
Take your place
in the industry’s 

only national 
magazine 

owned by the

retailers 
it serves:

MEDIA KIT
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16 NHFA’S HOME FURNISHINGS RETAILER

by David Duff

   

“Warehouse operations, delivery and customer

service are low priorities for the typical inde-

pendent furniture retailer,” says David Duff of

David Duff Warehouse Consulting, a 44-year-old

furniture delivery specialist based in Wellfleet,

Mass., with clients in the U.S., Europe and

Canada.  “He’s focused on more urgent priori-

ties: ads to bring in customers, displays to

attract attention, and most of all, sales.

“The drawback is that your delivery people

are your company’s representatives in the field,

and problems there can undo all your efforts in

advertising, display and sales. Delivery is where

the awkward difficulties and disappointments

come up. But many stores don’t treat the 

delivery job as customer service, and that costs

stores money.”

Inefficient operations also cost retailers a

bundle, and these days especially, when every

penny counts, Duff is on a mission to detect

and rout out these profit-sapping problems.

A civil engineer by training, Duff applies his

knowledge to discovering the root causes of

problems and finding the most efficient ways to

do everything. Still, he has plenty of empathy

for what warehouse and delivery staff deals

with.
Duff observes that “Our industry has a ten-

dency to argue with the customer, to do any-

thing but give her an alternative choice product

         

       

        

        

     

       

        

       

         

            

      

        

        

         

         

      

        

         

      

       

  

      

  
           

      

         

   
  

 
       

      

        

           

       

        

      

       

       

Special handling:
delivery as customer service 

   
   

   

        

  
   

  
  

      

   

     

    

     

     

   

It goes to the decision-makers you
want to reach most, so there’s no
wasted circulation. And it’s been

trusted by leading furniture retailers for
more than 80 years. Plus, our award-
winning editorial and design makes it
easy for busy NHFA members and
other success-minded retailers to get the
tips, tactics and techniques they need to
succeed.

Today, that’s more important
than ever.

Top-Drawer Content
When your customers open 
NHFA’s Home Furnishings Retailer, they
access the wealth of business-building
information resources that has made
NHFA the industry’s biggest retail trade
organization for more than 85 years. 

Home Furnishings Retailer is
mailed monthly, 11 issues a
year, to more than 10,000

retailers — a carefully qualified
readership of the key decision-makers
in furniture stores. (Home Furnishings
Retailer’s circulation is verified in 
accordance with United States Post
Office regulations.) Our readers include
NHFA’s highly successful officers
and board and all of NHFA’s members
across the U.S. and in Canada. 

Plus:
n A full 90 percent of our readers are

company presidents, owners, vice 
presidents, managers or buyers.

Home Furnishings Retailer is the only national 
publication in the industry that is actually owned by
the retailers it serves. (Talk about accountable and
responsive!) 

Home Furnishings Retailer editors are
award-winning industry veterans who
translate the trends into practical 
strategies for today’s demanding retail
economy.  

Articles by some of the industry’s most
respected consultants and most 
successful leaders offer help in every
issue. 

Month after month, our readers enjoy
carefully researched, expertly written
articles that help retailers run their 
businesses more profitably. 

Editorial coverage of the topics that
keep readers coming back means 
reliable repeat exposure for your 
message.

Why NHFA’s 
Home Furnishings
Retailer?

Trusted by your 
target customers

Affordable,
powerful
strategies
give you

maximum
impressions.

n All “Top 200 Retailers” receive 
every issue.

n More than 80 percent of our 
readers receive Home Furnishings 
Retailer by paid subscription or 
request, so you know they read it.

n You reach thousands of new 
readers through our bonus 
distribution at major furniture 
markets around the country.

When you advertise in Home Furnishings Retailer, 
your message reaches the people you want to reach —
the decision makers!

NHFA’S HOME FURNISHINGS RETAILER
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Furniture manufacturers, large and small, stand tall with their sharp focus on
designing and producing furnishings with materials and construction 

processes that are kind to our planet. Not incidentally, they accent styling that
satisfies consumers’ demand for high fashion and eco-friendly furnishings.

West Bros Furniture The pristine lines of a sleigh bed from the “Elements” 

collection is designed in a style that says “today.” Constructed

domestically of solid cherry, the collection is made from certified

sustainable sources. “Elements,” with its Shaker influenced 

contemporary design is available in two finishes — a brisk 

cinnamon or two-tone antique. The fusion between sustainability

and West Bros’ dedication to quality craftsmanship is clearly seen

in all areas of the construction. The collection consists of a full

bedroom with bed and night stand options, and 
entertainment/media choices.

��	
����	������
���582 14th St., Hanover, OntarioCanada N4N 2A1Phone: (519) 364-7770, ext. 230Email: sales@westbrosfurniture.comWebsite: www.westbrosfurniture.com
Showroom location: High Point, IHFC D-1144

Bottom line: You can
buy bigger circulations,
but not better! 



