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We Are More Relevant Than Ever
MRI reports that 94% of our readers trust advertisements
in our publications more than ads in other publications
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• Today, each participating cooperative maintains a
customized edition just for its members providing
local co-op news and community events.
• It’s no surprise that readers are so dedicated to
reading their own monthly magazine.
• Our readers are the owners – the readers
cooperatively own the publications. They have a
vested interest in their success and a direct influence
on the editorial content.
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1. CAMI LUSK

Clay Electric Co-operative

2. TYLER BRANDT
Corn Belt Energy
Corporation

Back to
the basics
Helpful tips for
new gardeners

realize this
was the year we had a surge in cultivating new gardeners and nature
enthusiasts.
While most people who read
gardening articles look for new tips
and interesting information, there
are brand new gardeners who can
do without technical jargon and
nuanced garden issues. So, let’s go
back to the basics. Here are a few
tips to be a successful new gardener.

L O O K I N G BAC K , W E M AY

Start small
Transforming your entire back
yard into vegetables and flowers
may be the goal, but it can be overwhelming once weeds germinate
and plants get thirsty. Start with
some outdoor pots, a corner garden
or add to your existing landscaping.

Weed early and often

OUTDOORS

Twist of Lyme
CO-OPS

October is National
Co-op Month
FINEST COOKING

Stacks and syrup

+

YOUR LOCAL
CO-OP NEWS

Kelly Allsup is a horticulture
educator with the University
of Illinois Extension serving
Livingston, McLean and
Woodford counties. She is
a Master Gardener, Master
Naturalist and has a passion
for ecological gardening.
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Before you plant, know how to
attack weedy invaders. Weeds will
compete with your plants, leaving
them less productive. Each gardener
has a favorite tool, but all ages will
appreciate a shuffle hoe or Dutch
garden hoe, which allows you to
uproot small weed seedlings without bending over. A weeding knife
gets deep in the soil to the roots of
larger weeds. If weeds get too big,
mow or whack before they flower
and seed.

Check your garden daily
Be diligent and pay attention to
the plants. Have fun watching them
grow and caring for them. Know
that watering in the summer is
• WWW.ICL.COOP

more intense as the plants are bigger and the temperatures are higher.

Be persistent
Don’t give up if they don’t grow
well or fail to give you the produce
you hoped for. Sometimes plants
fail and sometimes they surprise
you. Many factors can be out of
your immediate control – not the
right plant for the location, not
the best soil or best weather, not
enough water or too much of it.
Most gardeners with lush gardens
won’t tell you how many plants
they had to kill to get the impressive show. Start with easy-to-grow
vegetables like eggplant, tomatoes,
potatoes, leafy greens and herbs,
or annuals (continuous blooms all
summer) like dragon wing begonias, zinnias, sweet alyssum or
marigolds.

Track the rain
Most plants require an inch of
rain a week and prefer two inches
in hot, dry weather. Long, slow,
deep waterings are the best for
preventing heat stress, preferably
in the morning when water loss
from evaporation is less. Water at
the driplines of trees and shrubs,
not at their trunk. Water slowly so
there is no run-off, and the water
slowly permeates into the soil with
the goal of wetting the ground to a
depth of 8 to 12 inches. Basically,
use the shower setting, not the jet
setting, on your hose head and the
water will absorb slowly.

Plant native Illinois plants
Most native plants are adapted
to our soils and our environment
and will thrive with little effort on
your part. They are key in contributing to wildlife like butterflies and
birds. Visit gardenillinois.com/
native-plants.

Seek advice and ask questions
Adopt the new perennial theory
with Roy Diblik, author of “The
Known Maintenance Garden.”
Diblik encourages tested plant
combinations that interact with
each other in self-sustaining communities that enable them to live
well with minimal input. These
plant communities eventually knit
together forgoing weed issues. Roy
also questions tilling, mulching,
adding compost, and gives great
tips on managing weeds and watering in the first three years of the
perennial bed.
Contact your local Extension
office for resources. Most offices
have horticulture specialists and
master gardeners that are committed to helping you solve any of your
gardening woes. Look for gardening Facebook groups in your area.
Many of these groups will answer
your questions in minutes and a
consensus will be made.
Be creative
and add
your own
artistic flare.

