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EDITORIAL CALENDAR
 ISSUE ISSUE CLOSE ART DUE 
  
 January/February Jan. 7 Jan. 11 Promotion 
    News on efforts to promote the use of hardwoods, and expand the understanding  
    of the sustainable wood industry 
 

 March Feb. 3 Feb. 8 Talent  
    Hiring trends, skills gap, workforce best practices and labor issues 
 
 April March 1 March 5 Domestic Markets  
    Review of domestic consumer market trends in hardwood consumption 
 
 May April 2 April 7 Membership  
    News and insights on hardwood industry leaders, their companies and best practices    
    for building successful organizations  
 June May 3 May 7 Technology  
    How tech is serving up new challenges and opportunities for the industry 

 July June 1 June 7 Convention Preview Special Edition  
      
 
 August July 6 July 9 Advocacy 
    Update on key legislative issues affecting the hardwood industry, advocacy events  
    and resources 
 
 
 September August 2 August 6 Global Markets 
    Overview of the international hardwood markets, product breakdown, and emerging   
    market trends 
 
 
 October September 1 September 7 Celebrating Women in Wood 
    Philanthropy, generations of making it work, policies and procedures that impact  
    family-owned and operated facilities 
  
  
 November October 1 October 7 Sales 
    Ways to integrate new technologies to increase sales 
 
  
 December November 2 November 8 Year in Review 
    Convention Recap, reflections of the past year and future forecasts

Editorial calendar subject to change.
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2021 PRINT ADVERTISING RATES

See editorial calendar for deadline to place an order and when artwork is due.

HARDWOOD  
MATTERS
11 Issues

  MEMBER NON-MEMBER MEMBER NON-MEMBER MEMBER NON-MEMBER MEMBER NON-MEMBER

Full Page Options:

 Non-Specific Location  $1,450 $1,740 $1,350 $1,620 $1,200 $1,440 $1,050 $1,260

 Inside Front Cover  $1,850 $2,220 $1,650 $1,980 $1,450 $1,740 $1,250 $1,500

 Inside Back Cover $1,850 $2,220 $1,650 $1,980 $1,450 $1,740 $1,250 $1,500

 Other Specific Location* $1,595 $1,915 $1,485 $1,785 $1,320 $1,585 $1,155 $1,385

Back Cover $2,195 $2,630 $1,995 $2,390 $1,795 $2,150 $1,595 $1,935

Horizontal or Vertical Half  $1,100 $1,320 $1,000 $1,200 $850 $1,020 $700 $840

Horizontal or Vertical Quarter  $800 $960 $700 $840 $550 $660 $400 $480

1 ISSUEAD SIZES 3 ISSUES 6 ISSUES 11 ISSUES

*You may request a specific location in the magazine such as Page One, Facing Table of Contents or near a particular story.

Rates include full color & full bleed.
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ADD ON:  
MEMBER SPOTLIGHT
11 issues (1 each month) 

$2,500  per spotlight

Members Only

NHLA will interview via phone. The advertiser will provide photos for the article. The article will 
be featured in a specific month of Hardwood Matters, placed on the NHLA Blog and will receive a 
social media post about the article, including but not limited to Facebook and LinkedIn.
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Founded in 1971 in Orland Park, IL, the Horton Group began as a small, eight-person 
family-owned insurance agency specializing in auto and home insurance for individuals. 
Since then, it has expanded into commercial insurance, employee bene� ts, and consulting 
services. Today, the Horton Group is ranked as the country’s 37th largest insurance brokerage 

by Insurance Journal, with seven o�  ces around the Midwest, nearly 400 employees, and over $75 
million in annual revenue.

THE HORTON GROUP

� e Horton Group is an insurance, employee bene� ts, and risk 
advisory � rm that leads clients with complex needs and limited 
resources to a higher performance level. � is philosophy enables 
them to focus on speci� c practices and specializations, such as wood 
& lumber. Consequently, they help lower the actual cost of risk by 
focusing on risk management, supported by industry-leading claims 
advocacy, loss control, and risk advisory services. 

