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Abstract 

A research study was conducted to examine attitudes towards 
certification o f  forest management practices by major 

purchasin~ group< in New Zealand The survey covered retail con- 
sumers architects and retailers. Overall the results show that there 
isa hiqh level ofinterest in environmental certification of forest man- 
agement practices among all three groups and a belief that such 
programmes can have a positive influence on the management of 
forests. Both architects viewed an environmental NGO as the most 
trusted organisation and consumers while retailers were more trust- 
ing of a thirdparty certification organisation. On average, architects 
and retailers believed their clients were willing to pay between 9.5% 
and 15.7% more for terrified wood products while consumers in&- 
cated they would be willing to pay an additional 76.5% to 22.3%. 
Implications for organisations considering certification as a 
marketing strategy are discussed 

Introduction 

Certification of forest management and harvesting practices is a 
global issue, impacting forest landowners, wood product 
manufacturers, distribution intermediaries and consumers. Initially, 
certification efforts were a response by environmental non- 
governmental organisations (NGOs) to tropical deforestation. 
Certification was promoted by environmental NGOs as an 
alternative to import bans or consumer boycotts of tropical timber 
products as a mechanism for ensuring that tropical forests were prop- 
erly or sustainably managed. Over time, certification efforts have 
rapidly expanded to include primary and secondary temperate for- 
ests, and more recently certification has been extended to include 
provisions for plantations (Mater 1997). As explained by Baharuddin 
(19951, certification typically includes two main components, 
certification of sustainability of forest management and product 
certification. Certification of forest management covers forest 
inventory, management planning, silviculture, harvesting, road 
construction and other related activities, as well as environmental, 
economic and social impacts of forest activities. In product certifica- 
tion, roundwood and processed timber products are traced through 
successive phases of the supply chain. 
In spite of international efforts, globally, there are still only a few 
wood products companies or forest landowners that are involved in 
managing timberlands operations, which are geared to certified 

I products. In many respects, the difficulty in bringing certified 
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products to the market reflects the difficulty in developing a market 
for certified products. In particular, there needs to be a clearly 
defined demand by consumers for certified products, and since 
certification adds costs to both production and distribution, there 
needs to be some willingness by consumers to cover the additional 
costs of certified goods. 
Only a few studies have examined consumer perceptions about 
certified wood products or their willingness to pay a premium for 
these products. A study by the World Wide Fund for Nature ( W F )  
found that 66 percent of consumers in the U.K. would be willing to 
pay up to 13.6% more for wood products originating from sustain- 
able sources (Read 1991 ). Winterhalter and Cassens (1993) found 
that 56% of affluent U.S. consumers, defined as households with 
incomes of $50,000 (U.S.) or more, would pay between 1 and 10% 
more for sustainable wood products, and 19% would pay 11 to 20% 

Certification means site preparation has become an environmental 
issue. 