3. MAGGIE APPELGREN
Rock Energy Cooperative

4. ANDREA PROFITT

SouthEastern Illinois Electric
Cooperative

5. TONI NIEBRUGGE
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Norris Electric Cooperative

6. LAUREN WILLIAMS
Jo-Carroll Energy

UPCOMING THEMES
November – Clouds
December – Red
January – Barns
February – Horses

5

SUBMIT A PHOTO
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Online: icl.coop/snapshots
Email: cbradford@aiec.coop
Mail: Illinois Country Living
Attn: Colten Bradford
PO Box 3787
Springfield IL 62708
Rules: Please include high-quality
digital files or an original we can
scan. When submitting, include
details about the photo, artist’s name
and the co-op name. If you would
like us to return your work, include
a self-addressed, stamped envelope.
We are not responsible for photos
lost in the mail. We retain reprint and
online rights.

Visit icl.coop/snapshots for full
terms and conditions.
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Our Editorial Connects

Food

DECEMBER 2020

PrairieTABLE

Cinnamon roll pumpkin mousse cups

And the

winner
is...

Iced
By Valerie Cheatham
JODI ALLEN CAN PROBABLY credit

her grandfather with her love of baking.
Beginning in her preteen years, he would find recipes and ask her to bake
them. And so it began.
Iced, in downtown Shelbyville, is owned by Jodi and husband Rick,
Shelby Electric Cooperative members. It is Jodi’s love of baking that
prompted Rick to suggest they purchase the decrepit Main Street storefront
and turn it into a bakery.
Previous owners had plastered walls, installed a drop ceiling and carpeted
the floors. To the Allen’s delight, under that dingy carpet laid beautiful
hardwood floors, plaster masked rustic brick walls and ceiling tiles hid the
original tin paneled ceiling.
“It was a total gut job,” Jodi says. “We purchased the building in October
and opened in June.” During the renovation, Jodi studied for her food service
license and learned all she could about setting up a commercial kitchen. Her
degree in accounting helps with the business end of things.
A self-admitted perfectionist, Jodi says she wants everything to have a
certain look and taste and has had to adjust to everyone not always having the
same work ethic. “I was brought up to work hard and not stand around,” she
explains. “I keep busy and have a little bit of a hard time letting go.”
She arrives early every morning to start cooking and baking. Jodi and
daughter Kearah do most of the baking and they recently added another baker.
Iced is known for its daily cheesecake specials. Some of the unexpected
flavors have turned out to be the most in demand. “Our cinnamon roll
cheesecake is probably our most popular,” says Jodi. “But, sometimes the
weirder the better – like our maple bacon cheesecake.”
Varieties include candy bar, apple cider, s’mores and even cotton candy – a
summertime favorite. Jodi explains it is topped with cotton candy mousse that
is swirled in shades of pink, blue and purple and tastes just like its namesake.
The bakery case has a rotating variety of delectable goods including cupcakes,
decorated sugar cookies, Rice Krispies Treats, pie, cake, toaster pastries and more.
On the last day of September, the case contained cran-apple pie, cinnamon
roll pumpkin mousse cups, pumpkin spice donuts, candy corn Rice Krispies

BARN R AISING

A dinner theater
revival
FINEST COOKING

One and done
G R E AT O U T D O O R S

The elusive morel

+

CO-OP
NEWS
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Pumpkin spice donuts

