border. 
“We have done work in Prince Ed-
ward Country four hours away, but 
any farther is not logistically ideal 

Profile: Barlow Cabinetworks, Barrie, Ont.

OLD WORLD
MEETS NEW

Successful succession 
with a twist
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for us,” says Barlow.
Local developers in Barrie don’t 

factor in as customers for the compa-
ny’s quality craftsmanship, accord-
ing to Slabkovski. “We’d need 100 
employees and we are not a produc-
tion shop.” 

The company has a landlord, which 

has made dust collection a manual 
process at each machine. “Outside 
dust collection is not permitted by 
agreement with the owner of the 
building,” says Barlow. While not rul-
ing out buying their own wood shop, 
the set-up cost and downtime have 
made them leery of taking that leap.

Besides the two owners who oper-
ate as salesmen, quotation special-
ists, designers and production coor-
dinators, there are seven employees 
that keep the custom shop humming 
and installations on schedule. Re-
cruiting over the years has extended 
from taking in a high school co-op stu-

dent to hiring a 
Conestoga Col-
lege graduate. 
The latter had 
great knowl-
edge, but no 
experience, as 
Slabkovski put 
it, but stayed 
for five years.

“Every cabi-
net maker is 
different — I’m 
doing it one 
way, the next 

guy does it completely differently. 
Sometimes it’s nice when a young 
guy comes into the shop — they don’t 
know bad things yet.”

When Barlow or Slabkovski enter 
into a discussion with a potential cus-
tomer, they want to get into a “premi-
um conversation,” says Barlow. “That 

won’t work if they are looking for an 
Ikea-priced kitchen.”

However, clients that arrive 
through word-of-mouth helps to 
shorten buying discussions. “They’ve 
seen our work and ballpark of the bud-
get. Customers are almost ready to 
buy at that point so that a sales pitch 
is hardly necessary,” says Barlow.

Residential sales make up close to 
75 percent of the business while com-
mercial sales, like the renovation of 
the Drake Hotel and stores in 
Toronto, make up the balance.

The company has developed 
relationships with designers over the 

years that help 
generate sales 
and has a web-
site that in-
forms prospec-
tive customers. 
The website 
states upfront 
that “If you’re 
already work-
ing with a 
designer or ar-
chitect, we’re 
happy to work 
with them as 
well. We then 
guide you step-
by-step as you 

select your materials, finishes and 
hardware.”

Several CAD software packages 
installed at the Barrie shop can help 
design staff with everything from 
sketches and 3D designs to architec-
tural drawings and lifelike render-
ings. The software helps customers 
visualize what their project will look 
like finished in their own homes so 
that any design changes can be dis-
cussed prior to cutting panels or 
routing hardwood.

The design process “can take way 
longer than the construction or building 
of a project,” notes Slabkovski. The back 
and forth with a client, reviewing draw-
ings, looking at the home in detail, is very 
important to the process. “This way we 
give the customer what they really, really 
want.” Choosing materials for the project 
and developing paint colours also take 
time, he adds. Continued

The quality of 
workmanship from the 
shop floor manufacturing 
to final installation means 
that Barlow Cabinetworks 
generates many of its 
home installation jobs 
through referrals. 
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Design inspiration for 
Barlow Cabinetworks cre-
ations come from many 
sources. “Every project 
is different,” says Slab-
kovski. “Tastes are always 
changing. It’s the 21st cen-
tury — when you are out 
of ideas — check the 
internet (laughs).

“People have 
been making tables 
and chairs for thou-
sands of years. So 
we’re not doing 
anything new — it’s 
just that not every-
body can do it.”

Besides a stan-
dard line up of ta-
ble saws, rip saws, 
band saws, sanders 
and routers, Barlow 
Cabinetworks includes a 
CNC machine that opti-
mizes cut lists and han-
dles complex tasks. “Not 
everything can be done 
with jigs and a router,” 
says Slabkovski.

“The shop is different 
now than it was 10 or 20 
years ago. Drop by drop 
we have improved with 
new machines, more preci-
sion and more experience.”

More and more cabinet making businesses are invest-
ing in countertop production equipment, but that is a non-
starter for Slabkovski. “Stone is not my business — shoe-
makers should make shoes,” he says. 

When it comes to installation, their site says “We treat 
installation as an art not a science, because our experi-
ence has shown us walls and floors are never perfectly 
straight.”

The premium approach in the marketplace appears to 
be working. Slabkovski recalls starting a Barlow Cabinet-
works when it was 2,200 square feet, then added another 
800 square feet for a spray booth, followed by an oppor-
tunity to move to 5,000 square feet. “We’re now 10,000 
square feet,” he says, channeling Chekov from Star Trek, 
“because it’s all about ‘Space, the Final Frontier.’” 

Custlines

OLD WORLD
 MEETS NEW

Igor Slabkovski 
and Dylan Barlow 
are taking care 
of business in 
Ontario’s high-
end cabinetry 
market.
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raining simulators are famous 
for teaching pilots the ropes be-
fore putting them into a multi-

million-dollar cockpit and potentially 
endangering lives.

That simulation environment is 
often referred to as virtual reality 
(VR). It was natural that aerospace, 
with its deep R&D pockets, was one 
of the first sectors to adopt the ex-
pensive equipment.

Today, with advancements in com-
puting and visualization technology, 
VR simulators have gradually come 
to be developed for teaching hospi-
tals, the consumer video game mar-
ket, and most recently, the skilled 
trades. Welders have been able to 
get their hands on training simula-
tors for many years now, including 
Lincoln Electric since 2009. Its Vrtex 
welding training simulators range 
from around $10,000 to $50,000, de-

pending on the hardware and soft-
ware features.

Now, with its introduction at the 
IWF Atlanta 2016 trade show (it 
debuted at the Ligna 2015 show in 
Hanover, Germany), woodworkers 
in Canada and the U.S. will be able 
train and test their skills on a train-
ing simulator created in France. The 
Wood-Ed Table unit from Mimbus of 
Saint Jean, France, mimics several 
basic machines — a band saw, table/
rip saw, jointer and router/shaper — 
in one integrated system. Its Wood-
Ed Factory platform, for sawmill 
operators, will also be on display at 
IWF. (Mimbus also has simulators 
for spray booth training, welding, 
construction trades and industrial 
automation.)

