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1. Name and Title of Travellers

	1
	Eddie Pearce 
	Consultant to Softwood Export Council

	2
	Charles Trevor
	Consultant to SFPA

	3
	Vicky Onuliak
	Bridgeport Forest Products 

	4
	Alan Messett
	Bridgeport Forest Products

	5
	Randy Barsalou
	BCH Trading Co

	6
	Len Barker
	Meridian Forest Products

	7
	Yoshikawa
	Tumac Lumber

	8
	Shehzad Bhayani
	SFPA

	9
	Daisuke Sasatani
	CINTRAFOR

	10
	Joseph Roos
	CINTRAFOR

	11
	Jenny Qian
	NAWLA


2. Travel Dates

April 11 – 16, 2010.
3. Purpose of Travel
The purpose of the travel was to exhibit and run the American Softwoods booth at Dubai Wood 2010 trade show in Dubai, UAE to promote American softwood and softwood products in this developing market. 
The reason for participating at this show was directly attributable to the positive response, high-level of enquiries and business that resulted from attending the Dubai Wood Shows over last few years.
4. Summary of Activities and Findings

The attractiveness of American Softwoods’ booth and the information available    provided a high level of interest to the visitors to the show. This was reflected by the fact that about 400 items of literature had been given out over the three days of the show.

The numerous visitors to the booth were predominantly from U A E and the surrounding countries such as Qatar, Oman, Kuwait and Saudi Arabia. However many visitors also came from Jordan, Libya, and as far a field as India and Pakistan.

Investment in the construction of commercial together with “resort facilities” is designed to attract commercial activity and increase tourism to the region, and Dubai is leading this activity. 

Although building and construction had slowed down during 2009,  activity level in this area had increased as of the beginning of the year  resulting in a renewed interest in demand for timber and timber products. This reflected in the number of enquiries that were received at the booth the whole range of these products. Enquiries were received for glulam beams, doors, scaffold boards, treated Southern Pine decking and general constructional grade lumber. 
Arabic is the primary language. However, from a promotional point of view, English is readily understood throughout the UAE and as such the English language publications are ideal for increasing awareness and knowledge of American softwoods. It was very clear from the visitors who came to the booth that their knowledge of American softwoods and the applications for which they could be used, was very limited. 

 5. Conclusions and Recommendations

From discussions which were had with visitors and local exhibitors, the level of building and construction had slowed down significantly during 2009. However, they also observed that during the first quarter of 2010 showed improvement.

The level of attendance by visitors to the show this year was lower than compared with previous years. However, this was not reflected by the number of visitors to the American Softwoods booth at the Show where the number of visitors was very good and constant which resulted in 93 good contacts were made. Importantly, these visitors provided very useful information about the timber and woodworking industries in Dubai. It reconfirms that the building and construction industries have limited  or no knowledge of American softwoods. 

The main areas which would provide real opportunity for American softwoods would be in the secondary construction areas and applications such as interiors and external structures, as used in landscaping, i.e. pergolas, gazebos, decking and beach and marina projects, which in themselves are very large. This was supported by the number and quality of enquiries received.
American softwoods has an opportunity of gaining any share of the market in this region but it will mean that a sustained marketing and promotional campaign will need to be undertaken to improve both the awareness and knowledge of American softwoods. The target for this campaign must be the following groups:

· Architects

· Furniture manufacturers
· Door and window manufacturers

· Timber importers

· Landscape organisations
They will need to be convinced of the benefits that American softwoods have to offer, compared with competing timber products from other timber supplying regions. It will also have to be accompanied by running a series of seminars in Dubai. Trade servicing on a regular basis will also have to be carried out.

All the above actions will be needed if the American timber industry wishes to gain greater access into the market in Dubai and benefit from the building and construction  which is presently taking place.

However, success will not come quickly because of the lack of awareness of American softwoods. Success will only come if the American industry is willing to invest time, effort and funding for a sustained period of at least three years. This is the time scale that will be needed to achieve a significant improvement in awareness and knowledge of American softwoods.
 6. Follow-up Actions Anticipated/Planned or Recommended

The knowledge and awareness of American softwoods by the timber industry in Dubai continually needs to be improved. As part of the process of achieving this, American Softwoods plans to run and attend a number of events over the next 12 months. 
7. Key Contacts

During the period of the show 93 contacts were made, of which over 50 were trade        leads requesting prices and shipping details for specific products. 
8. Information Collected for the Evaluation

The evaluator will be provided with a list of the contacts made at the trade show for further interviewing. 

cc:
Mr. William Bomersheim, FAS, Washington DC


Mr. Curt Alt, FAS, Washington DC

Mr. David J. Williams, Regional Director, US Agricultural Trade Office, Dubai, UAE

Mr. Roderick McSherry, Counselor/US Embassy London


Mr. Craig Larsen, SEC, Portland, OR


Mr. Charles Barnes,  APA/Tacoma, WA


Mr. John Wadsworth, Intermark