Almond salted caramel cupcakes

Cran-apple pie

Treats, pumpkin shaped sugar cookies and
vanilla, chocolate and salted caramel cupcakes.
Iced also takes requests.
During the year, flavors change to suit the
season. “During spring and summer, we do
more fruity flavors, but in the fall we switch to
pumpkin, caramel apple and the spices people
love,” she explains. “At Christmas, we get into
peppermint, but our favorite time is Valentine’s
Day. It is our busiest two days of the year.”
What is so special about Valentine’s? Iced
fills its case and takes orders for chocolate
dipped strawberries and a variety of red,
chocolate and/or heart-shaped grab-and-go
desserts like red velvet cupcakes, chocolate
Ding Dongs, heart-shaped chocolate-covered
cookie dough and cake balls. The New Yorkstyle or chocolate cheesecake for two topped
with a dipped strawberry is a favorite. Iced does
three weeks of business in those two days.
However, it is known for more than just
sweet stuff. It also serves lunch including
paninis, salads and a daily special – all made
from scratch.
The spinach artichoke and loaded chicken
bacon ranch paninis are their most popular
lunch items. The spinach artichoke is made
on ciabatta bread with a garlic spread, spinach,
artichoke hearts and mozzarella. The chicken
bacon ranch includes chicken, bacon, tomato,
spinach, ranch and pepper jack cheese.
Salads are also popular, especially the
seasonal strawberry salad with strawberries,
apples, oranges, bacon and pecans with a
mango vinaigrette. You can also order a half
and half with your choice of a panini, salad or
homemade soup.
Homemade chicken and noodles with
authentic mashed potatoes and freshly baked
bread is a popular lunch special. Other days
you can find items such as chicken lasagna with
garlic bread, bacon wrapped meatloaf, pork
roast or cheesy chicken enchiladas, to name
just a few.
To wash it all down, Iced has a variety of
hot or iced coffee or tea drinks, chai, flavored
lemonades and fruit smoothies. During fall,
apple cider slushies are popular.
Information on items in the bakery
case, lunch specials and soup of the day
can be found on the Iced Facebook page. If
something sounds good, don’t delay, it’s not
unusual for the bakery case and lunch specials
to sell out early.
NOVEMBER 2020

LET’S EAT!
ICED
118 East Main St.
Shelbyville, IL 62565
217-774-2247
Facebook.com/icedshelbyville
HOURS

Tuesday-Friday
10 a.m. to 5:30 p.m.
Saturday
10 a.m. to 2 p.m.
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Meet the current Burger King staff. That’s owner Ernie Drummond second from the
left. He works with his staff to instill the restaurant’s original quality and carry on
the tradition at this hometown favorite.

Our Editorial Connects

Illinois
Business

JANUARY 2020

By Valerie Cheatham
R OAS T I N G C O F F E E B E A N S I S an art. From first
crack to the seconds beyond, roasters work to
release the flavors and nuances of each variety of
bean. They listen for that initial sound, similar to
popcorn popping, and cue into the aroma, keeping a close watch on temperature and air flow. All
to produce the roasts, from light to dark and in
between, that coffee lovers have come to expect.
These small-batch roasteries deliver some of
the freshest coffee available. They source their
high-quality beans from farmers in Guatemala,
Colombia and Indonesia, which have the perfect altitude, climate and sun to produce the
best beans available. The beans are purchased
in micro lots that arrive in 150-pound bags, not
dump truck-sized lots like the big chain coffee
shops.
These small craft businesses have popped up
across the state, giving us the morning boost we
crave and painting a bright future for local areas
and beyond.

Just

brew it

Cold Blooded Coffee and Roastery
Every morning, TJ Cowan of Carterville,
an engineer by trade, found himself sitting in a
drive-thru at his local coffee shop for his daily
dose of caffeine. His curiosity got him thinking about what makes a cup of coffee good or
bad; after trying cold brew, his questioning mind
kicked into high gear. What is cold brew? Is it
cold coffee? Why is it even a thing?
As it turns out, cold brew is a very different
product. In April 2017, TJ started making it for
himself and his wife Jackie. He became a student

A BRIGHTER TOMORROW

Bringing light to
Guatemala
G R E AT O U T D O O R S

Ice fishing safety
P R A I R I E TA B L E

Sandwiches,
coffee and
conversation

+

aiec.coop
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of the process, talked to friends who owned coffee shops, learned about the roast and how to
make a balanced cup of coffee. He spent the next
year and a half in the details.
“I gave away a lot of coffee to people who
appreciate a good coffee bean and told them to
be brutally honest.” It was never his plan to start
a business, but as he served it to friends and
word got out, he had a lot of requests for it. One
day he realized he was spending a lot of time
making it.
According to TJ, “I turned to my wife at one
point and said, ‘This is a thing; I didn’t know this
could be a thing!’”
Cold brewing takes time. It is brewed at
ambient (room) temperature for about 18 hours.
The process naturally pulls the sweetness out of
the bean, resulting in a smooth coffee with no
bitterness. “We have literally had probably 200
people tell us they’ve never been able to drink
black coffee until they’ve had our cold brew.”
The heat used in brewing a traditional cup
of coffee is what brings out the bitterness in it,
which many, including TJ, mask with sugar or
creamer. When drinking cold brew, TJ adds
nothing to it.
TJ and Jackie started making cold brew, bottling it in amber growlers, like those in craft
breweries, and asking for feedback. The typical
response was that people were busy, they didn’t
have time to sit in a drive-thru and just wanted to
pour a cup and head out the door. TJ’s response
was, “If that’s what you want, then we can have it
waiting in your fridge when you get up.”
In the past year, the business has taken off,
and now the Cowans find themselves trying to
keep up with demand. Both work full-time jobs,

