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1Target a 
perfect 
audience

Edible readers are 
champions of local artisans 
and businesses. They want to 
dig deep, understanding the 
unique aspects of the region’s 
food and beverages.

2Your 
message 
gets seen

Our readers devour each 
issue cover-to-cover and your 
message isn’t lost in a sea of 
ads. In fact, our readers view 
these story pages as part of 
the magazine’s content.

3Your 
message 
gets seen 

many times
Readers tell us they never 
throw away an issue, which 
also means they see your 
marketing message again 
and again.

4 Benefit 
from our 
reputation

Our readers know we produce 
a high quality, award-winning 
publication. No other 
magazine devotes editorial 
content exclusively to local 
food and beverage culture. 

5Get 
regional 
coverage

We offer you a cost-effective 
strategy for targeted regional 
awareness — from Louisville 
to the Bluegrass and 
Southern Indiana.

6Get 
national 
reach

Edible reasers travel here from 
across the nation. With Edibles 
published in 100 citiies, those 
out-of-town visitors look to 
the local Edible publication as 
a trusted guide—both online 
and in print—to purveyors 
they want to support. 

7Extend 
your own 
support 

of “going local”
We are 100% locally owned 
and operated. Our advertisers 
are almost exclusively local 
businesses and our readers 
are your neighbors. The fact 
is, we are all in this together. 

Be part of our community!
Print stats:
Edible Louisville 
and the Bluegrass 
will print and 
distribute 15,000 
copies of this 
special issue.

Reader stats:
Each copy of the 
magazine is shared 
with an average 
of 3.5 people 
(that means our 
advertisers reach 
over 50,000 
readers).* 

Digital stats: 
Appx. 55,000 
pages views 
of our website, and 
appx. 30,000 
pages views 
last year of our 
digital magazine 
(which could 
include your story). 

Social media 
followers: 
We can promote 
you to our 
12,500+ followers 
on Facebook, 
Twitter, 
Instagram, 
Pinterest and in 
our e-Newletter.

Liquor Store Bar Restaurant

* Based on a national Edible Communities readers survey. 

Story Section 
Value Proposition
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Edible Readers’  
Spirits Consumption
Edible readers enjoy their spirits.  
They are 2-3x more likely than the readers  
of other food & culinary magazines to drink  
bourbon/scotch whisky and white goods.
(Base: Personally drank either at  
home or away from home. Ages 21+) % Index

Bourbon/Scotch Whiskey 25% 307

 Bourbon 21% 349

White Goods 53% 215

 Vodka 35% 243

 Gin 18% 405

 Tequila 24% 246

Edible Readers’  
Beer & Wine Consumption
Edible readers are outstanding customers  
for wine and locally crafted beer and ales.
(Base: Personally drank in the last seven days,  
either at home or away from home. Ages 21+) % Index

Domestic/Imported beer/ale 46% na

 Locally brewed beer/ale 36% na

 Imported beer/ale 21% na

Domestic/Imported Wine 56% na

 Locally produced wine 29% na

  Edible readers are more than 
3x as likely to “typically 
drink wine with dinner” 46% 319

Food attitudes
Edible readers live the “food life.” Whether 
cooking at home or eating out, they are 
knowledgeable and experiential consumers 
with a focus on local food and beverage.

69% When I find a food product I 
like, I typically recommend it to 
people I know

64% I rely on Edible to find local food 
and beverage options in the 
places I visit.  

30%  Spent 11 plus nights in hotel 
in last 12 months.

 

What readers 
like best  
about Edible

89% That it’s local

67% Photos/
Illustrations/
Design (the look)

65% Recipes

28% Advertising

Edible readers value the advertising 
information they see in the magazine and 
website… and take action as a result of it. In 
the 12 months:

29% Bought/ordered an advertiser’s 
product or service

40% Used Ad Directory as a shopping guide

35% Visited an advertiser’s website

16% Used advertising for travel planning

46% Visited a specific store or location

60% Discussed article or referred someone 
to it

48% Prepared one or more recipes

Edible Communities/Edible Media  
engaged Gfk MRI to conduct an online  
study of its readers. The purpose of the study was to provide a reader profile of Edible, including engagement 
with the publication, purchasing behaviors and attitudes, and demographic characteristics.