The ceo and founder of Mimbus, 
Laurent Da Dalto, had been work-
ing on simulators for the welding 

industry, including the first Lincoln 
Electric offering, when he was ap-
proached in 2012 by the AFPA (As-
sociation Formation Professionnelle 
Adultes), a network of adult vocation-
al training centres in France, to pro-
duce a simulator for cabinet makers.

The equipment that Mimbus proto-
typed was mandated to combine sev-
eral technologies at once, according 
to Da Dalto: virtual reality, augment-
ed reality, distance learning and col-
laboration to provide students with 
a fully immersive experience of the 
woodworking activity. The Wood-Ed 
table tracks the user’s hand motion 
and, via augmented reality furnished 
by 3D glasses, provides him with 
a realistic 3D vision of the tool and 
wood materials. As well, a patented 
force feedback system recreates the 
real feeling of cutting wood without 
the danger of cutting the user.

Cheaper technology fast-tracks trade education

TRAINING SIMULATORS
TACKLE WOOD



www.woodindustry.ca WOOD INDUSTRY  27  

Learning a skill in a completely 
safe environment is particularly at-
tractive to educators and wood shop 
owners as it can lower insurance 
premiums. With the repetition of the 
exercises, the user is more confident 
when he moves to the real machine, 
and reduces the risk of injuries. “The 
table gives the effect of the saw in 
relation to hands at the correct pos-
ition,” says Da Dalto. 

The physical, as well as visual 

simulation is what makes the table 
design effective. As different planks 
with embedded magnets are pushed 
and pulled, electromagnets embed-
ded in the table combine to provide 
passive down force feedback up to 
200 lbs. White locator dots on the 3D 
glasses, gloves and planks provide 
additional 3D sensory feedback to 
the overhead stereoscopic project-
or/scanner system anchored to the 
table. Appropriate sound is generat-

ed by the high-end PC tower under 
the table to simulate the noise a user 
would experience in a shop with a 
real machine.

The system also changes the 
training approach by introducing 
augmented reality simulation into 
the curriculum of training centres. 
It cuts overall costs, improves the 
skill transfer from trainer to trainee 
and speeds up the learning momen-
tum.  Continued

The Wood-Ed Table woodwork-
ing simulator tracks every  
movement and position of the 
student trainee to foster efficient 
and safe operating habits.

www.sierrafp.com
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ey to the Wood-Ed table for 
trainers and trainees is the 
Vulcan LMS, or learning 

management system. The Cloud-
based LMS means that trainers can 
log in to the system and track a stu-
dent’s progress, as well as upload the 
next set of exercises. There is also 
playback capability to assist a stu-
dent that wants to review a problem 
he’s having. 

Each table module — band saw, 
rip saw, shaper or jointer — has its 
own specific set of parameters that 
can be modified by instructors to 
match real-life models of shop floor 
machines. However, Da Dalto cau-
tions “the more generic the machine, 
the better for learning.”

In his experience on the welding 
simulation platform, “there can be 
a 30 percent saving in time and raw 
materials. But with an LMS applied 
(in that environment) it can double 
the benefit — but the trainer needs 
to be proactive.”

The LMS also provides a bench-
mark for trainers and their re-
spective training centres, testing the 
collaboration methods. For example, 
if the coursework is exactly the same 
in separate classrooms, it can deter-
mine if one trainer’s set of students 
are progressing as quickly as an-
other trainer’s. 

Each training centre in France 
where the Wood-Ed table has been 
deployed has a different curriculum, 

according to Da Dalto, but they all 
“prepare the student for a degree of 
real-life difficulty.”

What life might look like for stu-
dents, colleges and wood shops with 
the acceptance of such an indus-
try-specific training simulator can be 
found in the welding sector. 

Lincoln Electric discovered that 
there are multiple purposes for its 
welding simulation trainers, includ-
ing screening at the job recruiting 
stage and screening welders at a job 
site if a quality issue arises. Sarah 
Evans, virtual reality product man-
ager at Lincoln Electric in Cleveland, 
Ohio, says, “you’ll see some indus-
tries in the U.S. and I believe in Can-
ada that use them for recruiting and 
sometimes for internal training.”

What Ken McKen, Canadian 
Welding Association manager, West-
ern Canada, in Nisku, Alta., says 
about learning on welding simulators 
could easily apply to woodworkers. 
“It’s all about muscle memory. So 
they are getting used to being in the 
right position, getting comfortable, 
getting the right angle and the right 
inclination, travel speed.”

n a report from the American 
Welding Society and its industry 
resources, the U.S. needed nearly

450,000 welders in 2014. Canadian 
businesses face similar challenges 
when it comes to filling skilled trades 
positions, something Ottawa-based 

Skills Canada (SC) addresses with 
its regional, provincial and national 
competitions for secondary and post-
secondary students.

The Try-A-Trade zone at SC com-
petitions includes a Lincoln Electric 
Vrtex simulator. SC welding National 
Technical Committee and Edmonton, 
Alta.-based NAIT welding instructor 
Dan Lynge says “it gives the kids a 
chance to try hands on.”

Lynge said that one girl in middle 
school who was exposed to the Try-A-
Trade went on to take welding at high 
school, won a gold medal at the Al-
berta wide competition and a bronze 
at the SC National Competition.

Welding shops share another 
thing in common with their wood 
shop counterparts. Evans notes that 
when there is a call for workers, all of 
a sudden “everyone and their brother 
is the best welder ever.” 

The problem then becomes the li-
ability of putting a recruit directly 
on to a live test, she explains. “You 
can tell immediately if they have ever 
welded before.”

Training simulators don’t waste 
consumables, either, whether they are 
for welding or woodworking. “So you 
are saving a lot of money as well,” says 
McKen.

“You can virtually use the unit 
whether it be in a church or a classroom. 
When we take it (the Vrtex) down to 
these career fairs we use it as a market-
ing tool as opposed to a training tool.”