Advertorials combine the credibil-
ity of articles with the custom
content of advertising for

unbeatable persuasive power. 

Available exclusively to full-page, 
half-page and 2/3-page advertisers, 
your advertorial:

n is teamed with your company’s ad 
for double impact

n appears in an advertising section 
distinguished by a specially 
designed cover page and editorial 
content

n is written by a professional 
journalist who will tell your story 
with interest and authority (you 
approve copy before publication)

n is an image-builder for your 
company and adds credibility to 
your message 

Entice retailers with a preview of
products you’ll be showing at
Market with “Smart

Merchandising” ads. All you need is a
product photo and a 50-word
description — our production staff
does the rest! Ads are available in every
Market issue of NHFA’s Home
Furnishings Retailer, and you earn 
special discounts in multiple ads in one
issue as well as on ads in multiple
Market issues throughout the year.
We also include your company’s street
address, phone and fax numbers, web
and e-mail addresses and your Market
location.

If you sell services (sales training, 
consulting, etc.), advertise in “Smart

Impressive Advertorials
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advertisement

Utilizing the latest 

technology and some novel mar-

keting techniques 

recently brought more traffic

into Homemakers in Des Moines,

Iowa, than during any other time

in the past year. The 35-year-old,

two-store operation teamed up

with Mail America and

Showroom Technology to imple-

ment an innovative marketing

strategy. The combination of

Mail America’s direct mail capa-

bility, their proprietary Webtrax

software and a unique tie in to

in-store kiosks enabled

Homemakers to incorporate large

prize offerings into their promo-

tional event.
It works like this: Mail

America’s proprietary barcode

technology is applied to their

extensive line up of direct mail

formats. The bar coded mail is

sent directly to consumers, who

must bring the mail piece to the

store to reveal what they’ve won.

The barcodes are intimately

linked to the in-store kiosks, providing the cus-

tomer with a dynamic in-store experience.

With the April Homemaker scan event, 

customers could scan their direct mail piece at

the kiosk and instantly win significant prizes, a

featured grand prize, as well as discounts on

purchases. There was also the opportunity for

secret prizes in order to enhance excitement for

the event. After revealing the prize, the kiosk

then offered to sign the consumer up for the

store’s consumer credit program. If the con-

sumer elected to apply, the kiosk pre-filled the

application with all known customer data, 

making the application quick and easy.

According to Rick Greth, computer opera-

tions manager for Homemakers, the high-tech

marketing move generated such a high volume

of traffic during the first weekend of the promo-

tion that customers lined up at the kiosk to

scan their mail pieces. Nearly 5,000 consumers

interacted with the kiosks during the event,

Greth points out. 

“It was definitely a good experience,” he

says, explaining that this was the first time that

Homemakers has worked with Mail America on

a store event. “This was our first experience, but

it won’t be our last. We’ve used kiosk 

technology in other ways, but this is the first

time we used it in conjunction

with a direct mail approach.

We’ll do something similar

with Mail America in the near

future, just with a different 

promotion.”
Adds Suzy Emmack, 

marketing director for

Homemakers, “The ability to

have a customer-specific mailer

that drove people to the store

and to scan at the kiosk to see

their winnings was an 

excellent way to get current and

new customers into the store.

The interactive nature of this

promotional piece was unlike

any other. It is definitely 

something to repeat.”

Greth says Homemakers

contacted Mail America after

learning about their services

from Showroom Technology.

Mail America, the retailer dis-

covered, specializes in print-

based marketing solutions for

retailers. Mail America’s propri-

etary Webtrax software enables

retailers to incorporate large prize offers into

their marketing, with the goal of increasing

response rates and store traffic as well as 

creating an ongoing marketing database of 

consumers. All consumer information gathered

by the kiosks is available to the retailer, 

providing a wealth of response data at any

point during or after the event.

“Mail America shared ideas with us when

we sat down to plan this event,” says Greth. “It

was a collaborative effort. It didn’t take long at

all to plan and pull together. We sent them the

artwork we created in-house and they produced

the direct mail piece. Then we sent them our

database of consumer names and addresses.

Simple as that.” Mail America then 

supplemented the past customer list with

demographically targeted consumers to hit

Homemaker’s target mailing number, and 

integrated the two lists for a seamless, 

all-encompassing event.

In spite of the downturn in the economy,

Homemakers tapped into a successful 

promotion using Mail America. “By having the

consumer come into the store with the 

promotion, it gave us unique insight and

instant feedback as to the consumer’s reaction

to the offer.”

Mail
America

In spite of the downturn

in the economy,

Homemakers tapped

into a successful 

promotion using 

Mail America. 