Comparisons expressed as an index are based on a competitive set defined as readers of any of the following titles: Bon Appetit, Cooking Light, 
Eating Well, Food & Wine, Food Network Magazine and Martha Stewart Living.

Our readers spend an average of 59.4 minutes looking at each issue.

The average Edible reader is a 48-year-old  
who regularly drinks beer, wine or spirits,  
eats out at least  once a week ,  and  
purchases artisanal food & beverages, 
and pre fers  lo ca l ly  ow ned  shops .

Edible  
Readers
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When someone tells you that the 
food for their café is prepared in 

a closet, it is hard not to be skeptical. 
When you see the beautiful stacks of 
mouthwatering scones and muffins atop a 
display case of sensual salads and savory 
delights, it is even harder to imagine. Just 
one taste of a blood orange scone dotted 
with goat milk caramel, and you know it 
can’t be true. 

A small space, sure, but a closet?
Melinda Hardin, owner of Harvest 

Coffee & Café in Shelbyville and ever 
the gracious hostess, offers a quick tour as 
proof. Sure enough: a closet with nothing 
more than some refrigerator space, a 
boom box and a residential-type stove 
that has seen better days and more work-

ing burners. There’s also Bill Walters, 
chef-in-residence of the closet kitchen 
and the mastermind, along with his wife, 
Christy, behind the delicious farm-to-
fork fare at Harvest Coffee & Café. 

Melinda is quick to sing the praises of 
her culinary team and the quality of food 
they have been able to wrangle out of 
such a meager galley. 

“They just cook up such amazing 
magic in there,” she says, and the tales of 
valor that follow are as shocking as the 

kitchen itself. Bill once cooked steaks 
for 40 people at one of the restaurant’s 
monthly farm-to-fork dinners … with 
only two functional burners on the stove. 

“It’s quite the upgrade from cooking 
on a Coleman stove,” he quips. After 
all, he fine-tuned his culinary skills 
cooking for Grateful Dead fans outside 
of shows, an experience that gave him 
a black belt in overcoming challenging 
circumstances. 

Then there was the time that they 
plated four courses for a 40-person 
dinner, even though the business only 
owned 42 plates. “Don’t drop the plates,” 
Melinda kept telling her staff, as they 
tossed them back and forth — serving, 
washing, replating and serving again. 

“I’m not one of those people who say, 
‘That can’t be done.’ I’m one of those peo-
ple who say, ‘How can that be done?” 

This mantra of “How can we make 
this happen?” and a blind faith in real 
food and real community is what propels 
Melinda and her team to keep moving 
forward as they establish this new busi-
ness, just over a year old. The passion and 
dedication they display is the kind that 
you have to see to believe. 

They care deeply about the quality of 
their food, about supporting local farmers 
and about educating the community 
about healthy living. Their desire to go 
“all in” is what leads them to taking such 
drastic measures as cooking in a closet 
and forging ahead even when business is 
lean, as in a winter with record cold and 
plenty of snowfall. 

So how did they get here — a for-
mer pharmaceutical sales rep with a 

Harvest  
Heart 

Café does good while doing good business

By Jamie Aramini | Photos by Kendra Lynne Photography

Melinda Hardin, along with her husband 
Ben, opened Harvest Coffee & Café in 
Shelbyville in November 2013. 

“I’m not one of those 
people who say, ‘That can’t be 
done.’ I’m one of those people 
who say, ‘How can that be 
done?”
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Chef Bill Walters 
and his wife Christy 
run the kitchen.
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Testimonials

I love the articles, the photos, the 
recipes, the featured farmers and 
restaurants, the articles, the upcoming 
events, the truly local businesses 
and even all the ads that I typically 
ignore in all other magazines. …

— Cindy Youngblood,  
Prospect, KY

edible Communities
2011 James Beard Foundation  

Publication of the Year

I looked over the past issues, 
and I do want them all. I think 
your magazine is amazing! 
And it encompasses 95% of 
all of my favorite things.