The welding training simulators 
used to be extremely expensive. 
“Three or four years ago they used 
to be about $100K, so that was pretty 
cost prohibitive. Now there are a lot of 
institutions looking at them. In B.C. 
there are colleges who have two or 
three each.”

Woodworkers in Canada may have 
similar access to their own version of 
virtual reality soon. At press time, the 
Wood-Ed Table training simulator 
system had at least one Canadian col-
lege interested in making the invest-
ment in the training technology. 

Comment at www.woodindustry.ca
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head position.
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EVENTS
The IWF Challengers 
Distinguished Achievement Award 
Presentation
When: August 24, 2016,  
11:00 a.m. – 12:00 p.m.
Where: IWF Challengers Award 
Finalist Gallery in the Building B 
Exhibit Hall

IWF 2016 Opening Night Reception
When: August 24 2016,  
05:00 p.m. – 07:00 p.m.
Where: “On the Turf” in the  
Georgia Dome

IWF America’s International 
Receptions
When: August 25 2016,  
5:00 p.m.– 7:00 p.m.
Where: Georgia World Congress 
Center Ballroom

IWF 2016 Education 
Conference Schedule

SYMPOSIUMS
Tuesday, August 23
Closets Symposium:  
9:00 a.m. - 5:00 p.m.
Wood Composites Symposium:  
8:30 a.m. – 4:30 p.m.
Exploring Countertop Options:  
9:00 a.m. - 5:00 p.m.
Finishing Symposium:  
8:30 a.m. – 4:30 p.m.
Wood Flooring Symposium:  
8:30 a.m. – 4:30 p.m.
Veenering Symposium:  
8:00 a.m. - 4:00 p.m.

FURNITURE and  
UPHOLSTERY TRACK
Wednesday, August 24
The Color Challenge: Pairing 
Creativity with Consistency  
9:00 a.m. — 10:00 a.m.

Thursday, August 25
Discover the  
Moving Power of Colors: 
1:30 p.m. — 3:00 p.m.
Working with  
Architects and Designers: 
11:00 a.m. — 12:30 p.m.

BUSINESS MANAGEMENT
Wednesday, August 24
Ready…Aim…Hire: Just Because 
Your Competition Hires This Way, 
Doesn’t Mean You Should:  
9:00 a.m. - 10:30 a.m.
Driving Business Growth — 
Fueling High Performance — 
Five Critical Success Factors for 
Business Growth and Profitability:
11:00 a.m. – 12:00 p.m.
Pricing for Profitability: 
11:00 a.m. – 12:30 p.m.
The Customer of the Future - Will 
Tomorrow’s Customers Be Yours? 
Excelling in Customer Service 
- Future Trends – Obtaining 
Customer Loyalty: 
1:00 p.m. -2:00 p.m.
The Secret Link of  
Accounting and Operations: 
1:00 p.m. – 2:00 p.m.
Managing is Leading:  
Find and Develop Your Personal 
*Leadership* Style:  
1:30 p.m. – 2:30 p.m.
I Hired Workers but 
Human Beings Showed Up: 
1:00 p.m. – 2:30 p.m.
Wake Up and Smell the 
Competition - Sales,  
Business Development and 
Competitive Excellence: 
3:00 p.m. – 4:00 p.m.

The International Woodworking Fair (IWF) is the 
trade show where furniture manufacturing, cabinetry, 
architectural millwork, material processing, design, 
technology, decorative hardware and other related industry 
professionals from all over the globe will come to find 
products they didn’t know existed that will help their 
company succeed. From the small shop to the large plant, 
industry buyers know that IWF is the best place to source 
products, discover new ideas, network with peers, and learn 
from those who have already troubleshot the solutions.

EXHIBITS:  
August 24-27, 2016

SHOW HOURS: 
Wednesday - Friday from  
8:30 a.m. - 5:00 p.m. and Saturday 
from 8:30 a.m. - 4:00 p.m.

LOCATION: 
Georgia World Congress Center
285 Andrew Young International 
Blvd. Atlanta, Ga.

Helping woodworking 
companies succeed
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Thursday, August 25
Become Invincible to Lawsuits, 
Save Thousands in Taxes, and 
Successfully Pass Assets to Heirs: 
9:00 - 11:00 a.m.
Intellectual Property 101 for 
the Woodworking Executive/
Artist/Inventor: Protecting Your 
Inventions and Other Creative 
Works: 10:00 a.m. - 12:00 p.m.
Are You a Boss? Or a 
LEADER? Would You Work 
for You?: 11:30 a.m. - 12:30 
p.m.
Design/Quote Automation: 
12:30 p.m. - 1:30 p.m.
The Marketplace has 
Changed - What Needs 
to Change in Your Business? 
10 Steps to Successful Change 
Implementation:  
1:00 p.m. – 2:00 p.m.
Transition from Residential to 
Commercial Woodworking:  
1:00 p.m. – 2:30 p.m.
Free Product Costing Software for 
Small Woodshops:  
1:00 p.m. – 2:30 p.m.
Workforce Development: 
Finding, Growing, Keeping Good 
Employees: 3:00 p.m. – 4:00 p.m.
Overview of Market, Employment, 
and Investment Trends in the U.S. 
Woodworking Industry:  
3:00 p.m. – 4:30 p.m.
Energy Efficiency and the Role of 
ProActive Energy Management: 
4:00 p.m. – 5:00 p.m.

Friday, August 26
Lessons from Automotive Suppliers 
for Wood Products Manufacturers: 
9:00 a.m. - 10:30 a.m.
An Industry at a Cross Roads - 
Where are the Working, Learning, 
Healing, and Leisure Furniture 
Businesses Going:  
10:00 a.m. – 11:30 a.m.
Best Hiring Practices:  
1:00 p.m. – 2:30 p.m.
Succession and Exit Strategy 
Planning for Woodworking 
Businesses: 3:00 p.m. – 4:30 p.m.

MARKETING and BUSINESS 
DEVELOPMENT
Wednesday, August 24
How to Effectively Work a Trade 
Show: 9:00 a.m. - 10:30 a.m.
Powering up Your Sales NOW!: 
11:00 a.m. – 12:30 p.m.

