
THE MARKET
In the home furnishings market, Ethan 
Allen stands out in three significant 
ways: as a manufacturer and a retailer, as 
the world’s leading interior design com-
pany, and for offering high quality at 
remarkable value.  

Ethan Allen provides what savvy 
homeowners want: professional interior 
design solutions and service, plus one-
stop shopping to help them decorate 
their homes with quality and style at rea-
sonable prices. With its unique, verti-
cally integrated business model, the 
company exercises unrivaled control 
over all aspects of its business, from 
product design and manufacturing 
through retail, customization, interior 
design service, and delivery. Ethan Allen 
home furnishings are sold in a network 
of nearly 300 Design Centers around the 
world and at ethanallen.com.

ACHIEVEMENTS
Ethan Allen — a trendsetting, award-
winning, and widely imitated leader in 
home furnishings and interior design — 
is a classic American brand with a mod-
ern attitude, international reach, and an 
excellent platform for global growth. 

From humble beginnings 80 years ago, Ethan 
Allen has evolved into a timeless, vibrant, and 
confidently stylish design authority. Media and 
clients alike look to the company not just  
for its products but also for its take on what  
style means now. 

Design Centers are organized to inspire and 
delight, from fabric to furniture to finishing 

The company’s Interior Design 
Affiliate membership program, which is 
open to professionals in the interior 
design community, has attracted steady 
interest since its creation nearly a year 
ago. Members get referral fees on quali-
fied purchases and the freedom to focus 
on design, as Ethan Allen handles all 
the processing, prep, delivery, and cus-
tomer service. 

The Ethan Allen Design Center at 
the Las Vegas Design Center in Nevada 
is a template for the latest look in Ethan 
Allen retail destinations. Inventive  
displays make creative use of smaller 
space and still offer plenty of products 
on site; the rest are available at the touch 
of a screen.

PROMOTION
The Ethan Allen attitude is projected in 
marketing initiatives ranging from a 
prominent prime-time television broad-
cast and cable presence to healthy direct 
mail, national print, and email blasts. 
The marketing and advertising team cre-
ates notable and exciting TV ads, style 
films, and print ads that convey the per-

sonality of Ethan Allen today. The team also pro-
duces and mails millions of copies of the 
company’s evocative and inspiring magazines.

The website’s Inspire section includes editorial 
features, design trends, design solutions, and a 

collection of creative films. Ethan 
Allen’s direct-mail magazines are 
produced online with full brows-
ing and shopping capabilities.

BRAND VALUES 
Ethan Allen stands for style, 
quality, value, and service. Above 
all, Ethan Allen is client-focused, 
asking the question “What do our 
clients need to be comfortable 
and happy at home?”

Quality has been the cornerstone of the brand 
for 80 years. Ethan Allen protects its reputation 
for quality by constantly seeking to improve  
its methods. As a result, the company has  
an entrepreneurial, flexible, and forward- 
thinking spirit that allows it to keep defining and  
creating spaces that are smart, personal, livable, 
and attainable.

War hero whose courage, independence, and per-
severance inspired the two men. 

The Ethan Allen brand was a nearly instant 
hit. In days where patriotism and the very 
American can-do pioneer spirit never seemed 
more important, Colonial-style décor naturally 
struck a deep chord.  

After World War II, Ethan Allen became syn-
onymous with well-built, historically faithful 
home furnishings. In 1954 the company shipped 
its millionth piece of furniture, a maple chest of 
drawers, to the White House as a gift to President 
Dwight D. Eisenhower.  

Ethan Allen revolutionized the home furnish-
ings industry in 1962 by inventing the Ethan 
Allen Gallery — stores where furniture was dis-
played in room settings. By 1967 sales had rock-
eted to $50 million, and in 1969 the company 
went public as Ethan Allen Inc. 

The 1970s marked the beginning of Farooq 
Kathwari’s association with the company. In a 
joint venture, Mr. Kathwari and Ethan Allen Inc. 
formed KEA, a supplier of home accessories. 
Ethan Allen went international, opening a store 
in Yokohama, Japan. Interco, a St. Louis–based 
conglomerate, acquired the company in 1979.

Mr. Kathwari was appointed president of the 
company in 1985, and chairman and CEO in 

1988. He instituted a “one landed cost” 
policy to make Ethan Allen value and 
advertising consistent nationwide, and 
Ethan Allen retailers were encouraged to 
sell Ethan Allen furnishings exclusively. 
Mr. Kathwari led a leveraged buyout and 
took Ethan Allen private again in 1989. 

Throughout the 1990s Ethan Allen rig-
orously reassessed and reinvented itself.