more. German consumers were found to be prepared to pay an 
additional 5% for certified wood products (Centre for European Eco- 
nomic Research 1995). It has also been found that U.S. consumer 
willingness to incur a price premium for certified wood products 
varied depending on the base price ofthe item considered (Ozanne 
and Vlosky 1997). Others believe that consumers will not pay a pre- 
mium but suggest certification will give them market access (McLean 
1998). 
Although the empirical evidence at the consumer level indicates a 
possible market segment for certified wood products, the anecdotal 
evidence at the retail level is less than clear. A qualitative study 
conducted in the US. and U.K. examining retail perspectives on 
certification, found little consumer demand for certified wood 
products at either the Home Depot or Sainsbury's, two major home 
centre retailers (Hansen and McAlexander 1997). Vlosky and Ozanne 
(1997) found that industrial forest product business customers in the 
US. were not very supportive of wood products certification efforts, 
and few felt that their customers would pay a premium for certified 
products. Collins Pine, a privately held wood products manufacturer 
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located in the US., has also attempted to market certified wood 
products. The company's attempts, "have revealed little, if any, 
willingness on the part of consumers to pay a price premium for 
certified product" (Punches and Hansen 1997). 
In spite of the difficulties, which have been encountered in 
developing markets for ce!rtified wood products, the trend towards 
certification is expected to continue, particularly as consumer 
awareness of certification grows, and certifying systems are refined. 
As such, it would be expected that all forest products producers may 
at some point have to deal with the issue of certification. Even now, 
although there appears to be a lack of direct market advantages, 
[many companies are becoming involved in certification. in part, 
this may be due to the fact that a number of non-market benefits to 
being involved in certification have been recognised, including 
credible verification of their forest stewardship, heightened public 
support for their company and improved company morale (Punches 
and Hansen 1997; McNulty and Cashwell 1995; McLean 1998). In 
New Zealand, three organisations have recently undergone some 
form of certification review (McLean 1998). 
In the context of trends in international environmental certification 
activity, several factors put New Zealand in a unique position to 
pursue certification as a strategic marketing tool. New Zealand has 
a very high degree of self-sufficiency in forest products, with almost 
a complete reliance on planted forests of introduced tree species. 
Relatively small amounts of timber come from indigenous forests, 
and there are minimal imports from the northern hemisphere and 
the tropics. The structure of the New Zealand timber market means 
that many wood purchasers would likely correlate timber products 
with plantation management systems, presenting a unique set of 
environmental considerations. In addition to the correlation between 
wood products and plantations, the New Zealand public has been 
shown to have a high awareness of and concern for environmental 
issues (Buhrs and Bartlett 19931, which may suggest a domestic 

Aerial spraying is widely used to control pests and diseases in New 
Zealand forests. 

market for certified wood products exists in New Zealand (see 
Schwepker and Cornwell 1991 ). Finally, there is believed to bea high 
"level of consensus" about appropriate forest management already 
reached in New Zealand through the New Zealand Forest Accord 
1991, the Resource Management Act and the indigenous provisions 
of the Forests Act. The forest management system which arises from 
this consensus may make the certification of New Zealand planta- 
tions relatively simple, since forest management would already be 
consistent with the requirements of the Forest Stewardship Council 
(Jedreski and Rae 1996), who oversee some certifying organisations. 

Others might believe that the forest management practices agreed 
on in New Zealand mean there is less need for certification in this 
context and perhaps less consumer pressure for certification. 
The purpose of this paper is to present and discuss the results of 
a survey of three customer segments in New Zealand, retail 
consumers, architects and retailers. The latter two sectors were 
selected based on discussions with wood products suppliers and 
general knowledge of the importance of these sectors in purchas- 
ing or influencing purchases of wood products by retail consumers. 
The survey looks at awareness of environmental issues, attitudes 
towards and knowledge of forest management practices certifica- 
tion by each of the three sectors. Although the main market for 
certified forest products from New Zealand will continue to be into 
export markets, a domestic market may exist and needed to be 
investigated. Thus, the intent of this research is to provide forest 
products producers and policy makers with an understanding ofwhat 
the role offorest management certification might be in New Zealand. 

Research Methodology 

Data on certification was collected using a mail survey sent to retail 
consumers, architects and retailers. Certification was defined to 
respondents as "the forests from which the wood comes are 
managed in a sustainable manner and that the trees are harvested 
in an environmentally sound manner." Respondents were asked to 
answer questions on a range of environmental and certification 
topics. For each question, responses were measured by having 
respondents rate their level of agreement with particular statements, 
using a 5-point, Likert-type scale. The scale ranged from 1 =strongly 
disagree, 2 = disagree, 3 = neither disagree nor agree, 4 =agree, to 
5 = strongly agree. Survey development and implementation for 
this study was based on methods recommended by Dillman (1978) 
and described as the Total Design Method (TDM). Data collection 
was conducted in early 1997. The surveys were pre-tested to check 
for biased, misleading or confusing questions and to verify the 
quality of information received. 
In mail surveys, there is potentially a bias associated with non- 
response which is due to the fact that people with an interest in the 
subject matter are more likely to respond than uninterested parties 
(Dillman 1978). Bias due to non-response can be evaluated by com- 
paring those who responded to the initial mailing (early respondents) 
to those who responded as a result of subsequent follow-up efforts 
(late respondents) (Fowler 1984). This method is based on the as- 
sumption that respondents who respond to follow-up appeals are 
more like non-respondents. Non-response bias was found to be 
statistically insignificant (at a = 0.05) using a one way analysis of 
variance (ANOVA). Statistical analysis of differences between 
consumers, architects and retailers across a number of variables was 
done using either a one way ANOVA or a Sheffe one-way analysis 
of variance (ANOVA). 