Thursday, August 25
Email Marketing - Techniques for 
Staying Top of Mind with Your 
Customers: 9:00 a.m. - 10:30 a.m.
Selling to Women – Today’s 
Greatest Economic Engine:  
2:30 p.m. – 3:30 p.m.

Friday, August 26 
Social Media Tips and Trends for 
the Forest Products Industry:  
9:00 a.m. - 10:30 a.m.
Surge your Sales – Tools to 
Automate and Manage your Sales: 
11:00 a.m. – 12:30 p.m.

MANUFACTURING
Wednesday, August 24
Exposing Problems that Reduce 
Profit in the Finish Room:  
9:00 a.m. - 11:00 a.m.
Color Matching: 9:00 a.m. – 11:00 a.m.
Driving Double Digit Profitable 
Growth: 11:00 a.m. – 12:00 p.m.

Transactional versus Relational 
Selling: 11:00 a.m. – 12:00 p.m.
Automating Your Shop: Which 
Comes First?: 1:00 p.m. – 2:30 p.m.
MOISTURE: Effects and 
Measurement: 2:30 p.m. – 3:45 p.m.
New Regulatory Standards 
and Practical Solutions for 
Combustible Dust Control: A
Comprehensive Review: 
3:00 p.m. – 3:45 p.m.
A Prescription for Healthy UV 
Curing on Wood: 3:00 p.m. – 4:00 p.m.
CNC Tips, Tricks and Techniques: 
3:00 p.m. – 4:30 p.m.
KICK-ASS LEAN: 3:00 p.m. – 5:00 p.m.

Thursday, August 25
Wood and Water (Friends or 
Foes?): 9:00 a.m. – 10:00 a.m.
Spot Repair Touch up Techniques 
and Related Finishing Problems: 
9:00 a.m. – 11:00 a.m.
Engineered Wood Composite and 
Sustainable Manufacturing: 
10:00 a.m. – 11:00 a.m.
Rx for Enhancing Roughmill 
Performance: 11:00 a.m. – 1:00 p.m.
Combustible Dust…an Explosive 
Issue: 11:30 a.m. – 12:30 p.m.

International Blvd. Entrance
Registration and

Shuttle Bus Drop-Off

Marietta St. 
at International 

Blvd. Entrance

Building B Building A
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PROFILE GRINDER 
MAKES KNIVES SAFELY, 
AUTOMATICALLY

Colonial Saw has announced its 
UT.MA P20 CNC — what it calls the 
world’s first CNC profile grinder for 
manufacturing or regrinding profile 
tools. It is also a complementary 

finishing machine for those who 
rough-grind with a waterjet. Mould-
ing and millwork companies can use 
the machine to grind custom knives 
in the original heads (including 
Powerlock heads) while toolmakers 
use it for mass production of HSS 
moulder knives, carbide inserts, 
brazed cutter heads and router bits. 
The machine comes with a PXCAD, a 
2D drawing that allows the user to 
create a CAD drawing of a tool pro-
file or to finish drawing from an elec-
tronic scan of a wood sample or a 
non-dimensioned line drawing.
www.csaw.com 
Booth 6529

ALL-IN-ONE SOFTWARE 
FOR CABINET, DOOR 
MANUFACTURERS

Cabinet Pro software is an applica-
tion for both the small cabinet shop 
and the large manufacturer of cabi-
nets, entertainment centers, doors, 
desks and closets. The platform pro-
duces detailed shop and finished 
drawings, floor plans, elevations, 3D 
perspectives, unlimited user-defined 
cultists, material reports, door re-
ports, bidding, financial charts and 
reports, and panel optimization. The 
company says it has succeeded in by-

MANUFACTURING, cont’d.
Thursday, August 25
Wood 101. All about Wood for 
Manufacturers and Woodworkers: 
2:00 p.m. – 3:45 p.m.
The Science of Sanding – from 
Orbital to Wide Belt: 
3:00 p.m. – 4:30 p.m.
The Magic of Custom Tooling: 
3:30 p.m. – 5:00 p.m.

Friday, August 26
Rx for Gluing Wood: Practical 
Tips and Troubleshooting Defects: 
9:00 a.m. – 11:00 a.m.
Industry 4.0 – The Future of 
Manufacturing: 11:00 a.m. – 12:30 p.m.
Aggregate Tooling - A new angle 
on CNC Machining: 
11:00 a.m. – 1:00 p.m.
Analyzing Incoming Lumber: 

11:30 a.m. – 1:00 p.m.
Dual-line Rough Mill Processing – 
The Practices and the Facts: 
2:00 p.m. – 3:30 p.m.
Rx for Machining Wood: Practical 
Tips and Troubleshooting Defects: 
2:30 p.m. – 4:00 p.m.

NEW BUSINESS SECTORS
Wednesday, August 24
NBS3 - Inkjet and Your Business 
– Primer for Inkjet Printing 
Technology, Workflow, and 
Applications: 9:00 a.m. - 10:30 a.m.
Digitally Produced Surfaces – Real 
Life Examples; A Vendor/Producer 
Panel: 1:00 p.m. – 2:30 p.m.

Thursday, August 25
Leapfrog from Laminate to High 
End Concrete: 1:00 p.m. – 2:30 p.m.

Friday, August 26
3D Printing and the Return of 
Cottage Industry: 9:00 a.m. – 10:30 a.m.
Is it for me? Using 3D Printing in 
Manufacturing Processes: 
11:00 a.m. – 12:30 p.m.
Urban Wood Utilization: Making 
Wood Products and Profits from 
Landscape Trees: 1:00 p.m. – 2:30 p.m.

IWF TECHNOLOGY THEATER
The IWF 2016 Technology Theatre 
offers attendees the opportunity to 
sit in on presentations from IWF 
Exhibitors on products, services, 
and the latest technology. It will 
be located in Building B, Exhibit 
Hall Level within the New Product 
Showcase and Challengers Award 
Finalist Gallery. 