— Jen Wren

I spent an hour with the March/
April issue this morning and had 
to send an email to THANK YOU 
for providing such great 
information in a gorgeous format. 
… I picked this issue up for free 
while dining out — and greatly 
appreciate that your advertisers 
can make the magazine available 
for their patrons at no charge.

 — Christine Long,  
Shelbyville, KY

edible louisville® & the bluegrass
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R
aised by “hippies” on 50 acres in Asheville, 

NC, Decca chef Annie Pettry had what you 

might call an alternative lifestyle. Five families 

lived on the land, where, for a time, her family 

lived in a teepee. “We ate a lot of tofu and tem-

peh and nutritional yeast,” she recalls. The family 

grew mushrooms and a garden; there was a trout 

pond for fishing. 

And both parents loved to cook. “Mom was 

experimental and global,” Annie says, who would 

make a full Indian dinner with even the chutneys 

made from scratch. “With my dad it was more 

like play.” Little wonder that her first work in 

Asheville was in restaurants.

But when she moved to San Francisco as a 

young adult it wasn’t to become a chef, it was in 

search of a certain lifestyle. She was a free spirit, 

her friends were skateboarders. “I went there to 

leave my hometown. I wanted to live in a city but 

also be in nature.” Because restaurants were in her 

background, she thought a restaurant job would 

be easy to come by.

It wasn’t. She discovered a professionalism 

among restaurant workers in San Francisco that 

she hadn’t experienced at home, and they weren’t 

desperate for someone who just wanted a job. So 

she found work for a large company that provided 

valet parking for venues all over the city, includ-

ing “half the restaurants in San Francisco,” says 

Annie.
Parking cars at The Meetinghouse, she was 

smitten. “I loved it. And I really want a job there,” 

she says. “It’s the first time I realized a restaurant 

was a magical place.” After parking cars there sev-

eral times, she became familiar with the staff, and 

finally was hired mainly to be the pastry chef ’s 

assistant. But she also worked the front of the 

house. “It was the first place I worked where the 

whole restaurant worked as a team,” she says, “the 

first place where hospitality was flawless.” 

After a three-year pastry stint — during which 

she helped prepare a dessert of phyllo, choco-

late cake and raspberry jam for Julia Child’s 

90th birthday party — The Meetinghouse was 

sold and Annie “took a break,” moving to Lake 

Tahoe where she “fell in love with snowboarding,” 

a lifestyle she supported by the work she knew 

best: bartending, restaurant cooking and waiting 

tables. In an attempt to “do something with [her] 

life,” Annie went to massage therapy school.

She hated massage, knew she couldn’t snow-

board forever and kept wondering what she 

should do with her life when it dawned on her 

that “I love cooking. I’ve always loved cooking,” 

she said. “I had been look for so long and it was 

right under my nose.” She took out a loan, moved 

to New York and attended the French Culinary 

Institute (now International Culinary Center). 

While there she worked at Quality Meats, build-

ing seafood towers and shucking oysters, then as a 

line cook for fish, where she learned to “organize 

[her] thoughts, organize [her] pans” and to hold 

her spoon like a pencil. 

Back in San Francisco with a culinary degree 

and more than 10 years of experience doing nearly 

Winding Path

Led to Decca
Chef Annie Pettry puts lifetim

e of adventures to work

By Sarah Fritschner | Photos by Andrew Hyslop

Accolades  

and awards

 » Restaurant 

Hospitality: 15 to 

Watch in 2015

 » FOOD & WINE: 

People’s Best New 

Chef nominee (2014)

 » StarChefs.com: 

Rising Star award 

(2014)

 » Rathbun’s Watch 

List (2014)

 » Women Chefs 

and Restaurateurs: 

Women Who Inspire 

nominee (2014)

 » Cochon 555: Princess 

of Pork (2013)

 » Eater: Louisville 

Chef of the Year 

(2013)
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Dry ’em, sauce ’em,  can ’em while we got ’em

