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Å One of 15 rural R&D corporations (the only one that covers 

the full supply chain, including imports). 

Å Funded through compulsory levy on growers, processors and 

importers (except Pulp & Paper). 

Å Previously a government body now a private company. 

Å Independent board of senior industry executives. 

Å Matching Commonwealth funds for R&D. 

Å Total expenditure this year is $13.9 mil with 9 staff. 

Å Investor in R&D along the value chain. 

Å Directly manage generic industry promotion. 

Å New role as ñcoordinatorò of timber standards. 

Who is FWPA? 

Forest & Wood Products Australia Ltd (FWPA) is the 

industryôs service organisation (not an ñassociationò).  

 



What does FWPA do? 

Our aim is to be the industryôs leading source of 
knowledge, and to invest in and facilitate 
innovation and promotion. 
 
  Four Key Strategies 
1. Promote the benefits and use of forests 

and wood products 

2. Invest in and coordinate relevant 

research and development 

3. Expand the industryôs capacity and 

capability 

4. Increase FWPAôs capacity and scope to 

deliver benefits to the industry (Building 

codes and standards) 
 



1. Increase demand for wood products. 

ü Generic promotion 

ü Standards coordination 

2. Ensure that R&D investments are better linked 

to industry outcomes. 

3. Increase industryôs capacity to respond to 

innovation and promotion initiatives. 

4. To encourage a pan-industry, pre-competitive 

approach to opportunities and problems. 

 

 

 

What are we trying  
 to achieve?  
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2009/10 Last Year

2008/09

$'000 $'000

Revenues

Processor levy 2,945        3,103           

Growers levy 512            574              

Voluntary State Growers levy 661            670              

Importer charge 952            702              

Commonwealth Matching 3,498        3,729           

Other revenue 680            806              

Total revenues from ordinary activities 9,248        9,584           

Expenses 

  Generic Industry Promotion 3,166        3,121           

  Research and Development 4,531        5,227           

  Capacity, Adoption and Promotion 671            826              

  Industry Services              268            101              

  Services Support and Management 1,814        1,827           

10,450      11,102         

Net surplus / (deficit) (1,202)       (1,518)          

Net Assets at 30th June 9,406 10,608

Financials  



Strategy 1  
Generic Industry 
Promotion  
 



Primary Objective 

To increase the value of wood-based products  

sold in Australia by increasing demand and reducing 

impediments to the use and supply  

of wood-based products 

 

Secondary Objective 

To rebuild industryôs confidence in itself and  

its role in a sustainable and economically prosperous 

Australia 

 

 

Generic promotion 
objectives  



Strategy 1 

Generic  

Promotion 

Consumer  

Program 

Trade  

Partners  

Program 

Key  

Purchasers  

Program 

Specifier  

Program 

Strategy evolving to increase 
breadth and depth of activities  

üPrint advertising 

üInternet advertising 

üwebsite 

üSponsorships 

üPartnerships 

üMarket research 

ü55% of spend 

üPrint advertising 

üInternet advertising 

üWebsite 

üconferences 

üSponsorships 

üPartnerships 

üMarket research 

ü35% of spend 

üEmail 

üMerchandise  

üNational Carpenters Day 

ü10% of spend 



We are building off a strong 
òloveó factor 

Source: FWPA tracking studies (n>1000) 
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85% 
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1011 national respondents 
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But people donõt understand one of our 

key benefits (wood stores carbon)  







Source: Internet survey October 2010 

1011 national respondents 

Recognition of ads exceeds 

industry benchmarks  



ÅNationa Carpenters Day 

ÅTimber Design Awards 

ÅSustainable House Day 

ÅHIA annual awards 

ÅMBA annual awards 

ÅBuilt Environment Meets Parliament 

ÅDesignEx 

ÅArchicentre Bushfire recovery 

ÅPlanet ark partnership 

Sponsorships and 
partnerships  



Specifiers will become a 
major focus of activity  

ÅComprehensive industry website 

ÅSpecifier conference series 

ÅContinuous professional Development 

programs 

ÅEngineering student education (e.g., 

WCTE) 

ÅYoung architects competition (affordable 

housing) 

 



Leading international and 
domestic speakers  



Partnerships:  
Program Partners  

Nearly 700 organisations have licensed  

the Wood. Naturally Better.Ê brand logo 



Strategy 2  
R&D Investment  
 



Investment plans are the key to 

delivering outcomes  

Á13 investment priorities for R&D 
Á5 in tree growing 

Á3 in processing 

Á5 in market access 

ÁThree plans signed off by the Board (sustainable 

buildings, Genetics, market statistics) 

ÁFour under development 

ÁLimitation is the availability and skills of the people 

to develop the plans 