Helping woodworking 
companies succeed
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passing the exporting of DXF files to CAD/CAM and elim-
inated the need for DXF files. Cabinet Pro CNC software 
also produces the CNC code directly from the panel opti-
mized parts.
www.cabinetpro.com
Booth 2816 

LASER MACHINE ENGRAVES ON 
DIFFERENT SURFACES

The SN4836 
laser system 
from AP Lazer 
provide a 48 x 36 
in. engraving 
area. With a 

patented removable laser top, this laser machine is said 
to offer little to no size or weight restrictions, allowing us-
ers to engrave or cut large/heavy items that a traditional 
‘boxed-up’ laser machine cannot. The 100 W laser tube is 
suitable for custom laser engraving onto materials such 
as flooring, large doors, counter tops and commercial sig-
nage. The setup time for the laser engravers is also said 
to be minimal, which means any facility can be back on-
line and running quickly. 
www.aplazer.com
Booth 7803

LASER EDGING EQUIPMENT  
PRODUCES “INVISIBLE” JOINTS

The Ltronic from 
Holz-Her has an 
NIR (near 
infrared radia-
tion) module that 
activates the 
functional layer 
of laser edging

using electronic controls. The result is said to be perfect, 
invisible joints resulting from matching the color of the 
panel surface to the specific edging. Users obtain a cost-
effective alternative to laser and hot-air processes, apply-
ing laser edging with perfect quality, the company says. 
The laser unit does not require any heat-up time or heat-up 
phases during the machining process. In addition, the com-
plete system operates silently, the company adds.
www.weinig.com
Booth 6034

COMPACT CNC MACHINE  
FOR CUSTOM MANUFACTURERS

Vitap and Atlantic 
Machinery have an-
nounced a new version 
of the Point K2, a com-
pact CNC machine that 
is designed for custom 
manufacturers and also 

for flexible, high-production environments. The unit is now 
available in a 1200 mm width and an upgraded version 
called the 1200 Top, which features three additional verti-
cal independent spindles (for a total of 12), two additional 
(2+2) horizontal boring spindles on the Y axis plus an op-
tional four-positions tool changer. The model allows for cut-
ting, drilling, grooving and routing operations. All of these 
processes can be achieved without the need to reset the 
parts hold-down systems, resulting in zero set up time, the 
company says. 
www.atlanticmach.com
Booth 6728

IN-LINE MOISTURE METERING
In-line moisture 
meters both for 
vertical and 
linear applica-
tions are avail-
able from 
Brookhuis. The 
MSR strength 
grading 

equipment comes in both hand-held and in-line instru-
ments with a capacity from 0 to 180 logs/min. The new Ul-
tra Sonic internal crack detection device can be integrated 
with different handling systems, scanner line and planer 
line. Strength grading instruments are also available. All 

Experience
Murphy means

MORE.

430 Franklin Blvd., Cambridge, ON  N1R 8G6
(519) 621-6210     Fax: (519) 621-2841
E-mail:  4nodust@nrmurphyltd.com  Web Site:  www.nrmurphy.com

Ask the Experts:
14,000 systems / over 70 years.

Get it done right the first time.

No one gives you more.

more

nrmurphy_meansmore_14  14-10-03  4:05 PM  Page 4

BOOTH #5526
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systems are approved for use in mar-
kets worldwide with known grading 
authorities, the company says.
www.brookhuis.com
Booth 6568

CNC MACHINES IN  
3- AND 5-AXIS VERSIONS

Thermwood Corp. offers both three- 
and five-axis CNC machining centres 
suited for the production, fabrication 
and trimming of wood, plastics, non-
ferrous metals, composites and other 
advanced materials. The CNC ma-
chining centres are engineered using 
CAD/CAM and structural analysis 
software. All weldments are fully 
stress relieved and the final machine 

is calibrated using three-dimensional 
volumetric compensation. 
www.thermwood.com
Booth 6513

LIGHTWEIGHT PANELS  
REPLACE SOLID 
MATERIALS

Thinklightweight Corp. provides a 
product range of lightweight panel 
products that replace solid materials in 
the architectural wood market. There 
are six panel technology options to meet 
various market and product demands: 
Foam Light; 3/8in. Comb Light; Light 
Tack; 1/8 in. Comb Light; 1/8 in. Luxa 
Light; and, Structa Light. Some exam-
ples of lightweight products manufac-
tured are shelving, swing doors for cash 

counters, change room doors, ceiling 
beams, trade show panels, check coun-
ters, architectural ceiling treatments, 
room dividers, wall panels, furniture 
components, conference table tops and 
retail store displays.
www.thinklightweight.com

MACHINE PRODUCES  
CABINET DOOR IN TWO 
MINUTES

The Model 250 machine from Unique 
Machine & Tool has a 10 hp direct 
drive spindle, quick change turret 
and other features that make this 
model an improvement over its prede-
cessor. It is said that one man can pro-
duce one door in two minutes with the 
machine. The unit is suitable for cabinet 
door manufacturing including bead and 
shaker doors, as well as raised panels.
www.uniquemachine.com
Booth 6013

EVOLVING WOOD 
BONDING TECHNOLOGY

Tensor adhesives — a brand of Quin 
Global — are suited to products from 
cabinets and countertops to furni-
ture and upholstery. The TensorGrip 
Laminate and Foam and Upholstery 
ranges were developed with an un-

VISIT US 
AT IWF 
BOOTH
#6552
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derstanding of the needs of the two 
closely-connected industries, the 
company says. Greenguard Gold cer-
tification has been achieved by the 
TensorGrip L10N product, non-flam-
mable, spray contact adhesives in a 
canister. The Woodworking/Lami-
nate (L series) and Foam and Uphol-
stery (F series) ranges of adhesives 
are also available with TensorGlob-
al’s own Co-Rez technology, an engi-
neered resin and gas matrix which 
uses less gas and provides more glue, 
the company says.
www.tensorglobal.com
Booth 3319

EUROPEAN  
BEECH TEMPERATE 
HARDWOODS

Pollmeier has introduced what it 
calls the newest, only high-quality 
engineered hardwood product of its 
kind — Ingenious Hardwood BauBu-
che, European beech. The company 
says its processes can create an eco-
nomical laminated veneer lumber 
from Beech for structural applica-
tions. BauBuche comprises boards 
and beams for timber constructions, 
as well as panels for furniture and in-
terior design. In each panel, the ve-
neer layers are perpendicular to the 
surface. It can be used for table-tops 
and sturdy work surfaces, ceiling and 
wall cladding, stairs and wood floor-
ing with a special hardness. Panels 
can be machined like solid hardwood 
or hardwood boards, and the sanded 
surfaces are also suitable for further 
finishing.
www.pollmeier.com
Booth 2633