By 1992 only one-eighth of the Ethan 
Allen furniture assortment was Early 
American, and in 1993 Ethan Allen was 
once more a public company. 

Ethan Allen repositioned itself yet 
again in the 2000s, thoroughly projecting 
the attitude of the design professional. 
The company renewed its dedication to 
craftsmanship, quality, and attention to 
detail, and the goal became making 
excellent interior design attainable. 

THE PRODUCT
About 70 percent of the company’s prod-
ucts are made in Ethan Allen’s facil- 
ities in the United States, and Ethan 
Allen is committed to high-quality 
craftsmanship across the product line. 
This level of quality combined with the 
company’s comprehensive interior design ser-
vice translates to value. Clients find tremendous 
value in the Ethan Allen experience, and they 
keep coming back. 

Ethan Allen’s products include nearly every-
thing for the well-designed and distinctive home: 
beautifully rendered furniture and coordinating 
accessories that include mirrors, window treat-
ments, lighting, bedding, artwork, rugs, decora-
tive objects, functional finishing touches, and 
more. The company also makes indoor/outdoor 
furniture and all the necessities for fully deco-
rated outdoor rooms.

A tremendous number of Ethan Allen prod-
ucts can be customized. For upholstered pieces, 
customers can choose from thousands of fabrics, 
a substantial selection of leathers, and myriad 

trims. Wood furniture has finish and hardware 
options. Many pieces are now made specifically 
for the client who orders them. The company con-
tinues its transition to custom-made with the 
addition of custom dining pieces, custom bedcov-
erings, and custom framing or artwork — all 
with Ethan Allen’s outstanding quality and value.

As a world-class design company, Ethan 
Allen offers styles from modern to traditional, 
from international to classic American, and from 
casual to formal; the value of well-made, stylish 
products; and the assistance of a well-trained 
team of talented professionals. 
Design pros are available to help 
clients whether they need one per-
fect piece, a room full of furni-
ture, or a design for the whole 
home. The design team offers 
room planning, advice, and house 
calls — all on the house. 

In 2009 Ethan Allen launched 
ethanallen.com, a state-of-the-art 
combination of personal service 
and technology. Its fresh, modern 

attitude and look engaged and 
inspired a whole new audience, and, 
of course, offered clients the con- 
venience of designing and shop- 
ping online. With the tools in the  
myprojects area, visitors can create 
idea boards, build room plans, and 
organize their design projects. If 
they’re ready to buy, they can contact 
a local design pro online for a design 
review of their cart (or not, it’s 
entirely optional). A quick visual quiz 
lets clients define their styles using 
looks from Ethan Allen’s collections, 
and all the Ethan Allen products are 
cataloged online, ready to be explored 
in depth and in detail. 

RECENT DEVELOPMENTS
Far from resting on its achievements, Ethan Allen 
has found still more ways to reinvent itself. The 
year 2010 saw the introduction of Ethan Allen 
Contract, a division dedicated to the needs of the 
hospitality industry and other commercial enter-
prises, as well as ethanallencontract.com, a web-
site to support it. 
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m  Approximately 70 percent of Ethan Allen’s 
furniture and accessories are made  
in America. 

m  Ethan Allen earned three awards from the 
U.S. Navy in 1945 for its contribution to 
the national effort during World War II. 

m  In 1994 the prime ministers of Israel and 
Jordan each signed a historic peace 
treaty while seated in an Ethan Allen 
Spiderback chair.

THINGS YOU DIDN’T KNOW ABOUT
ETHAN ALLEN

touches, and to embody Ethan Allen’s funda-
mental design philosophy: Classic design. 
Modern perspective. The goal is to help clients 
find their own passion for design and to help 
them enjoy the process.

Ethan Allen values personal service. Teams 
of carefully chosen professionals —some 3,000 
worldwide — offer design expertise, service, and 
advice at no cost to the client. Their help is avail-
able at Ethan Allen Design Centers, and clients 
who shop at ethanallen.com can collaborate with 
a design pro online, if they choose. 

Enjoying a brand recognition of over 90 per-
cent, Ethan Allen has successfully maintained 
its brand equity over the years; at the same  
time, the company is actively expanding its con-
sumer base to a younger — and younger-minded 
— demographic. 

HISTORY
In 1932 in New York City, Theodore Baumritter 
and Nathan Ancell opened a wholesale business 
that specialized in trellises, garden swings, and 
— believe it or not — plaster gnomes. The part-
ners went on to buy their first furniture factory, in 
Beecher Falls, Vermont; a 28-piece line of Early 
American–style wooden furniture soon followed. 
It was called Ethan Allen, after the Revolutionary 
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