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Enlighten
Engage

 W
hen Tami Simon started Sounds True more than two decades ago, 
she was mainly looking for a way to share with others recordings 
she’d made that reflected her passion for spiritual wisdom. Nearly 
25 years later, she’s part of a cresting wave of interest in spiritual and 
personal growth that has become a marketing bonanza for a growing 
number of brands. 

Known formally as the “lifestyles of health and sustainability” 
(LOHAS) market, the industry focuses primarily on good health 

and eco-consciousness, but also includes meditation, yoga, holistic wellness and other practices 
that emphasize spiritual and emotional well-being. For marketers in the United States, it is 
shaping up to become big business, driving sales of every-
thing from yoga mats to Buddhist-themed tea sets to maga-
zines like Ode and Yoga Journal. According to a 2006 study 
by the Natural Marketing Institute (NMI), the segment was 
worth an estimated $209 billion domestically in 2005 — 
equal to the value of the aerospace industry and slightly 
more than the food services industry. Moreover, LOHAS 
industry forecasts suggest the value of the market could 
surge even higher over the next three years. 

Says Simon: “When I started Sounds True, my goal was to 
continue my own education and distribute as widely as possible 
the teachings and spiritual methods that had been helpful to 
me. I knew there would be an audience because there’s always 
been an audience for wisdom teachings. But I assumed it would 

campaign synopsis

•   Brand: Ode Magazine

•   Name of campaign: “Could You Use Some 
Good News?”

•   Properties: four-color, 16-page magalog

•   Media used: Direct mail

•   Length of campaign: Launched in 2008, ongoing

•   Number of pieces mailed: 2.75 million

•   impact: June Sargent, vice president con-
sumer marketing and partnerships, says that 
the campaign helped to double Ode’s circu-
lation to 150,000.

The holistic wellness industry is worth hundreds of 
millions of dollars. But how do you promote goods and services 

to consumers looking for something more?
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be a small niche. I never thought people would be shopping for Sounds 
True titles in grocery stores.”

But the niche has blossomed, with more big brands looking to seize 
opportunities in the LOHAS market and offer value to consumers seeking 
something more than material possessions, says Gwynne Rogers, LOHAS 
business director for NMI, a consulting firm. In 2009, she says, people are 
looking for balance (be it in nutrition, budgets or lifestyles) and mindful-
ness (via self-help books, yoga practice and eco-tourism). “What’s more 
apparent than ever is a need to find ways to sustain ourselves, our minds, 
our energy, our planet and our society,” says Rogers. “Brands that speak to 
that now are going to be appealing to consumers.”

Still, how do you sell services and products to consumers seeking sim-
plicity and inner wellness? And just as compelling, how does a marketer 
determine the best strategies to employ in a market that is still evolving 
in new and different ways? LOHAS marketers who have proven successful 
say the approaches vary, but all seem to favor an integrated strategy for 
reaching their consumers, making appeals through publications, Web sites, 
retail outlets and direct mail catalogs. 

Catalog Success
Rogers and others note that some catalogs have enjoyed success with this 
audience, particularly catalogs that sell outdoor adventure gear, market green 
home goods and advertise yoga/fitness and fair trade products. “Some of the 
companies that sell these products are very much in line with what LOHAS 
consumers buy, and also speak to the lifestyle they seek,” 
Rogers explains. The marketers tell stories about how 
products are used — “appealing to the aspirational inter-
ests of catalog readers,” says Rogers — and they offer tips 
for creating a beautiful, sustainable home and a more bal-
anced mind, body, spirit and planet.

For the past 19 years, Sounds True has made the 
company’s four-color catalog a cornerstone of its mar-
keting strategy, says company direct marketing director Andrew Young. Along with 
products, the catalogs feature exclusive interviews with spiritual teachers. Young says 
his company will expand its print outreach. “Print affects people emotionally in ways 
that an online experience doesn’t,” Young explains. “People like to touch and hold some-
thing that’s beautiful to look at. They’ll save our catalog and read it again when they’re 
having a tea break and notice it on the kitchen table.”