Sample Design 

Mailing lists for consumers, and for architects and retailers were 
developed using two separate methodologies. For consumers, a 
list of names and addresses was generated by random selection 
from the 1996 New Zealand Electoral Role. Selection criteria 
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ensured that respondents uould be oier the age of 18 and thus 
more likely to be in the potential target market for certified ivood 
products. A total of 500 suneys were mailed to consumers. For 

hardnare retailers and architects, a random selection \?.as taken from 
a mailing list of the entire New Zealand population of hardiiare 
retailers and architects. T~zo hundred and fifty companies from each 
of the t\vo business populations mere sur~e\/ed for a total of 500 
firms. 
After adjusting sample sizes for non-delilerable survevs (e.4. 
companv closure, non-for~vardable change of address or deceased 
respondent), and incomplete or otherb~ise unusable surieys, 
adjusted response rates were 167 or 36% for consumers, 19 or 21 % 
for architects, and 21 or 10% for hardware retailers. ,Athough the 

business response rate is lo\\, it is not atypical for mail surveys. 
Researchers ha ie  generallv found that obtaining acceptable 
business suriey response rates is more challenging than for 
consumers due to the added difficulties in locating appropriate kev 
respondents a priori (Hansen et al. 1983). 

Consumer respondents represented a \'cry broad cross-section of 
~Uelv Zealand society. There were roughlv equal numbers of males 
and females, of those n h o  had solne form of tertiary education and 
those ~z ho did not, and across age categories. Sei'enteen percent 
of respondents had an annual income under 520,000, 32Oh bekleen 
$20,000 and $39,999, and the remaining 50"0 over $30,000. Only 9% 
of respondents indicated they Lzere a member of an organisation 
\'\hose primarv mission is to protect the encironment. For business 
respondents, architects and hardware retailers, the aLerage 
respondent age was 47 years and mostly male (87%). Architectsn'ere 
more likely to have a unbersitv degree, ~v i th  most retail respondents 
hal ing completed only a universitv bursarv. There has also a 
significant difference in terms of organisation size. Architects 

were more likely to haie bebeen 1 and 25 emplobees and less than 
$2.5 mill ion in sales, and retailers izere more ikelv to have 
between 51 and 75 employees and between $2.5 and $5 million In 
sales. 

Results and Discussion 

The questions in the surLey can be grouped into tno main areas, 
the first of ~ ~ ' h i c h  addresses more general attitudes and actions in 
terms of the en~ironmental issues, and the second of which looks at 
emironmental issues for forest products specifically. In the first 
group, one area of questions looks at genera commitment to 

environmental protection, and the other looks at attitudes towards 
certih~ing agencies. in the second group of questions, one area 

looks at perceptions of  environmental certification of forest 
management practices, and the other looks at nillingness to pay for 

certified forest products from these forests. 

Commitment to Environmental Protection 

It is important to determine whether certification of  forest 
management practices is an isolated process or n hether it is part of 
a wider trend tonards en\ironmental consumerism and corporate 
en\ ironmental responsibility. In order to establish a broader baseline 
for i ~ ~ h e r e  certification might fit, a number of general questions nere 
asked of each group. Retail consumer responses, summarised in 

Table 1, indicate the importance that individual consumers place on 
their desire to bring about emironmentally sensitive outcomes. The 
kev result shov~n in Table 1 is the Lerv activist personal response to 
dealing ~v i th  en~ironmental issues b\t New Zealand consumers. For 
example, 83% of respondents agreed with the statement that they 
\'iould prefer to buy en\'ironmentallv safe products, a~nd 52% agreed 
that they would pa\/ more for such products. in add~tion, 89% of 

respondents indicated that en\ironmental information is important 
and 68% that they beliebe such information. Responses were 

examined for differences in gender, income, education and place 
of residence, mith no significant differences found. 