Smart Merchandising and Smart Solutions:
a great way to start an ad program with the 

industry’s only retailer-owned magazine!

n spotlights the experiences of your 
satisfied customers in credible 
editorial form 

n lets you explain, in detail, the
benefits and advantages of your
products and services.

For extra focus, advertorials are 
available in themed sections 
including:

• Pre-Market Products Preview
• Sales Training & Management 
• Inventory Control, Warehousing 

& Delivery 
• Add-on Sales & Sales Aids 

(incl. Furniture Care/Protection)
• Advertising & Marketing 
• Technology & Finance 
• NHFA Service Providers

The most flexible option, display
ads in Home Furnishings Retailer
are available in a variety of

convenient sizes to match any budget.

Advertise in Market issues, in issues
highlighting a product category or 
subject, in consecutive issues or
all of the above to win top-of-mind 
status with retailers. 

Only ads in NHFA’s Home Furnishings
Retailer both sell your product and
establish your commitment to retailers
by supporting their own magazine.

Advertorials combine your
story and our expertise in one
credible, prestigious package.
They make great reprints 
for your mailings, too!

Display ads let you “show and
sell” in your own distinctive
way, enhanced by our 
retailer-trusted editorial 
environment.

Ads in Special Subject Issues
NHFA’s Home Furnishings Retailer
offers extra opportunities to connect
with your customers, including:

“Green Giants” — If you’re
“green,” advertise in the May issue
that celebrates environmentally
responsible manufacturers and 
vendors.

“NHFA’s Retailers of the Year” — 
If these successful stores are your 
customers, run a “congratulations”
ad in the April issue that honors
them.

“Meet NHFA’s New President”—
All eyes are on the November-
December issue as we introduce
NHFA’s incoming retail leader, so
be sure to run a “welcome” ad
where everyone will see it!

Flexible Display Ads

Budget-Savvy Smart Merchandising 
& Smart Solutions

maximum exposure. And at these low
rates, you can build the frequency you
deserve to attract new prospects and
reinforce customer loyalty.

What could be easier? All you need
is a photo and a 50-word description.
Home Furnishings Retailer’s advertising
and production staff does the rest. 

Solutions.” Your photo and a 50-word
description gets your foot in the door
with retailers. Ads are available in all 11
issues of NHFA’s Home Furnishings
Retailer and great discounts are available
for multiple ads and insertions.

At a minimal cost per insertion, “Smart
Merchandising” for products and
“Smart Solutions” for services give you53

APRIL 2009

SmartSolutions
Business services specifically for home furnishings retailers

International Storage Systems, Inc.
International Storage Systems Inc. specializes
in designing and implementing storage rack 
systems for the furniture industry. For more than

35 years ISSI has offered turn-key solutions to
help retailers streamline their back room 
operations. From design, engineering and 
permitting, through final project completion,
International handles all aspects of the process.International Storage Systems, Inc.14700 Highway 29 WestLiberty Hill, Texas 78642Phone: (512) 778-5373FAX: (512) 778-6018www.furniturestorage.com

We handle all aspects 
of the storage process, from 
initial design to completion.

advertisement

The Furniture Training Company 
Exclusive provider of cheap training that actually works!

We are excited to provide you with this FREE Map to Sales

Success poster. This beautiful 24" x 26" poster is your 

step-by-step training plan for developing unbeatable sales

associates. This unique training resource is a great motivator

that works well in sales and training meetings. Call now 

and we'll even ship it for free.The Furniture Training Company
1770 North Research Park Way
North Logan, UT 84341Tollfree:1-866-755-5996Phone: (435) 752-3758Fax: (435) 755-6917www.furnituretraining.com
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That’s because only NHFA -- 

and only Home Furnishings Retailer --

are actually owned by the retailers they

serve.

When your suppliers support NHFA

with sponsorships and support Home

Furnishings Retailer with advertising,

they’re really helping you.              

So remind them it’s good business to

support your magazine. 

For the next 85 years, 

we’ll still be here.

Home Furnishings Retailer is the official publication of National Home Furnishings Association.RetailerHome Furnishings

built to last.
In 1920, although business was good,

individual retailers joined together to

form National Home Furnishings

Association.

In 1927, they created their own NHFA

magazine to share ideas across the miles

and the markets.

Before the decade was done, they found

out just how much they needed each

other’s support.

For more than 85 years, through boom

times, bust times and in between,

NHFA and its magazine have been 

reliably on the job for furniture store

owners.
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You know that multiple
impressions are key to successful
campaigns, so we offer

affordable, powerful ways to keep
your name in front of retailers.

e-zine visibility
Reach prospects online with 
Home Furnishings Retailer e-zine.
In addition to appearing in print, every
issue of our retailer-owned magazine is
emailed to NHFA’s valuable email list
The magazine also appears online at
www.nhfa.org. What’s more as a 
valued print advertiser, you:

n receive a link right from the 
electronic publication to your 
store’s own website.

n enjoy money-saving rates on 
banner ads. 