JANUARY 2020
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Environment

on
the rise in the United States, and
they’re providing a new driving
experience for many Americans.
The benefits are clear from the
expansion of the EV market,
including less air pollution in congested areas, less carbon emissions,
decreased maintenance costs and
less oil consumption.
EV sales have climbed in the
U.S. since they first came onto the
market. In 2011, there were only
around 17,000 EVs sold, compared
to the 361,000 EVs sold in 2018.
Cumulatively since 2011, nearly
1.2 million EVs have been sold, and
that number continues to grow.
Tesla has dominated the EV
market in the U.S., making up
about more than half of the total
EV sales in 2018. The first luxury
EV was manufactured by Tesla,
setting the stage for style and performance. Although Tesla dominates in sales, there are many other
popular models available and the
competitiveness among them is
increasing.

E L E C T R I C V E H I C L E S ( E VS ) A R E

In 2018, Tesla dominated the
EV market in the U.S., making
up about more than half of
the total EV sales.

Maria Kanevsky is a
program manager for the
National Rural Electric
Cooperative Association, the
national trade association
representing more than 900
local electric cooperatives.
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Back in 2011, there were only
two options: the Nissan Leaf EV
and the Chevy Volt Plug-In EV. But
in 2018, there were eight models
that made up 80 percent of total
plug-in EV sales. This includes
many major manufacturers, like
General Motors, Ford, Toyota and
BMW.
One reason the EV market has
been doing so well is that the total
cost of ownership of newer EV
models is becoming much closer to
that of gas-powered vehicles. Since
maintenance costs for EVs are lower
than gas-powered vehicles and the
price to charge an EV is cheaper
than filling a full tank of gas, people
are spending less money on EVs
over the course of the car’s lifetime
than they would on gas-powered
vehicles.
A lot of the growth of this market sector is concentrated in a
few states, mainly in California,
the West Coast (Washington and
Oregon) and the Northeast (New
York, New Jersey, Massachusetts,
Maryland and Pennsylvania).
California leads the way in EV sales,
charging infrastructure and state
policies, which all contribute to the
fact that California makes up about
half of the country’s EV market.

With the growth of EV sales
comes a growing need to charge
those vehicles. There are three
main types of charging levels: Level
1, Level 2 and DC Fast charging.
Level 1 and Level 2 are mainly for
residential charging, while DC Fast
chargers are made for a “gas station”
experience.
For charging outside of the
home, DC Fast chargers can fully
charge an EV in 15 to 45 minutes.
For longer drives and road trips,
these chargers ensure that your car
has enough juice to last the whole
journey. However, DC Fast charging infrastructure is not growing as
quickly as EV sales are, which presents an issue for drivers that do not
live conveniently close to them.
There is a strong expectation
for EV sales to continue to grow as
they have been over the last eight
years. Although the charging infrastructure is not evenly distributed
throughout the country, there will
be a strong need to continue developing it to reach a wider audience.
Many electric cooperatives
are positioned to start developing
charging infrastructure to address
this need. The growth of the EV
market and charging infrastructure
across the U.S. will be the future of
our nation’s roadways.

PHOTO COURTESY OF KEVIN MCIVER
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of monarch
butterflies migrated to their summer
ranges last spring. Now, a single generation
will return to their wintering grounds only
to begin the first leg of the 2020 migration
early next year.
“We call them the super generation,”
says Mara Koenig of the U.S. Fish and
Wildlife Service. “They live for about eight
months, overwintering down in Mexico
and waiting for the right conditions to
return to their U.S. range in the spring.”
According to Koenig, communications
coordinator for USFWS’s monarch
butterfly/pollinators program, the largest
migration of butterflies make a 3,000mile journey to Mexico from states south
of the Great Lakes and east of the Rocky
Mountains. A smaller population migrates
from Arizona and the Pacific Northwest
toward the California coast. The immature
insects spend the next few months
roosting and eating in super colonies
in a phase called diapause, when their
reproductive organs are not mature.