Table 1. Retail consumer commitment to the environment 
in = 167) 

\Lhene\er possible I buv products ~ h i c h  I consider en\ ironmentally safe 4 1 

I \ l oud  pa\ more for enwonnientally friendit produc;s 3 4 

I belieie that eniironmenta inforinaton on packaging is important 11 

I gcneralv bel ie~e en\ronmenta information on paikaglng 3 7 

I bel~e\e there 18 much that corporarions can do to improbe the en\tonment. 4 5 

I b e e \ e  there is much that indi\idl~als can do to impro\e the en~ironment 4 5 

(scale 1 = stronglv disagree to 3 = neither disagree not agree to 5 = strongv agree) 

Architects and retailers generally bel ie~e that their companies should 
ha\'e en~ironmental policies, although fen indicate that such 
policies actually exist or that other changes ha\e been made to 
accommodate concerns about the en\'ironment (Table 2). For 

instance, \/erv fen. respondent companies have formal nritten 
enilironmental guidelines or environmental training, renard emplov- 
ees for environmental contributions, or use environmental audits to 
assess enbironmental performance. Although there are a number 
of organisations u h o  indicate that their top management supports 
eniironmental improvement, it does not appear there has been a 
formalisation of procedures, perhaps indicating a breakdov~n in the 
communication of top management's claimed commitment to 
employees. There are no statisticah significant differences betbzteen 
organisationa groups on enbironmental commitment or policy 

questions. 

Table 2. Corporate environmental commitment and policies 

CJL companv Architects Retailers 
( n=49 )  ln=21r 

has an en~ironmental policb 3 6 3 5 

should h a ~ e  an en\ironmental pot\ 4 2 3 9 

has vtritten enironinenta gudelhnes 2 8 3 2 

has top management \ \ho support en~ironmental 3 8 3 4 
impro\ement 

has made organisationa changes to accommodate 2 8 2 8 
an eniironmenta commitment 

has en\ronmental training for emplo\ees 2 5 2 4 

re~iards emploi'ees for outstanding enwonmental 2 2 2 7 
contributions 

uses audits to measure enwonmental impro~ements 2 0 2 3 

(scale 1 = sirongli disagree to 3 = neither disagree nor agree to 5 = strong11 agree) 
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Architects and retailers were also asked to indicate whether their 
companies had a commitment to environmental improvement or 
stewardship, and, if so, to indicate the reasons for this corporate 
commitment. As is shown inTable 3, 69% of architectural firms stated 
that they had a commitment to environmental improvement, versus 
only 40% of retailers. An unweighted average of 39% of all business 
respondents as a group do not believe that their organisations are 
committed to environmental improvement. 

Table 3. Reasons for corporate commitment to  environmental 
improvement 

- ~ - 

My company has made a commitment to Architects Retailers 
environmental improvement because of: (n = 34) (n = 8) 

the commitment of top management 4.0 3.4' 

increased legislation 3.0 3.8 

customer concerns about the environment 3.4 3.1 

public pressures (e.g. boycotts) 2.7 3.3 

negative publicity 2 8 3.1 

pressure from environmental organisations 3.2 3.9 

customer demands for environmentally fr~endly 3 3 3 7 
products 

possible cost savings 2.3 3.0 

to protect our company lmage 3.2 3.7 

to sustain a competitive advantage in the marketplace 3.0 3.1 

(scale. 1 =strongly disagree to 3 = neither disagree nor agree to 5 =strongly agree) 

' Statistically d~fferent at a = 0.05. 