W e are so lucky to live in an area that allows 
a wide variety of apples. Fresh local apples 

have been in our farmers’ markets since July, 

and they are still easily available. Sweet or tart, 

whichever way you like them, you can put them so 

many uses. 
Consider “putting up” your seasonal apples by 

drying them. An electric dehydrator can be pur-

chased for around $30, and you’ll find tons of uses 

for one. I use mine for so many things — tomatoes, 

figs, apples and pears being the most often dried 

foods — and I also know a lot of people who make 

jerky at home and it’s delicious. Dried apple slices 

keep for ages, stretching the season through 

winter.
Fresh apples add a great sweet/sour freshness 

to dressing, and dressing is perfect ways to use 

those odds and ends of bread of all kinds — in fact, 

I find the bigger the mix of bread types, the more 

I like it. If a piece or two of bread gets stale before 

you finish the loaf, put them in your freezer and 

before you know it you’ve got the basis for quite 

the batch of dressing. If the bread has very tough 

crust, trim it off as it may never soften. Other-

wise, leave the crust on.For whatever you are making throughout the 

year, keep dressing in mind. If you cook onions, 

celery and carrots, fix a little extra, collect the 

extra in a freezer container, and then when 

Thanksgiving rolls around you’re practically 

already finished making the dressing.Tomese Buthod is a Master Gardener who grows food 

in two locations and cooks in her Highlands kitchen. 

Food WasteSpecial 
Issue
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StretchApple SeasonYear-RoundBy Tomese Buthod | Photos by E.S. Bruhmann

Apple-Sausage Dressing
This can be halved easily for a 
smaller group. Leftovers can 
be frozen. It can be prepared in 
advance and refrigerated for a 
day or two. Let come to room 
temperature before baking. Make the stuffing vege-tarian by adding a pound of mushrooms, sautéed, to replace 

the sausage.
1 pound bulk breakfast or Italian sausage (hot or mild, 

as you prefer)13 to 14 cups (1-inch) cubes stale bread (I like a mix of 
cornbread, wheat and French 
bread pieces (tough crusts trimmed.)2  tablespoons butter2  cups finely chopped peeled 

tart apple 1  cup minced celery¾ cup minced onion¾ cup minced carrot¾ cup minced fresh parsley¼ cup packed fresh sage leaves 
or 1 tablespoon dried1  tablespoon fresh thyme or 1½ 

teaspoons dried1  teaspoon coarse saltFreshly ground pepper2  eggs
3  to 4 cups brothp Preheat oven to 300°F. Spread bread cubes on 2 large baking sheets. Bake until brown and dry, stirring 
frequently, 20 to 30 minutes. 
Let cool. Transfer to large mixing bowl. p Break up the sausage, and cook in a wide, heavy skillet 

until cooked through, breaking it up as you do. Remove sausage with slotted 
spoon and add to bread cubes 
in bowl. Add enough butter 
to the pan to make about 3 tablespoons fat altogether. Add apple and vegetables to 

pan. Cook until they begin to soften, 5 to 7 minutes, stirring occasionally. Stir in 
parsley and cook 2 to 3 more 
minutes. Add mixture to 

bread and toss gently. Blend in 
sage, thyme, salt and pepper 
to taste. Beat eggs with 3 cups water and add to bread 

mixture, stirring to evenly moisten the bread. Add extra 
broth if the dressing seems dry to you. Taste and adjust 

seasoning.
p Butter a large baking dish (at 

least 9- by 13-inch). Spoon the 
mixture into the dish and bake 
at 325° for about an hour. If it 

seems to be getting too brown 
too quickly, cover with foil for 
second half of baking time. p Stuffing vs. dressing: I don’t 

recommend stuffing into the 
turkey, as heating requirements 
for the interior of the bird will 
overcook the meat. But cooked 
separately it is delicious served 
with turkey, chicken or pork. p Dressing additions: chopped 

up figs, diced fennel, prunes, 

nuts, cubes of roasted butternut squash or sweet potato, wild rice or just about 
any other grain are all great 
additions — if you have little 
amounts of leftovers of these, 
add them to your freezer container with the cooked onion, carrot, celery mixture. 