Reach prospects at markets
with bonus distribution 
When you advertise in market issues
of Home Furnishings Retailer you’re 
guaranteed bonus exposure to 
thousands of the most success-minded
dealers — right when they’re shopping 
for what’s new. 

Home Furnishings Retailer is on site at
High Point Markets, Las Vegas Markets,
the Casual Market in Chicago, the
NHFA Convention and other selected
industry events. 

However they 
read us, 

they’ll see you!

Use reprints for customer
mailings and sales rep training
programs. Reprints of your ad,

advertorial or Home Furnishings Retailer
articles spotlighting your company are 
available to send to your customers,
sales representatives and other key 
people. Our attractive reprints make 
a great impression!

Special discounts for
NHFA Supplier Members 
and NHFA Sponsors
As an NHFA Supplier Member, 
you are entitled to discounts on all
products and services purchased
through NHFA, and that includes

Reach NHFA’s readers, 
each day, all year!
Put your message where retailers
can see it every day! Give your ad
message extra visibility every day
of the week in NHFA’s Advertising
& Planning Calendar. Advertising
in this annual publication gives
you 52 weeks of visibility to the
decision-makers in the top home
furnishings stores. 

An essential tool to map ad plans 
and track marketing results daily,
it features more than 50 pages of 
convenient, large-sized calendar
pages plus advertising tips, 
marketing strategies and 
promotion ideas.

Calendars are sent to stores in the
fall so buyers can use them to plan
their fall and winter buying trips.

Place ads in both Home
Furnishings Retailer and the
Advertising & Planning Calendar
for special cross-marketing 
discounts.

See rates and specifications 
on separate pages in this media 
kit and call our ad executives at 
800/888-9590, ext. 6177 today.

e-zine Visibility and
Bonus Distribution

When you place an ad in NHFA’s Home Furnishings
Retailer, our special services give you added value and
extra impressions for every dollar you spend.

Special Discounts 

your ads in our popular Home
Furnishings Retailer magazine and our
annual Advertising and Planning
Calendar. 

If you are an NHFA Sponsor, your
company is acknowledged in each issue
of Home Furnishings Retailer and you
receive significant discounts on your
advertising in Home Furnishings Retailer
and the Advertising and Planning
Calendar. 

Special Discounts for
NHFA Supplier Members
and NHFA Sponsors

Sister publication 

Advertising &
Planning
Calendar

We make it easy 
and economical to 
reach the retailers 

you want most!



January
Las Vegas Market
Distribution

February

March

April
High Point Market
Distribution

May

June

July
Las Vegas Market
Distribution

August

September
Chicago Market
Distribution

October
High Point Market
Distribution

November / 
December

A fresh start:
Team building
and motivation

Captivating
customers

Sales
success

Retailing
excellence

Eco-friendly
business

Merchandising,
display and store

design

Managing for
results

Inventory control,
warehousing and

delivery

Understanding
customers

Getting the 
word out

Strategic 
planning

Team building
and motivation

Improving 
customer service in all

departments

Sales training 
and compensation

Retailers of the Year
(2 profiles)

Best practices in retail
eco-operations

Quick fixes
to update displays

Vision, mission 
and all that jazz: 

Why bother?

Improving efficiency with
better warehousing and

delivery processes

Consumer research
(DIY and the latest 

professional 
information on 
demographics)

Advertising and 
marketing: 

Meet NHFA’s 
new president

Retailer Roundup: 
(Realistic) New Year’s 

resolutions

Out-servicing 
the competition

Overcoming price
objections, winning 

comparison shoppers

Selling “value”, 
overcoming price 

objections

Selling
“green”

Shoppertaining /
lifestyle merchandising

Saving money: 
Where to cut, where to

invest for impact?

Turn “lost” product into
“found” cash with 
inventory control

Relationship marketing:
Women, Hispanic 
customers, etc.