T H R E E TO F O U R G E N E R AT I O N S
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“They develop those organs as they’re
migrating north for the spring,” says
Koenig. “They’ll do their first round of life
cycle around Texas, Oklahoma and the
southern United States and then slowly
move north with each life cycle.”

Milkweed makes the difference
The U.S. Fish and Wildlife Service
estimates there are 128 million monarch
butterflies left in North America, including a
non-migratory population in south Florida.
Support for saving the species has grown
in recent years, spurred by recognition of
pollinator preservation and their symbolic
value to environmental stewardship.
“Everybody can play a part in monarch
butterfly conservation,” says Koenig.
“It takes small, simple actions such as
planting milkweed in a garden or even in
a pot on your balcony, to having a large
swath of landscapes that are conserved for
pollinator habitats.”
While various flowering plants
provide the necessary nectar needed for

nourishment, milkweed is crucial to the
species’ survival because it is the only plant
capable of hosting developing caterpillars.
“The monarch caterpillar requires
the milkweed plant to survive and go
through its life cycle process before it can
then migrate back down to Mexico for
the winter,” says Koenig, adding that “the
plants provide the energy needed to spin
cocoons.”
Butterfly backers are out to change
the image of milkweed, long considered a
nuisance plant, often difficult to control in
landscaping and excluded from windbreak
and right-of-way plantings.
“We want to plant over 1 billion stems
of milkweed throughout the monarch’s
migratory range,” says Patrick Fitzgerald,
senior director of community wildlife at
the National Wildlife Federation. “It would
provide enough habitat for the monarch to
increase its numbers and reproduce.”
That’s spurred efforts to encourage
gardeners to include ornamental milkweed
varieties in landscapes and container

gardens. Several colorful species can be
cultivated and controlled to prevent them
from overrunning garden space.
The National Wildlife Foundation
has also partnered with the U.S. Fish
and Wildlife Service and dozens of
environmental and conservation groups
on the promotion of monarch butterfly
conservation initiatives.
Fitzgerald authored the Mayors’
Monarch Pledge, which serves as a blueprint
for community action, recommending 25
steps groups and individuals can take to
help support butterfly conservation and
other pollinators.
“We encourage people to look at parks
systems, open space, rights of way, schools
and other public and undeveloped areas
where you could possibly plant and manage
areas for monarchs,” says Fitzgerald. “We
have a guide online and we have webinars
to help land managers choose seed mixes
and understand what decisions they can
make that will help the monarchs.

How electric co-ops help
Keeping with the seventh cooperative
principle of Concern for Community,
electric cooperatives, their generation
and transmission providers and their
statewide associations have embraced
monarch conservation.
Vegetation management programs,
designed to help maintain the reliability
of your electricity, have been adapted to
help provide year-round pollinator habitats
and food sources for migratory wildlife,
including butterflies.
Adams Electric Cooperative, Camp
Point, is making deliberate efforts not to
spray or mow right-of-way areas where
they find stands of milkweed and are marking those areas on its GIS system. It is also
considering the possibility of broadcasting

milkweed and other pollinator-friendly
plants to create habitats for monarchs.
Dairyland Power Cooperative, the generation and transmission cooperative for
Jo-Carroll Energy, Elizabeth, is developing
large plots at all of its solar farms to host
monarch butterflies, bees and other pollinators. The habitats include a diverse mix of
milkweed, black-eyed Susans, sunflowers,
cornflowers and other species.
“We also need the other plants that the
adult butterflies can use as a food source.
They need nectar, so we need other types of
plants throughout the range,” says Fitzgerald.
“All those blooming flowers that we see
in the fall are a great source for them to fuel
up,” says Koenig. “Making sure that those
are available throughout the migratory
range ensures they have those reserves to
go down to Mexico and wait out the winter
and enough reserves to start making that
migration back north in the spring.”
Along utility pole lines near roadside
ditches, across expanses of rural rights of way,
and on the grounds of electric substations,
power plants and solar arrays, electric cooperatives are working with community groups to
make open space even more nature friendly.
“The more habitat that’s created, the more
likely there is a possibility for the monarch
butterfly population to recover to a resilient
population,” says Koenig, noting that the
goal is to reverse a decline first identified
more than 20 years ago. “We’re creating habitats for monarch butterflies and for other
pollinators, including grassland songbirds.
Upland game birds and even waterfowl can
benefit from this.”
Officials at the National Wildlife
Foundation agree. They’re particularly
optimistic about the potential of
partnerships with electric co-ops, other
utilities, state and local transportation
departments and railroad operators.