You can whip up dressing pretty darn quickly if you’ve 
got these already on hand.

edible louisville® & the bluegrass
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Story Page Rates with no contract normal/special rate

Full page story (with 2 to 4 photos1)     $ 2,500 / $ 800   

Half page story (with 1 to 2 photos1)   $ 1,600 / $ 500   

or

Free Story Page with signed 3x or 6x contract
Receive a free full page story (with 2 to 4 photos1)  
when you sign a 3x or 6x contract for a 1∕3, ½, or full page ad series.    FREE   

Receive a free half page story (with 1 to 2 photos1)  
when you sign a 6x contract for a ¼, 1∕6, 1∕8  page ad.   FREE   

1 Advertiser provides photos; see information about photo formats and resolution.

Business information
Contact name

Business or Organization

Address

City State Zip

phone email

website

Questions? 
Contact your Edible Louisville & the Bluegrass Region representative. Or email info@ediblemagazine.com.

Edible Advertising Representative

phone email

Want to be 
included? Here’s 
what to do.

1}Let us  
 know by 
October 31

Fill out the attached form and mail it to 
us. (P.O. Box 4820, Louisville, KY, 40204).
Or simply send an email to us at  
info@ediblelouisville.com. Put  
“Sign me up” in the subject line.  
We’ll need your name and phone 
number, along with your story size. 

2}Send your  
 content 
See “How to submit 

information for a Story Page.” 

3} Approve  
the proof of 
your story

You will be sent a pdf proof of your story 
via email. We ask that you respond with 
your approval. If we don’t hear back from 
you within three (3) working days after 
emailing the proof, we will assume that 
your content is to your satisfaction.

4} Submit your 
payment
All payments must be 

received by January 15, 2018.

Special Section Story Pages 
Rates and Information 
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Architectural Salvage
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Bob Hancock and Kit Garrett opened 
Blue Dog Bakery & Café over 
17 years ago with a goal of o� ering 
authentic artisan breads and baked goods 
of the highest quality. Today their son 
Todd serves as head baker, while Andy 
Wolf and his talented team create the 
pastries. Under their direction, o� erings 
now include a wide variety of house-
made croissants, macarons, Danish, and 
Todd’s impressive miche. 

Over the past eight years, Bob and 
Kit’s interests have expanded to pig 
farming. Frustrated by the sporadic 
quality and availability of local pork, they 
decided to farrow and raise their own 
heritage hogs. While their pork currently 
� nds expression all over Blue Dog’s 
menu, early 2016 will see the arrival of 
Red Hog, Louisville’s � rst local craft 
butcher shop. Located just a few blocks 
from Blue Dog in Crescent Hill, Red 
Hog will provide a source for local, 
responsibly raised meat, available as fresh 
cuts, cooked or cured. � e adjoining café 
will feature an ever-changing menu that 
truly utilizes animals nose to tail.

Blue Dog Bakery & Café

2868 Frankfort Avenue
Louisville, KY 40206
502-899-9800
www.bluedogbakeryandcafe.com

Red Hog

2622 Frankfort Avenue
Louisville, KY 40206

www.RedHogArtisanMeat.com

Blue
Dog
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Architectural Salvage

618 East Broadway
Louisville, Kentucky 40202
502-589-0670
info@architecturalsalvage.com

Monday – Friday 9am to 5pm
Saturdays 10am to 3:30pm

Architectural Salvage began 
their quest in saving the past for the 
future by creating a business that has 

grown to over 24,000 square feet under roof and � ve architectural 
salvage yards. Since 1985 designers, builders, collectors and curious 
creatives have made us a “natural resource” in their treasure hunt for 
the unique, the unusual and the hard-to-� nd architectural antiques. 
With thousands of items in stock Architectural Salvage o� ers an 
unprecedented assortment of antique and reproduction mahogany 
entryways, antique furniture, leaded glass, hardware, lighting, 
mantels, columns, fencing, garden décor and more. 