In terms of reasons for corporate commitment to environmental 
improvement, Table 3 shows that architects seem to take a more 
proactive approach to dealing with this issue. They indicate the 
commitment of top management, customer concerns about the 
environment, and customer demands for more environmentally 
friendly products are the most important reasons for their commit- 
ment. Retailers indicate that pressure from environmental 
organisations, increased legislation, protecting company image and 
customer demands for environmentally friendly prod- 
ucts are the most important reasons for them to 
make a commitment to environmental improve- 
ment. Only the commitment of top management 
to environmental improvement was found to be 
statistically different (a = 0.05) between architects 
and retailers. 

Trust in Certifying Organisations 

The second group of questions examined what types 
of organisations would be trusted to provide certifi- 
cation (Table 4). Respondents were asked to report 
their level of trust in third-party certifiers, the gov- 

organisations (NGO's). Examples of potential environmental certifi- 
ers were provided as a guide for all categories. Rankings were 
based on a four-point scale ranging from 1 or "trust the least", to 4 
or "trust the most." 

Table 4. Level of trust in certifying organisations 

Architects Consumers Retailers1 
(n = 49) (n = 167) (n = 21) 

Third-party certification organisation 2.8 2.1 2.V 
(eg. Telarc) 

The government 
(eg Min~stry of Forestry) 

Wood products industry 
(eg. Timber Industry Council) 

Non-governmental environmental 3.1 3.3 26] 
organlsation (eg. Forest and Bird Society or 
Forest Stewardship Council) 

(scale: 1 = least trusted to 4 = most trusted) 

'A Scheffe one way analysls of var~ance (ANOVA) technique was used to test the 
hypothes~s of no d~fference between the groups 
2Arch~tects differ from consumer and retaller8 d~ffer from consumers 
3Consumers d~ffer from reta~lers 

Environmental organisations ranked as the most trusted certifying 
organisation for both architects and consumers. Retailers were more 
trusting of a third-party certification organisation. Interestingly, the 
New Zealand government was more trusted by consumers than a 
third-party certification organisation, which one might think would 
be viewed as independent and objective by consumers. The level 
of trust in a third-party certification organisation was statistically 
different (a = 0.05) between architects and consumers, and between 
retailers and consumers. The level of trust in an environmental 
organisation was also statistically significant between consumers and 
retailers. 

Environmental Certification of Forest Management 
Practices 

Having established general environmental attitudes, and attitudes 

ernment, self-regulation by the wood products pressure can help shape 
forest manaQement practices. 

industry, and non-government environmental 

towards specific certifiers, the next set of questions 
requested information specifically on the certification 
of forest management practices (Table 5). Again, 
respondents were asked for their own level of agree- 
ment or their company's agreement with avariety of 
questions. The results show that only three statisti- 
cal differences were found between the responses 
of the three samples on these questions. First, 
architects were more likely than retailers to agree 
that their company believes there is a need for 
environmental certification of harvesting of New 
Zealand native forests. Also, consumers were more 
likely than either architects or retailers to agree that 
they would seek out certified wood products. In 
addition, architects were more likely than retailers to 
agree that their firm would seek out certified wood 
products. 



Table 5. Perceptions of certification 
Willingness to Pay a Premium 

Consumers Architects 
ln = 1b7) in = 191 

bel ie i fs  there 1s a need for en~ronmental  4 4 
cert~fcaton of hancsting of YZ natite forests 

beie~es there 1s a nccd for en\ronmentai 4 0 
cert~fcation of hanesting of UZ planraiion forests 

bel~c\es there IS a need for enwonmental 4 4 
certfcaton of harbesting of tropical forests 

b e l ~ e ~ e s  en~ronmental cert~fcat~on can reduce 4.0 
tronica deforestat~on 

b e e i e s  enbronmenta certificaton can hcp  -1 2 
sustain the health of UZ forests 

undersands the concepr of en\~ronrnental -1 0 
certifcation 

has purchased en\ironmentalv ce r t~ fed  i iood 2 7 
products in the past year 

1lould seek out enbronmental\ ce r t~ f~ed  \vood 3 8 
products 

beebes  our c~6tomers 1\11 pa\ a premum for U-? 

enuronmentalli ce r r fed  \<ood products 

Retailers' 
(n = 21 

1 1 :  

3.8 

4 2 

3 6 

3 9 

3 7 

3 0 

2 8' 