Milkweed is crucial to the monarchs’ survival because it is the
only plant capable of hosting developing caterpillars. Photo
courtesy of Davide Mizejewski, National Wildlife Foundation.

This monarch butterfly is enjoying Dairyland Power
Cooperative’s Genoa Pollinator Garden. Photo courtesy
of Ellie Meyer.

“They manage those strips of land that
we would call wildlife corridors or monarch
corridors,” says Fitzgerald. “When we plant
more milkweed and more native flowers in
these areas, it could make a big difference.”
Dairyland Power Cooperative is developing large plots
at its solar farms to host monarch butterflies, bees and
other pollinators. The habitats include a mix of milkweed,
black-eyed Susans, sunflowers and other species. Photo
courtesy of Dairyland Power.

SEPTEMBER 2019

• ILLINOIS COUNTRY LIVING 29

Our Value Proposition
No other magazine reaches as deeply in this unique, nonurban market.
Our publication connects and engages with our subscribers
in a meaningful way like no other media outlet.
We are directly published by our electric cooperatives and
speak in the same voice as our members.
We have intimate knowledge of our members lives and
promote awareness of their communities with editorial
dedicated to their unique lifestyles including articles on
home, gardening, travel, energy, efficiency, recipes and local
events.
This magazine has been a family tradition for more than 75
years and shares an unprecedented bond of mutual trust and
loyalty with our readers.

Readership Patterns
Eighty-seven percent of Illinois Country Living
magazine subscribers have read 3 or 4 of the past 4 issues.
More than three quarters (78%) have read 4 out of 4 past issues.
Average time spent reading: 42 minutes.
Three out of five (60%) spent 30+ minutes with each issue.
Discussed an article: 63% of audience.
Passed magazine along to friends: 42% of subscribers.
Discussed an advertisement with others: 37% of readership.

Source: Subscriber Study, January 2019, GfK MRI

Responsive Audience
Actions taken in the last 12 months as a result of reading
Illinois Country Living.
Ķ Cut out or used a recipe – 66%
Ķ Product advertisement appeal – 77%
Ķ Used advertisement as reference for purchase – 60%
Ķ Performed home improvements – 65%
Ķ Garden and property maintenance – 55%
Ķ Shared or saved articles – 95%
Ķ Vacation in-state or in neighboring states – 57%
Ķ Travel services purchased – 53%

Source: Subscriber Study, January 2019, GfK MRI

729 x 90

Digital Advertising Rate Card
Net Rates (per month)

300 x 250

Datebook

Description

Pixels

Price

Home Page Medium Rectangle

300 x 250

$250

Home Page Top Leaderboard

729 x 90

$125

Home Page Bottom Leaderboard

729 x 90

$125

» Limited availability for all three home page ad positions.
» Contact our sales representative with
questions about section sponsorships on some of the
most popular pages: yard and garden, recipes and energy
solutions.
» Discounts available for loyal print advertisers.
» Acceptable formats: .gif, .jpg, .png, or .swf

Online Marketplace

E-Newsletter

Contact our sales representative to discuss options on
placing an advertisement on an upcoming newsletter.

Deadlines

Submit all digital ad materials to cheryl@amp.coop five
business days prior to campaign start date.

Credit Requirements

Net Rates (per month)

729 x 90

Submit free events, tourist attractions and adventures
that occur in Illinois. Some events may be placed in the
magazine at the discretion of the publisher. For guaranteed
placement, the rate will be based on full color advertising
display rates.

Package

Images

Title
Characters

Description
Characters

Price

Premier

3

100

900

60

Value

2

100

600

45

Economy

1

100

300

30

Prepayment is required on online Marketplace submissions.
Unless a credit account has been established, all first-time
advertisers must pre-pay for digital and print advertising.