Marketers at the Kripalu Center for Yoga & Health, a western Massachusetts non-
profit specializing in “experiential education,’’ are also increasing their outreach. The 
center plans to invest more than half of its 2009 marketing budget in direct mail, mostly 

in the form of a seasonal catalog that goes out four times 
annually to 1.3 million consumers. Tom Rocco, Kripalu’s vice 
president of marketing and communications, says that the 
ROI on the catalogs is solid largely due to strong content, 
rigorous prospecting and a positive message related through 
personal anecdotes. 

Of course, given the economy, Kripalu remains cautiously 
optimistic for 2009, but optimistic nonetheless. That’s partly 
because last winter Kripalu saw an increase in interest in its 
professional yoga teacher training programs and Ayurveda 
consulting (a traditional system of healing that originated in 
India). Attendance at its retreats was healthy, too. “We are telling 
people, ‘Your financial assets may be depleted, but if you invest 
in yourself you will always get a good return,’” explains Rocco. 

Ode, a magazine and Web site “written for intelligent opti-
mists,” is also experiencing growth, boosted by aggressive 

THE MARKET FOR 
INSPIRATION
A quick look at the growth sweeping the 
LOHAS market
Enlightenment may be about finding self-worth and happiness 
beyond money and worldly possessions — but as a market, 
enlightenment is also quite lucrative.

Take the “self-improvement” market, a subset of the more 
than $200-billion LOHAS industry. The market — which 
includes self-help books, motivational speaking, personal life 
coaching, weight loss and stress management — was worth 
$11 billion in 2007, the date for which the most recent num-
bers are available. This marked a 13.6-percent increase over 
2005, according to a report from Marketdata Enterprises, a 
market research publisher that focuses on service businesses. 

marketing plays. In 2008, for instance, it mailed to 2.75 mil-
lion consumers a 16-page glossy magalog that showcased 
Ode content and offered free Zen relaxation and meditation 
CDs. The mailings, double the number of pieces Ode mailed 
the year before, generated a robust response rate and helped 
boost Ode’s circulation to 150,000, says June Sargent, Ode’s 
vice president consumer marketing and partnerships.

 

Paths to Marketing Betterment
The sour economy hasn’t significantly curtailed the successes 
that companies like Kripalu and Ode have enjoyed, but mar-
keters at these and other companies still remain wary. And 
they caution their industry peers to be mindful of a few vital 
rules when trying to communicate with the audience, irre-
spective of channel: 

1. Be Authentic.  “Authenticity” is more than a buzzword in this 
sphere. “It’s important that people feel that there’s a real human behind the 
products, and that we are co-journeyers on a spiritual path together,” says 
Tami Simon. So every Sounds True catalog features Simon’s photo. 

The market’s desire for more humanized brands is also why a recent 
catalog for DharmaCrafts — which sells meditation supplies such as medi-
tation cushions — contains a photo of a smiling, healthy-looking woman 
cutting fabric alongside copy explaining that the cushions have been hand-
crafted by a “small dedicated staff of trained craftspeople” for more than 28 
years. “People desire products they perceive as meaningful, a trend that is 
expected to continue to grow across categories,” says Rogers. 

2. Be Inclusive.  “As the financial world has come crashing down, 
relationships and emotional intimacy have resurfaced as a priority,” says 
Rogers. Those experiences might be a mountain retreat, or simply connect-
ing with a brand and other people who share a passion for it. When Sounds 
True asked its 100,000 e-mail newsletter subscribers for opinions about its 
business and products, thousands replied, marvels Young. Not only that, 
but “customers sent pages of comments with their ideas. They showed the 
same effort and dedication as anyone working here.” 

Sargent, from Ode, concurs: “People want to talk to the people who produce 
the things they use and read and live with,” she says. “We average at least 500 
back-and-forth interactive e-mails every month with our readership, whether 
it’s a ‘love’ letter, a letter to the editor, someone who wants to carry our maga-
zine or someone who wants to work with us in some way.”