Mike Kocourek, a Marketing Communications Specialist with 
the Horton Group, talks about how they cater to the hardwood 
industry, “We discovered the lumber industry’s needs through active 
involvement in the National Hardwood Lumber Association, as 
well as other associations. � en, we speci� cally designed our wood 
products program with the lumber industry’s needs in mind. We of-
fer dedicated programs with comprehensive insurance coverage. It is 

The Horton Group

You can reach the Horton Group by calling (724) 699-4550, 
emailing Kevin.Mershimer@thehortongroup.com, or visiting their 
website, www.thehortongroup.com.

“. . . We o	 er dedicated programs with compre-
hensive insurance coverage. It is with this fo-
cus and intent that we continue to advise our 
customers to plan and achieve a higher level of 
performance. ” — Mike Kocourek

with this focus and intent that we continue to advise our customers 
to plan and achieve a higher level of performance. We aim to help 
our clients improve their risks and become more attractive to the 
carriers through proactive loss control. Improved property conserva-
tion programs and culture changes in housekeeping strategies are 
just a few of the ways they work to partner with their clients.”  

� eir outstanding services haven’t changed as COVID-19 upends 
businesses across the country. Kevin Mershimer, a sales executive 
with the Horton Group with over 20 years of experience insuring 
sawmills and wood product risks, explains that they began working 
from home in mid-March. “We had been working on the technol-
ogy to enable a work-from-home environment for some time, so 
the pivot was quite smooth. We have learned to blend a virtual and 
physical environment, and in some ways, completely change the way 
we work. � ere was no disruption to the way we serviced our clients. 
And in some ways, it’s allowed us to broaden our geography—both 

with our pursuit of talent that shares our vision and values, as well as 
clients—and know that we can con� dently serve them well and have 
a terri� c client and employee experience. Many of our clients don’t 
want face-to-face interaction right now. � us we have been doing 
renewals on Skype or over the phone. We have all of our sta�  working 
remotely from home, and the response time to customer requests is 
actually better than when they were in the o�  ce.”

Kevin is also proud of the Horton Group’s work within the com-
munity. � e Horton Group hosts events like “Little Black Dress” 
bene� ting Goodwill of Michiana, and food drives for the South Bend 
Foodbank. � ey also support the Juvenile Diabetes Research Founda-
tion, hold blood donation drives for local blood banks, and partici-
pate in the Salvation Army’s Angel Tree program, donating Christmas 
gifts to children in need. Kevin’s commitment to this industry is 
noted in his involvement in NHLA and other associations. He is the 
current president of IHLA and is on the board of the NAFF.

� e key to the Horton Group’s success can be boiled down to three 
words: People and Vision. Dan Horton, CEO of the Horton Group, 
explains, “I feel that once we de� ned the traits of people who are 
best suited to work at our � rm and everyone had clarity on where 
the � rm is going, we had a better guide for our decision-making.

Dan also credits the success of the Horton Group to it being a 
family business, “Being owned by one man with a value system is 
important to us. He invests any proceeds back into the company 
and is all about ensuring quality and doing the right thing.” 

Dan says, “� e Horton group has an exciting future ahead of us, 
even as we � nd ourselves in an environment where there is tre-
mendous consolidation. By one statistic, it’s estimated that 40% of 
agencies will be acquired by 2025. To me, that means we have the 
opportunity to build a special company - that’s Successful, Good, 
and Passed to Future Generations (the three pillars of our vision) 
 —one that de� nes our future on our terms. We are currently one 
of the top 50 largest brokers in the US, which is pretty impressive, 
considering we are a privately held company. With my father help-
ing me, we have a very bright future, one that will continue with the 
values it had at the very beginning.”

Horton Group employees attend and sponsor the “Little Black Dress” event supporting Goodwill of Michiana. The company believes in Goodwill’s 
mission to strengthen communities by empowering individuals and families through education, training, and job placement.