CONFIGURABLE 
CALIPERS SET FOR 
QUALITY CONTROL
TigerStop has introduced TigerSPC, 
a configurable caliper set designed to 
make critical quality control mea-
surements easy and affordable for 

parts as long as 16 ft, the company 
says. The set is accurate to ±0.006 in. 
(±0.15 mm) and has snap-on jaws to 
accommodate end to end, mitre to mi-
tre, hole to hole, hole to centre and 
hole to end measurements without 
having to recalibrate. Units are also 
available with an optional TigerStop 
table system for mounting the Tiger-
SPC in various working lengths. The 
calipers can be equipped with a selec-
tion of both standard and custom at-
tachments that allow it to be config-

ured for a manufacturer’s set of 
quality control measurements.
www.tigerstop.com
Booth 6769

DRAWER SYSTEM HAS 
VERSATILITY
The InnoTech drawer system from 
Hettich provides moving compart

ments that swing out to the side to 
house small items. Technical details 
include: 2 drawer side-profile heights; 
7 lengths; 4 rear panel heights; co-
lours are silver, white, anthracite; 
side elements for front extensions in 
two heights, railings. 
www.hettich.com
Booth 2115 

802.244.8101
sales@super th insaws.com

www.super th insaws.com
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UV-CURED POWDER 
COATED MDF WOOD 
COMPONENTS

DVUV supplies UV-cured powder 
coated MDF wood components for a va-
riety of industries including retail store 
fixtures and displays, healthcare, hos-
pitality, education and office furniture, 
and architectural elements. The DVUV 
product and process emits no VOCs (vol-
atile organic compounds) or HAPs (haz-
ardous air pollutants), is solvent free and 
non-toxic and uses 100 percent pre-con-
sumer recycled content MDF. Custom-
ers can send in a drawing and receive a 
finished part, the company says.
www.dvuv.com
Booth 3155 

CNC ROUTER HAS RIGID 
FRAME CONSTRUCTION
The compact M-Series CNC ma-
chine from C.R. Onsrud has rigid 

frame construction, and smooth, re-
sponsive drive mechanisms in the 
industry, the company says, as well 
as other features found on its bigger 
models. Units have factory provided: 
after hour emergency tech 

support; onsite machine installation 
and training; technical and applica-
tions support; and in-depth remote 
online diagnostics. Specification in-
clude: 4-pole, reversible, 24,000 rpm 
high torque spindle; HSK-63F spin-
dle taper and tool holders, with 1 in. 
(25 mm) collet capacity; and, over 10 
in. of Z-axis clearance and 9 in. of Z-
axis stroke. Units come with 4-port 
Ethernet connection, USB, and se-
rial connectivity, and 3D capability 
with helical interpolation.
www.cronsrud.com
Booth 5013 

MOISTURE METER  
FOR WOODWORKERS
For flooring contractors, woodwork-
ers, furniture manufacturers, QC in

spectors and 
small mills, the 
J-2000 mois-
ture meter 
from Delmhorst 
Instrument Co. 
is said help 
keep up with 
changing job 
conditions. The 
meter comes 
with built-in 
wood species 
correction and 
temperature 
correction, 

a l o n g  w i t h  s t o r a g e  a n d  
informative reading statistics. 
Specifications include: corrects for 
48 individual wood species and tem-
perature (°F and °C); averages up to 
100 accumulated readings; moisture 
range of 6 to 40 percent on wood; a 
built-in calibration check; and, inte-
gral contact pins mounted on top of 
meter provide 5/16 in. penetration. A 
built-in connector accepts any Delm-
horst electrode. The unit weighs 10 
oz, has dimensions of 8 x 3 x 1-5/8 in. 
and uses a 9 V battery.
www.delmhorst.com 

Find your local distributor at
www.kat i l a c coa t ings . com

Proudly engineered and 
manufactured in Canada

Breathe easier with our
new PURETMline of 

Formaldehyde Free 
wood finishes

pre-cat & post-cat lacquers conversion 
varnishes - waterborne coatings - colour 

systems - interior & exterior coatings

•	 PURESEALTM	Vinyl	Sealer,	PUREGUARDTM	Clear	
Pre-cat	&	PUREVARTM	Clear	Conversion	Varnish

•	 meets	LEED,	BIFMA,	IAQ	standards
•	 drop-in	replacement	for	most	traditional	

solvent-base	coatings
•	 meets	KCMA,	AWI,	AWMAC	performance	

standards



www.woodindustry.ca WOOD INDUSTRY  37  

WOODNew Products

Runner for pull-out shelves

Salice has launched Shelf, the new 
runner for pull-out shelves which 
adds on to its line of concealed under-
mount runners. The runner is said to 
be easily attached to the bottom of 
the cabinet. In the case of wide 
shelves, runners can be added to in-
crease the weight capacity and more 
stability. The product is available in 
all standard lengths, with Push open-
ing or with Smove soft closing. 
www.salicecanada.com

Tool measuring stand
 

The OptiControl Digital tool mea-
surement stand from Weinig is said 
to provide reference points essential 
for precise setting of the moulder 
and the production of high quality 
mouldings. Tool measuring stand 
key functions include: help functions 

for accurate measurements; man-
agement of adapters required for 
measuring tools with various clamp-
ing systems; measuring of radii and 
angles for quality control; and, touch 
screen operation. Benefits include: a 
modern camera system; automatic 
recognition of the knife edge in the 
camera display; prevention of errors 
due to pictures displaying the pro-
file, tool and reference points; and, 
high accuracy of measurements, the 
company says.
www.weinig.com

Box levels in magnetic or 
non-magnetic models
The new e75 eries True Blue box lev-
els from Empire are available in both 
magnetic and non-magnetic, and are 
40 percent stronger and 20 

percent lighter than competitive 
products, the company says. The all-
metal aluminum frame box levels are 
said to eliminate common level frame 
deformations seen during harsh job-
site use. The precision milled edges 
and e-Band vials are said to provide 
maximum visibility and .0005 in./in. 
(0.029º) accuracy. A patented Rein-
forced Vial Locking System protects 
the centre acrylic block vial without 
compromising the 300º viewing win-
dow. Both models are available in 24, 
32, 48, 72 and 96 in. versions.
www.empirelevel.com

We’re proudly celebrating 
our 20th year serving 
woodworkers. ShopBotTools.com888-680-4466 •

A sign making professional for decades, 
Buddy Warner has worked with every traditional 
woodworking tool, and views the ShopBot 
4’ x 8’ CNC tool he bought back in the 1990’s 
as the smartest tool purchase he’s made: 

“The ShopBot makes so many hard processes easier, and it frees 
me to work on other tasks at the same time. It complements 
my work with traditional tools — it just makes me more 
productive and my business more profitable!”

