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Woodworkers focus on training,
sales to navigate housing headwinds

Exclusive report on housing trends sees declines in all sectors except residential.

at are some key driv-
ers for woodworkers
in construction-based
sectors, and the invest-
ments being made to advance their
capabilities?

For perspective, the total value of U.S.
private construction was $1.65 trillion
in 2025, down 2.6% from 2024 based on
U.S. Census Bureau figures. This was
driven by declines in all sectors except
residential improvements. Specifically,
2025 spending decreased for single-family
housing (-3.4%), multi-family construc-
tion (-9.1%), and nonresidential construc-
tion (-3.2%). In contrast, spending on
repair and remodeling increased by 1.2%.

The number of single-family housing
units started in 2025 was 939,700, a 7.2%
decrease from 2024 and the lowest vol-
ume since 2020. Multi-family starts were
416,100, up 17.5% from 2024 despite
spending being down by 9.1%.

Against this backdrop, the 17th annu-
al housing market study was conducted
in early 2026 to assess market conditions
for secondary woodworking manufactur-
ers involved in construction-based and
related sectors. Information is provided
on the status and current activities of
manufacturers, as well as an analysis of
what has changed since last year.

This study is a joint effort by Virginia
Tech, the USDA Forest Service, and
Woodworking Network/FDMC (see
“About the Survey” for details).
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Changes in sales, markets & production

The number of firms reporting an an-
nual decline in sales volume has been
increasing since 2021, and 2025 was no
exception. Forty-eight percent reported
sales were worse, compared to 30% last
year. This percentage was similar to the
decline in 2020 associated with COVID
and remains elevated from 2014-2018 lev-
els, which were closer to 20% annually.
Respondents largely attributed their
loss of sales volume to downturns in the
housing market and the remodeling
market, followed closely by perceptions
of the state of the overall economy
(Figure 1). Offshore competition, more
domestic competition, and competition
from non-wood substitutes were all rated
relatively low, similar to past years.

Even though 48% lost sales volume

in 2025, another 44% of respondents re-
ported increases (8% were unchanged).
Those with increased sales volume
attributed the success predominantly to
factors internal to their company, most
notably productivity increases (Figure
2). They were less likely to cite the overall
economy and did not rate new product
lines, new markets, or the offering of
new services as major reasons for growth.
For the 2026 study, 26% of respon-
dents had most of their production
volume (61%-100%) associated with the
repair and remodeling market. In addi-
tion, 26% had most of their production
volume in single-family housing. Just 8%
and 3% had most of their production
volume in the nonresidential and multi-
family housing markets, respectively.
This underlines the relative importance
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Figure 1. Causes responsible for lower sales (selected years), ranked

by 2025 average

of repair and remodeling and single-
family housing construction to the
secondary woodworking industry.

Related to that, just 19% and 13% of
respondents had no business activity in
2025 in the single-family housing and
repair and remodeling markets, respec-
tively; while low, these numbers reflect
increases from the previous two years
(Figure 3). In contrast, a third of re-
spondents had no business activity in the
multi-family and nonresidential catego-
ries, also increases from last year.

Green building products are another
market possibility for secondary wood-
workers to leverage sales volume. This
year, 18% reported they had seen an
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by 2025 average

increase, although most (66%) indicated
they had not seen an increase, with the
remaining 17% uncertain.

Demand for made-to-order (MTO)
production continues to be important
for the industry. For 2026, 59% indicated
that MTO production was greater than
four-fifths of their overall product mix,
similar to 2025 (61%) and 2024 (60%).

Respondents also continued to
be domestically focused, with 6 in 10
indicating that more than 60% of their
2026 sales would result from domesti-
cally produced and/or sourced products.
Conversely, 34% indicated that they
had increased the use of wood imports

in their respective product lines over

Figure 2. Causes responsible for higher sales (selected years), ranked

the past five years. The industry also
continues to target higher price-points,
with 53% reporting they operated at a
medium-high to high price-point.

Planned investment activities
When it comes to their business, 39%
planned to spend more on investments
in productivity and capability improve-
ments in 2026 than in 2025, whereas
30% planned to spend less and 31% were
uncertain. These figures represented a
drop in planned investments from last
year. Similarly, when asked about their
firm’s investment plans over the next
three years, 62% indicated they would
Continved...
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spend less than $250,000, which was the highest percentage for
that category (the smallest dollar amount) since the 2020 study.
These results might signify hesitation to invest given the relatively
challenging current business conditions. Interestingly, for those
respondents who gained sales volume in 2025, 53% planned to
invest more in 2026 than in 2025; for those who lost sales volume,
just 28% planned to invest more.

Areas for planned investments over the next three years was
also assessed (Figure 4). As in recent years, employee training
(89%) was the most common investment area. Some also noted
afocus on hiring more qualified people. Sales force expansion/
development also rated relatively highly (30%), suggesting firms
need to work harder in the current business environment to
generate sales. In terms of manufacturing-based investments,
assembly (31%), finishing (29%), solid wood processing (27%),
and panel processing (26%) all rated relatively highly, although

somewhat lower than previous years.

About the survey

Now in its 17th year, the 2026 study was conducted in February/
March/April via e-mail invitations sent by Woodworking Net-
work/FDMC to their subscribers. Overall, 90 usable responses
were received, a number similar to past years of the survey.

Asin previous years, kitchen/bath cabinet producers (50%)
comprised the largest percentage of the sample. Thirteen percent
were household furniture producers, 9% were moulding/mill-
work producers, and 7% produced office/hospitality/contract fur-
niture. Others included architectural fixtures (6%), and dimen-
sion and components (6%). An additional 10% indicated “other”
categories, including closets, custom, and stairway products.

Most responding firms were small, with 68% having 1-19 em-
ployees. This figure was 78% for the overall U.S. Furniture and
Related Products Manufacturing sector (NAICS 337) based on
2022 Census data. In terms of sales, 46% had sales of less than
$1 million in 2025, and another 36% had sales of $1-$10 million.
The remaining firms had sales greater than $10 million.

Most respondents (71%) held positions in corporate or operat-
ing management or were the owners of their firms. Responses
were received from 35 states and provinces, with CA, WL, NV, TX,
CT, FL, GA, IL, PA, VA, and ON each accounting for at least 4%
of total responses. Geographic markets served ranged from a high
of 43% and 40% doing regular business in the U.S. Northeast and
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Figure 3. Proportion of respondents with no production volume (0%)

in each major construction sector (selected years)
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Figure 4. Areas where respondents will invest significantly within the

next three years (selected years), ranked by 2026 percentage

Midwest, respectively, to a low of 18% doing regular business in
the U.S. South and Northwest.

About the authors: Mait Bumgardner is with the Forest Products
Laboratory, USDA Forest Service in Delaware, Ohio. Urs Buehlmann is with
the Department of Sustainable Biomaterials at Virginia Tech, Blacksburg,
Virginia. Karen Koenig is senior editor af FDMC/Woodworking Network.

woodworkingnetwork.com | July 2026



	page18
	page19
	page20