Horton Group employees working at the South Bend food bank, where 
they donate food twice a year.

To keep employee moral high, the Horton Group hosts periodic theme 
days, including this friendly competition between their Wisconsin and 
Chicago o�  ces on the opening day for Bears vs the Packers.

RATES

SAMPLE

The award-winning magazine of the National Hardwood Lumber Association and the voice of the 
hardwood industry; Hardwood Matters is published 11 times per year and distributed to the leading 
companies of the global hardwood industry.

January/February    December 7

March     January 7 

April  February 8

May  March 8 

June  April 7 

July  May 7

August  June 7

September  July 7

October  August 9 

November  September 7

December  October 7

ISSUE   DEADLINE
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VERTICAL  
HALF

VERTICAL 
QUARTER

HORIZONTAL 
QUARTER 

HORIZONTAL HALF

FULL PAGE BACK COVER

ARTWORK REQUIREMENTS 

Artwork must be provided digitally via email. Both Mac and PC files are accepted. Files must be submitted in 
EPS, TIFF or high-resolution PDF formats (do not downsample images). All fonts and any associated graphic files 
must be embedded. All files need to be submitted in 300 dpi CMYK format. 

It is highly recommended that a color proof be provided with any new ad.

Note: Text placed outside the safe area within any full-page or back cover ad may be cut off. Please keep text 
within the safe area at all times.

2021 PRINT ADVERTISING SPECIFICATIONS

 PAGE UNIT AD SIZE LIVE AREA BLEED
 Two Page Spread 17" x 10" 16.75" x 9.75" 17.25" x 10.25"

 Full Page 8.5" x 10" 8.25" x 9.75" 8.75" x 10.25"

 Back Cover 8.5" x 6.75" 8.375" x 6.5" 8.75" x 6.875"

 Half-Page Horizontal 7.25" x 4.125" N/A N/A

 Half-Page Vertical 3.5" x 8.5" N/A N/A

 Quarter Page-Horizontal 7.25" x 1.9375" N/A N/A

 Quarter Page-Vertical 3.5" x 4.125" N/A N/A

TWO PAGE SPREAD



2021 DIGITAL OPPORTUNITIES FOR MEMBERS ONLY!

AD RATES AND AD SIZES

First Banner  $600   680 x 125

Second Banner $500   680 x 125

 AD PLACEMENT 1 Time Ad Specs  

SPECIAL ADVERTISER SPONSORED NEWSLETTER

$1000  per issue

Limited to 6 per year

The advertiser will supply the graphics, content and links for the 
newsletter content. NHLA will build the newsletter, distribute and 
provide a post distribution report.
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File format - GIF or JPG / url link provided

BIMONTHLY eNewsletter: Hardwire
NHLA's e-newsletter delivers critical member and industry

news to more than 5,000 NHLA members, friends and partners.

5,000+ 
Newsletter
Subscribers

26% 
Average Open Rate
(Industry average is 21%) 

Distribution:  
On the 1st and 15th of each month,  
2 ads per issue



2021 DIGITAL OPPORTUNITIES FOR MEMBERS ONLY!
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AD SIZES AND AD RATES

NHLA.COM

AD PLACEMENT MONTHLY

Box Ad: 400 x 400 $400 per month 

Skyscraper Ad: 330 x 500  $500 per month

(Ads are run of site and not specific to any one page of content with the exception of the Convention page.)

ARTWORK REQUIREMENTS

Website advertising comes in two different sizes: 400 x 400 pixels (box ad) or 330 x 500 pixels (skyscraper ad). 
File size must be under 25KB. Artwork must be submitted digitally via email. The following file formats are 
acceptable: GIF or JPEG. All ad links will open a new browser window upon click.  
 
NHLA will notify the advertiser by email that their advertisement has been added to the website. The agreed 
duration will begin from notification by NHLA.  
 