See more of Buddy’s story and photos of his work 
on the ShopBot Blog.

For full specs and pricing visit our website. Then call us to order yours!

“The ShopBot CNC is the most 
profitable woodworking tool 

I’ve ever purchased.“
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Paint program  
for cabinet components

 

Conestoga Wood Specialties has an-
nounced that its Prism paint pro-
gram offers more than 1,200 paint 
colors with 70-plus shades of white 
and off white, six substrates and five 
glaze options. The program allows 
wood product supplies to create a for-
malized paint offering for its custom-
ers, the company says. It adds that 
painted finishes making up nearly 
three quarters of custom kitchen col-
or selections today.
www.conestogawood.com

Metallic edgebanding
 

DC Distributing stocks a wide vari-
ety of colors and sizes in PVC edge-
banding and wood veneers. Among 
the products offered is MKT Alpha-
Tape edgebanding, which is ABS cov-
ered with metal foil to give the real 
metal look of aluminum or stainless 
steel. The tape is stocked in master 
rolls of 0.5 mm, along with 7/8-in. ma-
terial in 0.5, 1 and 2 mm thicknesses. 
More than 7,500 decors and more 
than 2,500 different colors as well as 
a broad variety of special edge band-
ings are said to showcase MKT’s 
knowledge in designing and manu-
facturing edge banding branded Al-
pha-Tape.
www.dc-dist.com 

Battery technology  
adapts to tools

 

Dewalt has announced the Flexvolt 
system, which features a battery that 
automatically changes voltage when 
the user changes tools. The battery 
powers a new line of brushless 60V 
Max and 120V Max Flexvolt tools. 
The patent-pending battery technol-
ogy is backwards compatible with 
most existing Dewalt 20V Max tools 
and chargers. When used in the 20V 
Max tools, the battery provides up to 
4x runtime, the company says. In ad-
dition, the Flexvolt battery provides 
more than 3x battery power versus 
the Dewalt 18V NiCad.
www.dewalt.com

Variable angle  
lock miter construction

 

Keystone Wood Specialties’ lock mi-
ter construction is a solid, locked glue 
joint that can be specified in any an-
gle from 90 to 140 degrees, and can 
be used for either inside or outside 
corners. Lock mitering allows stable 
construction of products such as lazy 
susan doors, columns, pilasters and 
joined face frames.
www.keystonewood.com

WOODNew Products
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 Spending on new residential construction in Canada 
totaled $4.2 billion in April, up 8.4 percent from the 
same month a year earlier. Nationally, the increase 
was driven by higher investment in apartment and 
apartment-condominium buildings, which rose 20.8 
percent to $1.5 billion. Higher spending on row houses 
(up 14.2 percent to $433 million) and single-family 
dwellings (up 2.1 percent to $2.1 billion) also contrib-
uted to the advance. —Statistics Canada

 Confirming the January forecast of the FEP (Eu-
ropean Federation of the Parquet Industry), the 
consolidated data provided by member companies 
and affiliated national associations indicates that the 
European parquet market grew by 0.5 percent in 
2015. —Fordaq

 The Construction Union Wage Rate Index (including 
supplements) for Canada rose 0.1 percent in May com-
pared with the previous month. The composite index 
increased 0.3 percent in the 12 months to May. On a 
monthly basis, the crane operator (up 0.3 percent) and 
heavy equipment operator (up 0.3 percent) trades re-
corded the largest gains in May. —Statistics Canada

 Total U.S. construction activity for May 2016 of 
$1,143.3 billion US was 0.8 percent below the re-
vised April 2016 of $1,152.4 billion US.  
—U.S. Census Bureau

 The value of building permits in Canada for single-
family dwellings was up 1.8 percent to $2.5 billion 
in April, a third consecutive monthly increase. 
Compared with the same month in 2015, the value 
of permits was relatively unchanged in April. Mu-
nicipalities approved the construction of 16,232 new 
dwellings in April, up 3.0 percent from the previous 
month. The increase was led by multi-family dwell-
ings, which advanced 1.6 percent to 10,202 new units. 
Single-family homes were up 5.6 percent to 6,030 new 
units. —Statistics Canada

 The Index of Consumer Confidence for Canada rose 
7.4 points in May to reach 101.8 (2014 = 100), its 
fourth consecutive monthly increase.  
—Conference Board of Canada

 Global softwood lumber trade reached an all-time 
high in 2015 when 118 million cubic meters was traded 
internationally. This year has started out with even 
higher volumes being traded around the world; the 
2016 first quarter shipments were approximately 20 
percent higher than in the first quarter of 2015.  
—Fordaq

 Canada’s New Housing Price Index rose 0.7 per in 
May, following a 0.3 percent increase in April. This 
was the largest monthly advance since July 2007, and 
was mainly driven by higher new housing prices in 
the combined region of Toronto and Oshawa and in 
Vancouver. —Statistics Canada

 The U.S. net international investment position at the 
end of the first quarter of 2016 was -$7,525.6 billion 
US as the value of U.S. liabilities exceeded the value 
of U.S. assets. At the end of the fourth quarter of 
2015, the net investment position was -$7,280.6 billion 
US. —U.S. Bureau of Economic Analysis

