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“ERA Forest 
Products Research - 
2004 to 2018”

ERA Forest Products Research 

(formerly “Equity Research 

Associates”) was founded in 

1992 by Senior Forest Products 

Analyst Ross Hay-Roe.  In 1997, 

Research Analyst Kevin Mason 

joined the firm, and subsequently 

purchased it from Mr. Hay-Roe 

in 2004.  At the time of purchase, 

the company had a slowly 

declining client and revenue 

base.  However, due to structural 

challenges in the forest products 

industry (companies closing and 

others merging), ERA’s revenue 

decline began to accelerate, 

putting the stability of the firm 

at risk.
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It was at this time that Mr. Mason 

met Mr. Will Richards, President 

of the Research Alliance (then 

named “Financial Research 

Solutions”).  “It was a fortunate 

meeting,” says Mr. Mason.  “At 

the time, our revenues were in 

decline, and the market for our 

research appeared stagnant.  I 

knew from our clients’ feedback 

that our research product was 

strong, but I did not know how to 

leverage it.”

Following interviews with Mr. 

Mason and several of ERA’s 

existing clients, the Alliance 

imple me n ted  a  m arket i ng 

plan designed to emphasize 

the unique strengths of ERA’s 

Research Product.  Using the 

Alliance’s proven solicitation 

t e c h n i q u e s ,  a  m a r k e t i n g 

campaign was executed focussing 

on institutional money managers 

in Boston, MA, and New York 

City.  The interest generated was 

significant enough to warrant 

a week-long marketing trip by 

Mr. Mason, accompanied by Mr. 

Richards in the role of Senior 

Business Development Advisor.

States Mr. Mason:  “The Research 

Alliance identified firms that I 

was previously unacquainted 

with, and who had a significant 

interest  in our niche sub-

sector.  From those meetings 

the Alliance closed several deals 

on our behalf.  And the deals 

closed were at advantageous 

prices — sometimes double 

what we had been previously 

WITHIN THREE MONTHS, THE 
ALLIANCE HAD ALREADY 
MADE A SIGNIFICANT IMPACT 
ON THE REVENUES OF ERA

charging.”  Within three months, 

the Alliance had already made 

a significant impact on the 

revenues of ERA Forest Products, 

and this revenue growth has 

continued over the years.

Membership in the Alliance 

benefited ERA in other ways 

as well.  “On several occasions, 

Alliance members have flown 

out to our offices for strategy 

sessions (at their expense).  In 

these sessions the Alliance would 

bring feedback they had gathered 
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“I would never have had the time —  or 

ability—  to make all these changes on 

my own given my focus on research and 

analysis” 

from clients and prospects about 

our research product.”

During these sessions ERA 

profited from the Research 

Alliance’s expertise in branding 

and positioning, helping to 

implement a corporate make-

over that included a name 

change (from ‘Equity Research 

Associates’  to ‘ERA Forest 

Products Research’), a new logo 

and a new look and design for 

the reports.  Says Mr. Mason, “I 

would never have had the time — 

or the ability — to make all these 

changes on my own given my 

focus on research and analysis.  

As an analyst, the corporate 

image and marketing aspects for 

my firm are not naturally areas 

I invest in; I am more focused 

on the research product and its 

content.”

Mr. Mason concludes:  “Observing 

the world’s most successful 

companies  –  regardless  of 

industry - it is clear that image 

is important and that it can 
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facilitate the sales process.”  Mr. 

Richards from the Research 

Alliance goes further: “A well-

crafted corporate image makes 

it easier to attract attention 

from buy-side analysts, establish 

credibility, and entice them to 

read the reports — the first step 

in converting a prospect to a 

client.”

Other  topi cs  d i scu ssed  a t 

Alliance-ERA strategy sessions 

included increasing renewal rates 

and enhancing product quality.  

“The Alliance cares as much 

about client retention as we do…

our interests are aligned” states 

Kevin Mason.  Through dozens of 

client interviews and discussions 

with hundreds of prospects 

(both those who converted and 

— equally as importantly — 

those who did not), the Alliance 

uncovered several components of 

ERA’s existing research product 

that were determined to be of 

little use to the buy-side, and also 

several key components missing 

from ERA’s publications.

“We were able to remove several 

sections from our reports that 

were time-consuming to produce, 

and then use this time to develop 

analysis that was more on point 

with our clients’ needs.”  Not 

only did these changes result in 

increased renewal rates for ERA, 

but also higher conversion rates 

with new prospects.

Over the years, the relationship 

between ERA and the Alliance 

has continued to grow.  As its 

client base has increased, ERA 

has been able to expand its 

research offering and also to hire 

a second full-time senior analyst, 

providing stability to the firm.  

Both proved fortuitous when Mr. 

Mason was forced to withdraw 

from active duties for a period of 

several months, and yet the firm 

was able to continue to service 

and satisfy its clients during this 

period.

The Research Alliance continues 

to develop new ways to assist 

ERA, and by extension, its other 

members.  Recently, this included 

a revamped client management 

system designed to ensure that 

buy-side clients remain invested 

in the sector of coverage, and a 

marketing platform using social 

media to drive lead generation.

“Any partnership will have 

its ups and downs, especially 

when both partners are heavily 

invested in the outcome of a plan 

for business development,” says 

Mr. Mason.  “But overall, when 

there is a willingness to listen 

on both sides, a partnership 

like the one between ERA and 

the Research Alliance can be 

very profitable.  After all, we are 

working towards the same goal.”

Concludes Mr. Richards:  “We 

are pleased and proud of our 

relationship with Mr. Mason and 

ERA Forest Products Research.  

A s  t h e  R e s e a r c h  A l l i a n c e 

grows, more opportunities will 

result for both ERA and for our 

membership at large.  We look 

forward to further increasing 

ERA’s client and revenue base 

and to facilitate Mr. Mason’s 

succession plan when he is 

ready.”
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