3 1 

,A critical component o f  developing a corporate certification 
strategy is to determine i~l'hether customers are willing to pay a 
premium for certified wood products, and if so, how great the 
premium might be. A kev driller for suppliers to produce or 
distribute certified wood products is the nillingness of doiz'nstream 
customers to pa\ a premium to offset implementation costs, such 
as, initial certification or the cost of monitoring the chain of 
custodv. The questions in this area of the suriley address the 
willingness of indiilidual consumers to pay a premium, or ~vhether 
architects and retailers belieie that their customers will pav a 
premium. Respondents nere asked to eialuate price premiums for 
a number of products that had different base prices (Table 6) .  
Architects \yere asked to e~aluate whether thev beliebed their 
clients lvere wlling to pay a premium for mouldings, the blood cost 
component of kitchen remodelling, and the wood cost component 
of a new home if these hood  products \%ere certified. Less than 
25% of architects thought that their clients would be u n W i n g  to 
pav anit amount of premium for any of these \z.ood products if the\' 
here certified, nhi le around 50% thought that clients would be 
~ i l l i n g  to pay a premium of 10% oier the uncertified price. On 
average, architects belieile their clients are ~q'illing to pay 14% more 
for certified mouldings, 15.7% more for certified k ~ o o d  in a kitchen 
remodeline iob. and 14.3% more for certified lvood in a ne\s home. -. 

scale 1 = strongly disagree to 3 = nc~ther dsagree nor agree ro 5 = strongli agree 
A Scheffe one \\av analvs~s of Larlance (-?NO\:% technque \zas used to test the 

Retailers \\ere asked to el1aIuate iyhether they thought their 

hbpothesis of no difference betileen the groups. customers v\louid be wi l ing to pav a premium for mouldings, 
2-\rcIl~tecis differ from retaers appearance grade clears for shel\~ing, and an outdoor furniture set 
iConsumers differ from archtects and retalers and architects dffer from retailers if these vlood uroducts Lvere certified. Retailers were almost tlvice 

as likely as architects to believe that their clients i ~ o u l d  be un\j\illing 

O~eral l  all three respond groups agree that there is a need to certifi to pav a premium for certified products. Depending on the 

all forest tvpes, including N e \ ,  Zealand plantation forests. In product, bethieen 33% and 50% of retailers said they thought that 

addit ion, all three customer groups beliehe cer-tificatiori their clients i lould be un~villing to pait a premium, and onlv about 

programmes can reduce tropical deforestation and sustain the health 20% thought that there would be a premium of 10%. On average, 

of Uew Zealand forests. The concept of certif~cation is understood retailers belime their customers are wlling to pav 9.5% more for 

by all three groups; home~er, as one might expect, none of the mouldings; 14.5% more for appearance grade clears for shelving; 

groups ha\e purchased or specified certified izood products in the and 15.7% more for an outdoor furniture set. 

past vear. Consumers \\ere asked their liillingness to pa\/ a premium for ap- 
pearance grade clears for shelbing, a ready-to-assemble chair, an 

outdoor furniture set, the \\:ood cost compo- 
Table 6. Willingness to pay a premium for certified wood products nent of a kitchen remodelling job, and the 

Percentage of Respondents 
Uncert~f~ed -\\era@ Un\\ill~ng llill pava \\III pa i  a 1\11 pal a 1\11 pa\. 

lvood cost component of a ne\h house ~f 
these ~ o o d  products i tere from cer t~ f~ed  

base pr~ce premium to pa! an\ 10% 25% ; O?'O more than forests Consumers ~ t e r e  generallv more 
(%of  base premlum premium premum premlum a 30% 
pr~cc) p r e ~ n u m  

inclined to  pay a premium for certified 
products than architects and retailers thought 

Architeas (n = 49) 
'l#\ould~nQs 5;;n mu 
\\ood used In k~tchen 83,000 
l \ood n a ncn house S10,OOO 

Retailers (n  = 21 ) 
Z\ould~ngs S51n mtr 
Clear 11ood for shel\mQ S201~1n1t 
Outdoor furn~ture set 51 000 