 U.S. hardwood plywood imports were down 1 percent 
in April, the fourth consecutive month-on-month de-
cline. A total of 211,096 cubic meters were imported in 
April, worth $122.1 million US. Year-to-date import 
volumes remain slightly higher (up 1 percent) than 
in April 2015, but the value of year-to-date plywood 
imports decreased 7 percent compared to 2015.  
—ITTO Tropical Timber Market Report

 Core U.S. inflation in May was up 2.2 percent and in 
Canada, up 2.1 percent. What’s important to know, 
however, is that ‘core’ inflation in both countries has, 
with only two periods of deviation — 2010 in the U.S. 
and 2013 in Canada — stayed remarkably close to 2.0 
percent for more than a dozen years.  
—ConstructConnect

 Following a significant drop in wooden furniture 
imports in March, U.S. imports largely recovered in 
April. Wooden furniture imports were worth $1.27 
billion US in April, up 5 percent year-to-date. 
—ITTO Tropical Timber Market Report

Current business highlights...
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 U.S. housing starts were at a seasonally adjusted an-
nual rate of 1,164,000 in May, almost unchanged from 
April. Starts were 10 percent above the May 2015 
rate. —U.S. Census Bureau 

 The number of U.S. building permits in May were at a 
seasonally adjusted rate of 1,138,000, up 0.7 percent from 
April but below May 2015 levels. —U.S. Census Bureau 

 The trend measure of housing starts in Canada was 
191,000 units in May compared to 194,950 in April. 
The trend is a six-month moving average of the 
monthly seasonally adjusted annual rates of housing 
starts. —Canada Mortgage & Housing Corporation

 Recent estimates suggest that internal (interprovin-
cial) trade barriers reduce Canada’s gross domestic 
product by between $50 billion and $130 billion.  
—The Standing Senate Committee on Banking, 
Trade and Commerce

 Four of Canada’s largest upcoming recreational, 
retail, wholesale and warehouse construction design 
projects have been revealed. Number one in budget 
is the $3.5 million Garibaldi at Squamish Ski Resort 
in Squamish-Lillooet, B.C., by developer Northland 
Properties Corp. Next at $1.6 million is the Royal-
mount shopping centre in Mont-Royal, Que., from 
developer Carbonleo, followed by the StoneGate 
Landing — StoneGate Corporate Centre in Calgary, 
Alta., at $1.5 million from the WAM Development 
Group, and the $890,000 CalgaryNext Sports Com-
plex in Calgary from Calgary Sports & Entertain-
ment Corporation. —ConstructConnect

 The New Housing Price Index (NHPI) rose 0.7% in 
May, following a 0.3% increase in April. This was the 
largest monthly advance since July 2007, and was 
mainly driven by higher new housing prices in the 
combined region of Toronto and Oshawa and in Van-
couver. —Statistics Canada

 The worldwide construction industry in developed 
markets has a positive outlook as the forecast period 
will witness a decrease in the effects of global finan-
cial crises, a stabilization in household income, and an 
improvement in public finances. In the report, Global 
Pre-engineered Buildings Market 2016-2020, ana-
lysts forecast the market to grow at a compound an-
nual growth rate of 11.96 percent during this period. 
—Sandler Research

 

 U.S. consumer spending continues to look good in Q2, 
with real personal consumer spending up by 0.3 per-
cent month/month in May and April revised up to 0.8 
percent m/m. This leaves consumer spending track-
ing at a strong 4.2 percent quarter/quarter seasonally 
adjusted annual rate (saar) in Q2 and will likely boost 
GDP tracking models into the 2.5 to 3 percent q/q 
saar area for Q2. —Scotiabank Global Economics

 Evidence in Canada points to a growing number of 
do-it-yourself renovators. Retail sales of building 
materials and garden supplies have jumped 10 per-
cent over the past year, double the increase in overall 
retail sales. In contrast, sales in the much larger 
wholesale materials category are unchanged year-
over-year. —Scotiabank Global Economics

 The report, Global Engineered Wood Products Mar-
ket 2016-2020, considers the production of engineered 
wood products across different end-user segments. 
The analysts forecast the global engineered wood 
products market to grow at a compound annual 
growth rate of 26.5 percent during the period 2016-
2020. — Research And Markets

 The global wood and laminate flooring market is ex-
pected to reach $92.64 billion US by 2020. Technolog-
ical advancements have led to the development of new 
innovative products and DIY installation techniques, 
which has substantially widened the scope across 
residential as well as commercial flooring applica-
tions. —Research And Markets

 The U.S. monthly Housing Market Index (HMI) of 
National Association of Home Builders members 
survey asks respondents to rate market conditions 
for the sale of new homes at the present time and in 
the next six months as well as the traffic of prospec-
tive buyers of new homes. On a scale from 0 to 100, 
the June HMI was 60, up from 58 in May. —National 
Association of Home Builders

 In the wake of the Brexit referendum results in the 
U.K., Canada’s annual growth forecasts were only 
downgraded by 0.1 percentage points for Canada in 
2016 and 2017 to 1.2 percent and 1.9 percent, respec-
tively. This embeds a 0.4 percentage point (annual-
ized) hit in the second half of this year. The global 
adjustment to a weaker U.K. and more fragile Euro-
pean Union is expected to culminate in world growth 
of 2.9 percent in 2016 and 3.2 percent in 2017 (down 
from 3.4 percent previously). —TD Economics  

Bullets
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WOODBy the numbers
Tracking Canada’s wood industry stats ...

Residential construction investment In millions of dollars 
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IT’S NOT A SPORTS CAR...

It takes exceptional design and engineering to win the honor and recognition
that is TIOMOS. But don’t let its good looks fool you. Under the hood the new
kinematics work with precision and the integrated adjustable Soft-close
handles like a dream. Quick response and pinpoint 3D adjustment with worm
gear accuracy gives TIOMOS the racer’s edge.  Try one today.
Grass Canada, Inc. 800-461-4975

www.grasscanada.com

BUT IT’S ENGINEERED LIKE ONE
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VISIT US AT IWF, 
BOOTH #2137



precision. unmatched. 
TS 55 REQ Tracksaw - Beveled, mitered or straight. The first cut is the finish cut.

TM

festoolcanada.com