Revitalizing “traditional” 
ad media / mastering

“new” ad media

Analyzing your store
image, product mix, 
location and more

Color 
trends

Casual and outdoor
furniture

(planning for Spring sales)

Selling with CAD

Youth furniture 
(planning for back-to-

school sales)

Green furniture
(all product categories)

Store design/layout,
changes on a budget

When employees 
have problems

Upholstery, 
including leather

(for fall pre-holiday sales
events)

Holiday gift ideas: Motion
furniture, lamps and

accessories

Occasional / small-space/
dual-purpose furniture

Rugs, 
home office 

furniture

Bedroom 
and bedding

Entertainment and
storage furniture 
(planning for fall 

pre-holiday sales)

Dining groups
(for pre-holiday sales

events)

Pre-Market
product preview

Sales training 
and management

Inventory control, ware-
housing and delivery

(part 1 of 2)

Pre-Market product 
preview

Technology and finance
(part 1 of 2)

Advertising and 
marketing

Pre-Market product 
preview

Inventory control, 
warehousing and 

delivery
(part 2 of 2)

Add-on sales and sales
aids (including furniture

care/protection) 

Pre-Market product 
preview

Technology and finance
(part 2 of 2), 

NHFA Service Providers

Month         Cover Story    Feature articles Advertorial

2010
Editorial
Calendar

Closing Dates (Reservations due) (Materials due) (Estimated mail date)

January 12/4/2009 12/11/2009 1/6/2010

February 12/29/2009 1/4/2010 2/2

March  2/4 2/10 3/3

April  3/5 3/12 3/31

May 4/2 4/9 5/3

June 5/4 5/11 6/3

July  6/2 6/9 7/1

August  7/6 7/13 8/3

September 8/4 8/11 8/30

October  9/3 9/10 10/1

November/ 10/1 10/8 11/2
December

• The following will appear in every issue: Ad Index, Hot Product Picks, Industry 
Scoop, Motivating Quotes, NHFA Products & Services, Best Ideas (quick tips 
from retailers and industry experts). This is a sample representation of what 
will be published in 2010 — it is not meant to imply these are the only articles 
that will be published. 

• Home Furnishings Retailer reserves the right to alter editorial content without 
notice, and welcomes suggestions. 

• For editorial questions, contact Mary Wynn Ryan, editor, at wynnryan@rcn.com 
or (800) 888-9590, ext. 6156. For advertising inquiries, contact Larry Carroll at
lcarroll@nhfa.org or (800) 888-9590, ext. 6177.

• Printed by sheet-fed press.
• No live matter is to be within 1/4-inch of the trim edges of the page dimensions 

or 1/2-inch from the gutter edge.
• Materials must be provided in a digital format. Accepted files include high-

resolution, print-optimized PDF; high-res Macintosh TIFF, EPS, JPEG; or collected 
CS4 or QuarkXpress 8 files (including all art and fonts). 
*If submitting PDFs, please call Ellen Marie Pike at 800.888.9590, ext.6164, 
for specifications.

• Composite color proofs MUST accompany all materials. Furnished media and 
proofs must be manufactured in accordance with SWOP standards for color-
critical submissions. Laser proofs will be considered only a guide for correct color.

.

Ad Size & Color Net Rate

Mechanical Specifications

Ad Dimensions

Advertising & Planning Calendar closing dates

Full page, four color $3,415
1/2 page, four color (island & horizontal) 2,570
Inside front cover, four color 4,025
Inside back cover, four color 3,705
Back cover, four color 4,980
Center spread, four color 7,750

Trim size is 11” x 14”; live area is 9” x 12”.  Materials with text/images outside 
9” x 12” will be charged 10 percent bleed charge; no bleed charge for premium
positions.

Full page 9” x 12”
Full page, bleed 11 1/2” x 14 1/2”
1/2 page, island 6” x 9”
1/2 page, horizontal 9” x 6”
Center spread, gutter bleed 20” x 12”
Center spread, full bleed 22 1/2” x 14 1/2”

Reservations: July 6, 2010
Materials due: July 9, 2010

Advertisers receive five copies free of charge. Additional copies must be ordered by
the reservation deadline. Additional copies are available at a nominal charge.

Sister Publication: 
Advertising & Planning Calendar

Advertorials
Professionally written and edited advertorials are available in full
page, 2/3 page and 1/2 page sizes. Rates include writing and editing
and are in addition to page rates.
• Full-page advertorial 

(with purchase of a full-page ad)    $1,565
• 1/2-page advertorial 

(with purchase of a 1/2-page ad)     $780
• 2/3-page advertorial 

(with purchase of a  1/3-page ad)     $1,016

Smart Merchandising and Smart Solutions
The price includes a four-color photograph and a 
50-word description; approximately 1/3 of a page.       $400

Banner Ads on e-zine
Reach retailers with a banner ad on portal page of e-magazine. All
advertising materials must be sized at 258 pixels x 112 pixels and
provided as .gif, .jpeg, .swf or .pdf files. You may send animated files
for no extra charge; please advise of any animation upon 
submission of advertising materials.      $400

• Printed web offset, SWOP standards, perfect binding.
• Standard page trim size is 8” x 10 7/8”.  All live copy (text) and vital images must be 

within 7” x 10”. Please see Home Furnishings Retailer Rate Card for individual ad 
dimensions.

• No live matter is to be within 1/4-inch of the trim edges of the page dimensions 
or 1/2-inch from the gutter edge.