3. Be Inspiring.  Everyone loves a good story, and LOHAS industry 
consumers in particular respond to tales of inspiration and transformation. 

At the same time these shoppers are “information junkies,” says Rogers. As a result, 
she says, “Brands that can tell a compelling story about their history, their vision and 
their mission connect with consumers in a more fundamental and emotional way than 
brands that don’t.” This is part of the reason Sounds True interviews spiritual leaders for 
its catalog, so that even when shopping, its audience can glean motivational content.

LOHAS consumers are more likely to look beyond the product’s basic attributes to 
what the brand represents. They also respond to personal stories: an author’s anecdote, 
a revelation from the company president or an employee, or a customer’s experience.

4. Be Creative.  Economic constraints can drive innovation. Yoga Journal, for 
instance, found a way to save money while maintaining response rates by developing a 
new “hybrid voucher,” says group circulation director Barbara Besser. Instead of a four-
page letter and brochure, the country’s preeminent magazine for yoga practitioners and 
teachers has begun mailing a voucher-type one-page letter along with two “freemiums” 
— a yogic breathing chart and an insert with drawings of two sequences of yoga poses. 
While both of these freemiums include colorful content and description, they cost less 
to produce than previous direct mail packages, Besser says.  d

Marketdata estimates the market will continue to grow during the 
recession, but at a more modest 3 percent, with 6-percent average 
yearly gains from 2009 to 2012. 

Another particular growth area is the market for yoga, according 
to a 2008 Yoga Journal/Harris Interactive study. Last year, Ameri-
cans spent $5.7 billion on yoga classes and products — including 
equipment, clothing, vacations and media — an increase of 87 per-
cent compared to a similar report completed in 2004. 

Not only do yoga practitioners make up nearly 7 percent of 
U.S. adults, or almost 16 million people, but they are a relatively 
well-heeled set, with 44 percent reporting incomes of $75,000 or 
more and 24 percent with more than $100,000. Yoga Journal saw 
an increase of 5.8 percent in paid circulation and an increase of 
9.2 percent in paid subscriptions in the period from July through 
December 2007, with its rate base rising from 275,000 in 2002 to 
its current 350,000.

INSPIRING: Consumers’ 
desire for more balance and 
meaning in their lives has 
helped drive the success of 
LOHAS publications such as 
DharmaCrafts and Ode.
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last word

Back in the Box
The president of Montgomery Ward discusses why, 
after being mostly absent for a year, his brand has 
come back to mail.
Interview by Lara Jensen | Photograph by Derek Blagg

 A decade of turmoil and turnover at retailer Montgomery Ward had bat-
tered one of America’s most venerated brands and left it searching anew 
for its marketing voice. When cataloger Swiss Colony purchased the 
brand, however, the parent company began helping Montgomery Ward 

rediscover the right tone to its messaging. 
As part of the brand’s revamped marketing priorities, the Montgomery Ward catalog 

has again begun appearing in consumers’ mailboxes, almost a year after the brand dras-
tically curtailed mail communications. The return of the publication signals a renewed 
commitment by the retailer — one of the first ever publishers of general merchandise 
catalogs — to relearning its audience’s needs and to creating sound building blocks for 
a vigorous multimedia push. The publication’s revival also reflects a larger shift within 
some companies: Brands that once stampeded to the Web space are rethinking their 
strategies and returning, at least in part, to the mail channel because they feel it gives 
them advantages that no other medium can duplicate.

Deliver® magazine sat down with Montgomery Ward president John Baumann 
to find out where the brand went, why it has come back to the mailbox with such 
force and where it’s headed.

Deliver: The Montgomery Ward catalog is relaunching in March after a yearlong absence from 
the mail. What impact has this absence had on the brand?
Baumann: The catalog hadn’t been in the mail for months when Swiss Colony purchased the business 
last summer, because the previous owner didn’t have the resources to publish it. Since there wasn’t 
time to assemble a high-quality catalog for the holiday season, we decided to wait until we could put 
together something we would feel good about. You always put yourself at a disadvantage when there’s 
a time lapse between catalog mailings. However, we’re hopeful the catalog will create some synergies 
with the e-commerce Web site, which never went away. 