Print Advertising Rate Card – Competitively Priced
Circulation

Mailed within one week before the first
of each month. Rates are based on a delivery
to 191,000+ homes and businesses - with
a monthly readership of over 433,000. The
magazine reaches all 102 counties and is the
largest locally produced monthly magazine
in Illinois.

Closing Dates

Dimensions

Display Advertising Rates*

Size

Columns Width x Height

Full Page

3 x 10

8.125 x 10.75

1/2 Page (H)

3x5

6.833” x 4.875”

1/3 Page (H)

2x5

4.5” x 4.875”

1/3 Page (V)

1 x 10

2.1667” x 9.5”

1/6 Page (H)

2 x 2.5

4.5” x 2.5”

(.125” bleed and trim safe area)

1x

3x

6x

12x

Full Pg.

3,597

3,507

3,418

3,237

1/2 Pg.

2,241

2,185

2,128

2,017

Size

1x

3x

6x

12x

1/3 Pg.

1,678

1,636

1,594

1,510

3 Inch

345

330

315

300

1/6 Pg.

951

927

904

856

2 Inch

230

215

200

185

3 Inch

731

713

694

657

1 Inch

115

110

105

100

2 Inch

592

578

563

533

237

231

219

Space Reservation

Materials Due

1/6 Page (V)

1x5

2.1667” x 4.875”

January

November 25

December 1

3 Inch (H)

3x1

6.833” x 1”

1x3

2.1667” x 3”

1 Inch
244
* No charge for 4/C

Digital File Guidelines

February

December 28

January 4

March

January 28

February 3

2 Inch (H)

2x1

4.5” x 1”

April

February 25

March 1

2 Inch (V)

1x2

2.1667” x 2”

May

March 26

April 2

1 Inch (H)

1x1

2.1667 x 1”

June

April 26

May 3

July

May 25

June 1

August

June 25

July 1

Positioning

Positioning is at the discretion of the
Publisher

September July 26

August 2

October

August 26

September 1

November

September 24

October 1

December

October 25

November 1

Ad Units

Full Page

1/2 Page
Horizontal
(H)

1/3
Page
Horizontal
(H)

1/3
P
a
g
e
(V)

1/6

Page

(V)

1/6 Page
(H)

1 inch

2 inch (H)

3 inch (H)
2 inch
(V)
3 inch
(V)

Classified Print Rates (gross, per month)
* No charge for 4/C

Size

Issue

3 Inch (V)

Marketplace

Below is a list of guidelines to help us
ensure that your advertisement is printed
correctly.
Preferred submission formats: Adobe
PDF, EPS, InDesign, and Illustrator.
• Unacceptable software formats: MS
Publisher, MS Powerpoint, Quark
Express, GIF, JPG or HTML files from
websites.
• Remember to include all printer fonts
and link all images.
• Resolution of images: a resolution of 300
dpi, relative to the size it will be printed.
• Color space: files should be gray scaled or
CMYK only.
• For technical support, sending large files
and to email small files, contact Chris
Reynolds at creynolds@aiec.coop or
217.241.7948.
• A $35/hr fee will be added to materials
requiring rebuilding.

Cancellations

No cancellations after space reservation
deadline.

Terms and Conditions

All advertising is subject to the
approval of the publisher. No tobacco or
political advertising will be accepted. New
Marketplace advertisers are required to pay
upfront until credit is established. Please
visit www.icl.coop and click on the FAQ’s
tab to read more about our terms and
conditions.

Advertorials

Acceptance of advertorials is subject
to the discretion of the publisher or sales
representative. Pricing will be based on the
size of the content of the advertorial and
charged according to full color advertising
display rates.

Discounts

Contact our sales representative to discuss
optional discounts.

Questions

Contact Cheryl Solomon, sales representative, for any questions regarding advertising or for more information about the
terms and conditions at cheryl@amp.coop
or 847.749.4875.

6460 S. 6th St. Frontage Rd. Springfield, IL 62712
(217) 529-5561 | Fax: (217) 529-5810 | www.icl.coop

Advertising Contact
Cheryl Solomon, Sales Representative
(847) 749-4875 | Cheryl@amp.coop