• Materials must be provided in a digital format. Accepted files include high-
resolution, print-optimized PDF; high-res Macintosh TIFF, EPS, JPEG; or collected 
CS4 or QuarkXpress 8 files (including all art and fonts).
*If submitting PDFs, please call Ellen Marie Pike at 800.888.9590, ext.6164, 
for specifications.

• Composite color proofs MUST accompany all materials. Furnished media and 
proofs must be manufactured in accordance with SWOP standards for color-
critical submissions. Laser proofs will be considered only a guide for correct color.

Production Costs
Production costs incurred because materials provided do not conform to the above
specifications will be billed to advertiser at cost plus 15 percent. Production costs
are non-commissionable.

Material Reproduction
Every attempt will be made to reproduce ads per materials sent. Publisher is not
responsible for reproduction quality of ads not meeting printing specifications, ads
received after deadline, or ads not accompanied by a SWOP-certified color proof.

Home Furnishings Retailer :
Display Ads 
Mechanical Requirements

Additional advertising opportunities
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Monitor blogs to learn how consumers view you
News about customer dissatisfaction or disap-

pointment has always traveled fast by word of
mouth from individual to individual. Now the neg-
ative impact is multiplied over and over as bloggers
tell the whole world what they think of your poor
performance.

Says Doug Knorr of Knorr Marketing, “Blogs tell
it like it is today. And the upsetting truth is that the
consumer is more likely to trust an online stranger with a blog than you or your store employ-
ees.” He warns, “If you don’t please today’s consumer – watch out! Word-of-mouth and the
phenomenon of digital word-of-mouth, such as blogs will quickly sink your reputation.”

What to do to combat bad blogs? Knorr advises, “Start by freely and openly presenting infor-
mation about your store. Focus on your website, where the customer is empowered 24/7 to
resear ch merchandise and receive impressions about you, your customer service and shopping
experience.” 

A blog of your own is a great way to tell the story of how great you are.

M arketing strategies to attract women
Women are the decision makers when it comes to purchasing furniture but you need to be

careful and avoid marginalizing them in your marketing strategy. 
“Don’t paint your store pink,” advises Martha Barletta, author of Marketing to Women .

“ Avoid clichés and anything that patronizes women.” In other words, no flowery designs in
your ads and displays, or separate women’s corner of the store. That only condescends and
insults women, and alienates men. The marketing plan that reaches women also meets men’s
expectations, throughout all areas of your home
furnishings store.

• Advertising. Do more than include pictures of
women in your ads. Include men, too. Says
Barletta, “Take a story-telling approach by por-
traying products within the context of people’s
lives, in a way that’s relevant to women.” 

• Promotions. Don’t bombard women with
direct mail. Instead, send a notice a few times a
year about upcoming sales, with useful or curi-
ous information about a specific product.
Create a customer loyalty program with a
punch card for candle purchases, or other small
accessor y item, or discounts for customers’
birthdays. 

• Store appearance. Let your home furnishings
store make the best impression. Ensure that
parking is convenient and well lighted, and
that the restroom is in a well-traveled area of
the store, not some dark corner. Avoid clutter
and keep things clean. 

• Product displays. Because women buy things in context with how they’re going to use
them, display merchandise within environments that inspire women to buy. 

• Staff. Hire people who reflect your women customers. For example, if they’re mostly 45-
year-olds, bring in salespeople they can identify with. Patience is especially important,
because women take longer to arrive at buying decisions.

• Customer service. The cost of the merchandise matters less than other things at your
home furnishings store. In general, women appreciate good customer service more than
they do a discount.”

Sound can make customers linger
How does your store sound? It’s long been known that sound can alter behavior and emo-

tions, and it just may be an avenue to amplifying profits. Take time out to really listen to the
music your customers are hearing. 

According to retail psychologist Tim Dennison of the British Retail Think Tank, many busi-
nesses have master ed the art of influencing customers by sight (alluring displays) and smell
(coffee and cookies) but few have focused on the smart use of sound.

One rule seems clear for retail environments. Slow is good. Dennison says. “An unhurried
customer is exactly what retailers want. If customers are moving less quickly, they are more
likely to engage with the product and make a purchase.”

Changing your image is serious business
When is it time to re-brand, to make over your company’s image? This is no easy question

to answer, according to John Williams, an award-winning advertising pro for 25 years who has
created brand standards for Fortune 100 companies such as Mitsubishi.

Williams warns that the more dramatically you change your brand, the more likely you are

TWO CARDINAL RULES FOR ALL ADVERTISING:
BE A CONSISTENT ADVERTISER.1.

2.MAKE SURE YOUR AD MESSAGE IS THE 
SAME IN ALL MEDIA, INCLUDING THE INTERNET.

Are you taking advantage of marketing on the web?