Because the Montgomery Ward brand is so well known, customers who may look at a catalog but 
aren’t ready to make a purchase can easily go straight to the Web site when they are ready. Or if they’re 
searching on the Web and see a product line they like that is associated with Montgomery Ward, they 
will be more likely to shop the brand online because they received a catalog previously. 

Deliver: How is the economy affecting your marketing strategy for the Montgomery Ward brand?
Baumann: The economy is convincing us that we need to be conservative in terms of the scale of the 
catalog and the total circulation, which will be more than 1 million books for the year. However, we’re 
hopeful that the Montgomery Ward brand’s reputation as a high-quality and value-based merchandise 
source will resonate well with consumers who are concerned about the economy right now. That’s why 
we are focusing on finding unique, high-quality products that are still a good value. 

Deliver: Whom will you be targeting via the catalog?
Baumann: Because there haven’t been strong financial resources behind this brand for 10 or more 
years, there isn’t a lot known about the Montgomery Ward customer. So part of what we want to find 
out through our initial mailing is who and where these customers are. We’re also hoping to find out 

what types of merchandise can be successfully sold under 
the Montgomery Ward banner. Our initial research shows 
that there are a lot of people from their mid-30s and up 
who have very specific recollections of either shopping in 
a Montgomery Ward store or ordering from a catalog. 

Certainly, we’ll try to reach past Montgomery Ward 
customers. We’ll also try to find select customers from 
the family of Swiss Colony catalog files. And we’ll look at 
a number of rented lists. 

Deliver: Outside your company, what’s your favorite 
direct mail campaign?
Baumann: My favorite campaign is also one that I’ve 
recently responded to. It’s really more of a multi-channel 
campaign from one of the big-name weight loss systems. 
The TV ads are entertaining with a lot of notable person-
alities. They are a high-energy attempt at driving home the 
reality that celebrities, like everyday people, have issues 
controlling their weight and that this company offers a 
solution that is credible and manageable. When I received 
a direct-response coupon from this company in January, 
I was already primed because of the TV ads, and I decided 
to give the program a try for the first time. 

Deliver: What are you seeing that’s really innovative 
in direct mail?
Baumann: I think direct mailers need innovation now 
more than ever before because we have to find a way to 
connect with younger consumers — who are very com-
fortable with the Internet — drive them to the mail-
box, and encourage them to take direct mail solicitations 
more seriously. 

What sticks out for me, even though they aren’t par-
ticularly new, are direct mail pieces with yellow sticky 
notes on the outside or inside. It seems that, for what-
ever reason, they stop you for a moment and get you to 
quickly take a peek at what the offer is. That’s why you 
still see these types of offers, even though they were first 
introduced around 20 years ago. 

Deliver: Is there a catalog you look forward to?
Baumann: I live in Wisconsin, where we have to get 
through long winters. As I start to think about the ice 
melting and the opening of trout and walleye season, 
there’s a certain outdoor-activity catalog that’s nice to 
have in hand. Virtually everything conceivable to sup-
port my fishing hobby can be found in this catalog. 
Certainly, I find the breadth of selection appealing, but 
the sheer size of the book takes me aback. The variety 
of items is amazing and sometimes overwhelming. As 
a direct marketer, I’m impressed that the company can 
manage so many stock-keeping units.  d

TRIUMPHANT COMEBACK: 
Montgomery Ward president 
John Baumann says the 
return of the catalog signals 
a new effort to target 
customers familiar with the 
brand’s reputation.

I think direct mailers 
need innovation now 
more than ever before 
because we have to 
find a way to connect 
with younger consum-
ers — who are very 
comfortable with the 
Internet — drive them 
to the mailbox, and 
encourage them to 
take direct mail solici-
tations more seriously. 
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