Turnaround Time: 7 business days on all standard creative submitted

Increase your visibility with an online advertisement on NHLA's website, 
nhla.com. With the user experience in mind, nhla.com offers an inviting, 
easy-to-navigate source infused with the latest technological innovations. 
Packed with new resources and eye-catching visuals, NHLA.com is the  
go-to site for NHLA members and the industry to look for information 
and resources.

NHLA_Official
12 times a year (2 ads per month)

$500 per ad  

1 Time

The advertiser will supply the message and graphics. NHLA will build the ad, schedule, and 
post to the NHLA Facebook page. We guarantee a reach of at least 5,000. Ads will run 7-10 
days and will be monitored as to the status of delivery. A report will be delivered to the 
advertiser.

AD RATES AND AD SIZES

Box Ad: 400 x 400

Skyscraper Ad: 330 x 500

73,000* 
Average Monthly  

Pageviews

4 minutes 
Average View 

Time

9,000 
Facebook Followers

Turnaround Time: 7 business days on all 
standard creative submitted

*2020 average
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2021 MEMBERSHIP DIRECTORY ADVERTISING RATES

  

Member Directory App

Landing Page (600 x 600 pixels) | $420

Run of Site (640 x 200 pixels) | $125

Run of Site 
(640 x 200 pixels) | $125

AD LOCATIONS  |  Members Only

Landing Page (1 advertiser)  |  $420 per month                            

Run of Site  |  $125 per month                       

AD RATES

ARTWORK REQUIREMENTS

Landing page size is 600 x 600 pixels

Run of Site sizes are 640 x 200 pixels

Artwork must be submitted digitally via email. The 
following file formats are acceptable: PNG or JPEG 
(preferred). 

Membership Directory

Ad Size:  
640 x 200 pixels

Ad Size:  
600 x 600  
pixels

Membership Directory

Membership Directory

Membership Directory

The NHLA Membership Directory is a tool to help you connect with NHLA members and obtain lumber 
and services that you may need. Search categories include Lumber & Products, Equipment, Services, and 
Supplies, Exporters, Research Members, Inspector Members, and those that are Facility Grade Certified. 

The NHLA Membership Directory allows your ad to be seen by a highly targeted audience, with ads 
collectively reaching over 5,100 page views a month.
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ADVERTISING POLICIES & SPECIFICATIONS
Advertisers assume liability for all content of advertisements. NHLA reserves the right to refuse any 
print or electronic advertisement and may reject any URL link embodied within any advertisement.

NHLA is not involved in the commercial publishing business. No agency discounts will be allowed.  
NHLA will not be involved in the development process with the agency. NHLA will not be responsible 
for incorrect colors, words or any mistakes on any furnished artwork.

REFUND POLICY

If the print artwork for the ad is not received by the 7th day of the preceding month of publication, 
NHLA doesn’t guarantee placement. Refunds will not be provided.

NHLA LOGO SPECIFICATIONS

If you are using the NHLA logo in your ad, please refer to the NHLA Logo Standards Policy.

John Hester 
Director of Membership &  
Business Development 
901-399-7558  
j.hester@nhla.com

CONTACTS

Target key leaders in the hardwood industry!

National Hardwood Lumber Association  |  PO Box 34518  |  Memphis, TN 38184  |  www.nhla.com

SOCIAL MEDIA OUTLETS

ADVERTISING
SPONSORSHIPS
EXHIBITS
MEMBERSHIP

EDITOR
MARKETING/
COMMUNICATIONS &
EVENTS

PRINT & DIGITAL
ADVERTISING 
MATERIAL 
SUBMISSIONS

FOLLOW US

Renee Hornsby 
Director of Marketing & Communications 
901-399-7560  
r.hornsby@nhla.com

Melissa Ellis Smith 
Graphic Designer 
901-399-7553  
m.ellis@nhla.com

Vicky Simms 
Membership Development Manager 
901-399-7557 
v.simms@nhla.com