Affluent working women also respond to online advertising appeals. According to the Media
Audit, working women with family incomes of $75,000 or more are growing in number and 94.3
percent access the Internet during an average month and half are heavy users of the Internet.
“If you don’t please today’s consumer – watch out. Word-of-mouth and the phenomenon of
digital word of mouth, such as blogs, will quickly sink your reputation.”

Should you include merchandise prices on the web, even if you are not selling on the
Internet? Absolutely, the more information you give the online shopper, the more likely they
are to visit your store.

Affluent groups respond to online marketing
If people come in and don’t buy, it’s not the fault of your advertising. If they don’t come in

at all, it’s the fault of your advertising. If that’s the case, perhaps your advertising isn’t in sync
with your market – a clear signal that a media review is in order.

Marketing trend spotter Kim T. Gordon has some informed advice on attracting two highly
desirable market segments, college graduates and affluent working women. This expert says
that the most effective way to reach college graduates is to concentrate advertising dollars in
the online media. This is especially important because this group ranks furniture as one of the
top planned purchases after graduation.

Use the same voice and music in television and radio commercials. All print ads should have a
consistent look, and these two cardinal rules definitely apply to your web advertising.

“If you don’t have a great website, 
better get busy.” — store planner Connie Post

“If you don’t please today’s consumer – watch
out. Word-of-mouth and the phenomenon of
digital word of mouth, such as blogs, will
quickly sink your reputation.“

“In the late 1990s, I heard it said, ‘The Internet is the new
dial tone.’ If that’s true, then I propose to you today that
blogs are the new ‘Party Line.’’’

— Doug Knorr, president, Knorr Marketing

“More than just resources for information, the web and the
Internet have become elemental to the shopping process,
and in particular to the  final stages leading up to closing
the sale. Today’s biggest group of home furnishings 
customers are people in the 25-to-40 age group. 
Checking the Internet is natural to them.”

— Leo Levinson, ad agency CEO

Definitely include merchandise prices on
your website even if you don’t sell online.

If you are not making an effort to reach out to consumers via the Internet, you’re missing
an opportunity to build a bonanza of plus business.

If you are not taking advantage of this powerful medium, you are not reaching a major seg-
ment of your target market, especially the 20- and 30-somethings whose buying power is
surging. The nation’s top retailers (Wal-Mart, Target, Crate & Barrel, for example) are relying
on the web to inform customers and show off their extensive lines of home furnishings. If you
have not checked their websites, take some time to see how the mega merchants are attract-
ing hordes of customers.

These giant operations are appealing to time-crunched consumers that are turning to the
Internet to resear ch big-ticket purchases. Why aren’t you doing the same?

According to National Home Furnishings Association’s 2007 Retail Per formance Repor t, only
2.6 percent of the average retailer’s advertising budget in 2006 was allocated to the Internet,
strong evidence that this productive marketing tool is being underused, even ignored by a
great majority of home furnishings retailers.

If you do not have a presence on the Internet because you are convinced that consumers
must see and touch big-ticket items, some statistics may change your mind.

• 7 percent of customers who shop in stores buy online
• 38 percent of customers who shop online, buy online
• 55 percent of customers who shop online buy in stores.

Failure to have an appealing website showing off merchandise accompanied by pricing
information may prevent the 7 percent of consumers who shop your site from buying online,
but you automatically eliminate the chance of making sales to the other 93 percent or bring-
ing in the 55 percent who resear ch on line, but make their purchases in a store.

8 Another Valuable Membership Benefit from Your Association

1 - New Years Day
6 - Epiphany
10 - Save the Eagles Day
11 - Amelia Earhart Day
17 - Ben Franklin's Birthday
20 - Aquarius
21 - MLK Jr Day
26 - Australia Day
28 - Christa McAuliffe Day

1 - National Freedom Day
2 - Groundhog Day
2 - Candlemas
6 - Ash Wednesday
14 - Valentines Day
18 - Presidents Day
29 - Leap Day

2 - Read Across America Day
2 - Dr. Suess Birthday
9 - Daylight Savings Time Begins
16 - Palm Sunday
17 - St. Patricks Day
20 - First Day of Spring
21 - Good Friday
21 - Purim
23 - Easter Sunday
24 - Easter Monday

1 - April Fools Day
15 - Income Taxes Due
20 - Passover Begins
22 - Earth Day
30 - Administrative Professionals Day 

1 - May Day
3 - Join Hands Day
5 - Cinco de Mayo
6 - Nurses Day
6 - National Teachers Day
11 - Mothers Day
17 - Armed Forces Day
19 - Victoria Day
22 - National Maritime Day
26 - Memorial Day

9 - Shavou'ot/Pentecost
14 - Flag Day
15 - Fathers Day
19 - Juneteenth
20 - Emancipation Day
20 - First Day of Summer
24 - St. Baptiste Day
28 - Paul Bunyan Day