Consumers (n  = 167) 
Clear nood for shel\~ng $2O/unt 
Readv-to-assemble chair $100 
Outdoor furnture set $1,000 
\load used in k~tchen $3,000 
l l ood  n a new house $10.000 

the\/ W O L I I ~ .  Some 2 5 %  of respondents 
indicated that thec ~zould be un\\illing to pay 
any more for certified products, irrespectiLe 
of the initial price. On ai~erage, for certified 
products, consumer respondents indicate 
they are w l l i n g  to  pay 22.3% more for 
appearance grade clears for shelving; 17.6% 
more for the ready-to-assemble chair; 16.5% 
more for the outdoor furniture set; 18.4% 
more for the wood cost component o f  
a kitchen remodelling job; and 21.1% more 
for the ~ j o o d  cost component of a nehi 
house. 
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Table 7. Comparing Perceptions of Willingness to pay 

Percentage of Respondents 
Average Unw~ll~ng W~ll pay a W~ll paya W~ll paya W~ll pay 
premium to pay any 10% 25% 50% more than 
(%of  base premium premium premium premium a 50% 
price) 

Clear wood for shelving 
Consumers 22.3 21.7 25.5 31 2 11.5 10.2 
Retailers 14.5 40.0 20.0 30.0 10.0 0.0 

Outdoor furniture set 
Consumers 16.5 32.1 32.1 20.5 11.5 3.8 
Retailers 15.7 33.3 33 3 19.0 9.5 4.8 

Wood used in kitchen 
Consumers 18.4 25.5 39.5 15.3 12.7 7.0 
Architects 15.7 23.8 45.2 19.0 7.1 4.8 

Wood in a new house 
Consumers 21.1 25.6 30.8 20.5 10.3 12.8 
Architects 14.3 20.9 51.2 20.9 2.3 4.7 

Since architects and retailers are only intermediate consumers 
who resell to the final consumer, and to some extent influence 
decision-making, their perceptions of what consumers are willing 
to do are important. Table 7 compares consumers' willingness to 
pay a premium for certified products relative to what architects and 
retailers thought they might be willing to pay. The data shows that 
architects and retailers are generally aware of what their clients would 
be willing to pay for certified wood products. This is important 
because it shows that the intermediate consumers, who stock 
shelves and specify materials, would not cause problems in the 
provision of certified wood products. The only exceptions are where 
architects underestimate the willingness of consumers to pay a 
premium for certified wood products in the construction of their 
house, and where retailers tend to underestimate consumer 
willingness to pay for certified shelving material. 
When considering willingness to pay a premium for certified wood 
products, two aprioriconjectures were that willingness to pay would 
be inversely related to the product price, and inversely related to the 
amount of the premium. For consumers, willingness to pay 
decreased as expected, as the base price increased up to the $1000 
outdoor furniture set. For the two highest priced products the 
relationship does not hold. This could reflect the fact the two more 
expensive items were still smaller components of much larger 
expenditures, and respondents may have looked at the increased 
premium as being a smaller proportional increase in the total 
expenditure. For architects and retailers, the expected inverse rela- 
tionship did not emerge. Given the range of values provided from 
the survey it could be interpreted that the premium is roughly flat 
at 14%. 
in terms of the effect of increasing the percentage premium 
on willingness to pay the premium, the anticipated inverse relation 
was generally found for consumers, architects and retailers. 
Increasing the premium from 10% to 25 % resulted in a 30% to 50% 
reduction in the number of respondents willing to pay the 
premium. Furthcr incrcasing thc prcmiurn to 50% rcduccd thc 
number of respondents willing to pay the premium by 50% to 
70%. 