1 - Canada Day
4 - Independence Day
14 - Bastille Day
27 - Parent's Day

3 - Friendship Day
15 - Assumption Day
19 - National Aviation Day
26 - Women's Equality Day

1 - Labor Day
2 - Ramadan
7 - Grandparents Day
11 - Patriot Day
16 - Stepfamily Day
17 - Citizenship Day
17 - Constitution Day and Week
22 - First Day of Autumn
26 - Native American Day
28 - Gold Star Mother's Day
30 - Rosh Hashanah/Feast of Trumpets

6 - Child Health Day
9 - Leif Erikson Day  
9 - Yom Kippur/Day of Atonement
12 - National Children's Day
13 - Columbus Day
13 - Thanksgiving (Canada)
14 - Sukkot/Feast of Tabernacles
16 - Boss Day
18 - Sweetest Day
24 - United Nations Day
26 - Mother-In-Law Day
31 - Halloween

1 - All Saints' Day
2 - All Souls' Day
2 - Daylight Savings Time Ends
5 - Guy Fawkes Day
11 - Veterans Day
11 - Remembrance Day 
11 - Armistice Day
27 - Thanksgiving

1 - AIDS Awareness Day
7 - Pearl Harbor Day
10 - Human Rights Day
17 - Wright Brothers Day 
17 - Pan American Aviation Day
21 - Forefather's Day
21 - First Day of Winter
22 - Hanukkah Begins
25 - Christmas
26 - Kwanzaa Begins
26 - Boxing Day
31 - New YearÕs Eve
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Dimensions:
• Full page (no bleed): 7” x 10”   
• Full page (with bleed): 8 1/4” x 11 1/8”

(Live area on bleed ads must remain within
7” x 10” area)

Dimensions:
• 2/3 page: 4 9/16” x 10”  
(For bleed, add 1/8” to each bleed side.
Live area must remain within 4 9/16” x 10” area.)

Dimensions:
• 1/2 page island: 4 9/16” x 7 3/8”

• 1/2 page horizontal: 7” x 4 7/8”  

Dimensions:
• 1/3 page square: 4 9/16” x 4 7/8”  
• 1/3 page vertical: 2 3/16” x 10”  

Dimensions:
• 1/6 page vertical: 2 3/16” x 4 7/8”  
• 1/6 page horizontal: 4 9/16” x 2 1/4”  

Four-color: $8,510 $8,085 $7,260 $6,010 $5,540
Premium (4-c Center Spread): 8,935 8,565 7,780 6,615 5,890

Full page

Dimensions:
• Spread (no bleed): 14” x 10”   
• Spread (with bleed): 16 1/2” x 11 1/8”

(Live area on bleed ads must remain within
14” x 10” area. Please keep vital art and 
information at least 1/2” from gutter.)

spread

Rates: 1x 4x 6x 8x 12x

Four-color: $5,695 $5,415 $4,805 $4,015 $3,690
Inside Front Cover (4c): 7,105 6,750 6,035 5,030 4,640
Inside Back Cover (4c): 6,485 6,155 5,505 4,565 4,235
Back Cover (4c): 7,725 7,340 6,575 5,430 5,030

Four-color: $4,500 $4,295 $3,790 $3,170 $2,950

1/2 pg island
Four-color: $3,890 $3,725 $3,275 $2,750 $2,555

1/2 pg horizontal
Four-color: $3,610 $3,460 $3,060 $2,555 $2,370

Four-color: $3,340 $3,180 $2,820 $2,350 $2,190

Four-color: $2,555 $2,445 $2,165 $1,785 $1,680

Rates: 1x 4x 6x 8x 12x

Rates: 1x 4x 6x 8x 12x

Rates: 1x 4x 6x 8x 12x

Rates: 1x 4x 6x 8x 12x

Rates: 1x 4x 6x 8x 12x

2010 Advertising
rates &
specifications 

Add it up: 
• Award-winning editorial and graphic design 
• Extra distribution and services for maximum 

attention
• Flexible ad formats for any budget
• Highly targeted, top-quality circulation to avoid 

waste and reach key retailers
• And the only national publication in the industry 

actually owned by the retailers it serves!

For more information on
advertising in Home
Furnishings Retailer, 
call 800/888-9590:

n Larry Carroll, ext. 6177  
lcarroll@nhfa.org

n Mike Pierce, ext. 6130 
mpierce@nhfa.org
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National Home Furnishings Association
3910 Tinsley Drive, Suite 101  •  High Point, NC 27265

336.886.6100 •  800.888.9590

Official Magazine of 
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Furnishings Association
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Florida Home Furnishings Association

SEHFA
Southeastern Home Furnishings Association
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Southern Home Furnishings Association