Summary 

Most empirical research on certification of forcst 
management practices has concentrated on only the 
consumer response to this issue. In this study, 
certification is examined from both the corporate wood 
product customer, as well as the consumer perspective. 
The addition of corporate consumers, such as architects 
and retailers, is important because they play an impor- 
tant part in influencing the choice and availability of 
certified wood products. The paper also examines the 
issue of certified wood products for the first time in the 
New Zealand context. 
The study found that in terms of commitment to 
environmental responsibility, New Zealand consumers 
display an activist personal response to environmental 
issues, for example, by suggesting they would buy and 
pay more for environmentally safe products. For 
corporate respondents the picture is less clear. While 
the individuals who responded to the architect and 

retailer surveys thought that their organisations should have an 
environmental policy, in most cases the organisations do not 
have any type of environmental policy in place, had no written 
environmental guidelines or provided environmental training for 
their employees. The indication is that for corporate consumers 
environmental decisions are largely left to individuals. The main 
reasons for an environmental policy seemed to be reactive in 
nature, particularly for retailers, and include pressure from 
environmental organisations and customers, increased legislation 
and protecting company image. 
The survey also looked at preferred choice for an environmental 
certifier. The trust question is an important one because it can have 
implications on which agency or entity is selected by those consid- 
ering pursuing environmental certification as a business strategy. 
Both architects and consumers viewed an environmental NGO as 
the most trusted organisation, whereas retailers were more trusting 
of a third-party certification organisation. The wood products in- 
dustry was the least trusted organisation by all three respondent 
groups, showing that self-policing by the forest industry might not 
be accepted in the market. 

Plantation forests play an important protection role. 



,411 three groups stated that thev understood the concept of 
certification, and given this understanding, agreed that there is a 
need to certih the harvest of any forest, including Ne~v  Zealand 
natural and plantation forests, as itell as tropical forests. In other 
\/lords, h e ~ v  Zealand wood product buvers see certification as a 
hew Zealand issue, rather than atropical issue. In addition, all three 
groups agreed that certification programmes could reduce tropical 
deforestation and sustain the health of Ne i l  Zealand forests. 
The question of i~hether  there is awllingness to paya premium for 
certified ivood products is a critical one because for certification to 
succeed, there \ail need to be financial incentiLes to encourage 
producers to certifv their products. The study found that on 
average, consumers would pav a prlce premium of 16% to 22%, 
depending on the item considered and its initial cost. The premium 
that consumers were ~t~ i l l ing to pay also generally declined as the 
premium rose. Just as important, both architects and retailers had 
much the same opinion of ~zhat their customers would be willing 
to pav, although both tended to underestimate the extent to ~ ~ h i c h  
consumers i ~ o u l d  seek out certified products, and retailers were 
much more pessimistic than architects about consumers paving a 
premium. 
Gi\/en the results shown here, the use of certification in the New 
Zealand context is mixed because there are both positive and 
negatiie elements from the surwy. As a posithe marketing tool 
this data suggest that certification of forest management practices 
in hew Zealand could be built around the positive perceptions of 
final consumers, such as their belief in the need for certification 
and the posithe benefits proi~ided by certification. Home~er, ghen 
the less favourable perceptions to\vard certification shown bv 
corporate consumers, particuarlv retailers, their support in 
purchasing and promoting certified wood products cannot be 
guaranteed. 
If an organisation were going to pursue certification in U e l ~  Zealand, 
the results suggest a ''pull'' promotion strategv would be more 
effect i~~e. In other ~ '~ords ,  a strategy built around promotional 
efforts directed at consumers and letting their demand coniince 
retailers of  the importance of  certification. This may help to 
allebiate some of the problems encountered by Collins Pine, Home 
Depot and Sainsbur?,  here the strategy Lvas to "push" products 
To successfully pursue this strategy an environmental NGO hould 
need to conduct the certification because of their credibility m'ith 
\en. Zealand consumers. Given the more positiie response shob\'n 
by architects, marketing and promotional strategies should also be 
directed at them, and not just their customers, because they are 
likely to support and specify such products. 

Due to the lack of  precious research in the area of  certified 
products, the dearth of certified wood products in the marketplace, 
and the admitted neak link betl~een attitudes and behm'iour as 
shown in the literature, a study examining the actual buying 
behaviour of consumers \bas not possible. Thus, a behai~ioural 
approach to certification preference is suggested for future 
research. 
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