Located at 618 East 
Broadway in downtown 
Louisville, we constantly 
are changing our inventory 
providing you with an 
unique and lasting shopping 
adventure.

Architectural Salvage 

“We advertise in Edible Louisville & the Bluegrass as another way to help maintain 
and promote local businesses. Over the years, Lotsa Pasta has been blessed with 
the encouragement and support from our very loyal customers. I strongly feel 
that Louisville is to be applauded for the continuous “support local business” 
movement.  We are “Kentucky Proud” and the Edible Louisville is a part of 
promoting this.”

} Vicki Hale,   Lotsa Pasta

“ My husband Stan and I advertise 
in Edible Louisville & the Bluegrass 
because we share a common bond 
with the ideals contained in every 
issue; community, sustainability, 
and the love of great food made 
from locally sourced ingredients. 
We have found that the typical 
Edible reader is already one of 
our regular customers or soon 
will be.”

} Trish and Stan 
Lounsbury,   Celebrations

“ Edible Louisville is an ideal adver-
tising partner for Bernheim. A 
publication that showcases the 
importance of the local food 
economy and environmental 
stewardship attracts a readership 
who also value places like Bern-
heim.  The team is wonderful to 
work with and the magazine’s 
editorial content marries up 
perfectly with our mission to 
connect people with nature. Thanks for 
the partnership, Edible. Eat local!”

} Mark Wourms,   Bernheim Arboretum and Research Forest

“We love advertising in Edible Louisville 
because they are committed to supporting local 
farmers and businesses, promoting a healthy 
lifestyle and building a sustainable food 
community. These are values we hold dear.” 

} Kimmye Bohannon & 
Elizabeth Beal,    

The Weekly Juicery

“ It’s all about buying local!”
} Martha Neal Cooke 

& Diane Stege,   eyedia

Why do we 
advertise?

LOUISVILLE® & THE BLUEGRASS
edible

To  b e  i n c l u d e d ,  
c o n T a c T  o u r  a d v e r T i s i n g  r e p r e s e n T a T i v e s

L o u i s v i l l e : 
Julia Clements,  
502-744-6980 
juliaclements123@att.net

b l u e g r a s s : 
Norma Taylor,  
859-619-2774 
nftaylor@sellstrategies.com

or e m a i l : info@ediblelouisville.com

www.ediblelouisville.com

Hidden away in Lexington’s oldest boutique hotel, Distilled 
at Gratz Park Inn’s owner/Chef Mark Wombles is inspired 
by southern roots and local ingredients. He has forged partner-
ships with local farmers and the menu is dotted with regionally 
recognizable names like Weisenberger, Stone Cross and Benton. 
Incorporating Kentucky twists into dishes, he goes very local with 
his honey — the bees live on the hotel roof.

Menus change to reflect the local available ingredients around 
which the restaurant is built, and while including local favorites 
like fried chicken and country ham, the offerings will please the 
most sophisticated palates.  

A snug and sophisticated bar offers over 50 of the best bourbons 
the Bluegrass has to offer, a varied list of beers including local craft 
and an excellent wine list.

Distilled | Gratz Park Inn

120 West 2nd St, Lexington, KY  40507
distilledatgratzparkinn.com
859-255-0002
distilledatgratzpark@gmail.com

edible louisville & the bluegrass  |  special story pages  |  media kit
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In September 2016, Bob Hancock and Kit Garrett 
who opened Blue Dog Bakery in Louisville’s Cres-
cent Hill neighborhood 18 years ago,  opened the 
doors of a new endeavor — Red Hog, Louisville’s 
� rst whole animal butcher shop. Located just a 
few blocks from Blue Dog on Frankfort Avenue, 
Red Hog provides a source for local, responsibly 
raised meat, available as fresh cuts, cooked or cured. 
Expect to � nd a rotating selection of artisanal 
cheeses, Blue Dog bread, prepared foods, items o  ̈ 
the rotisserie, and a limited array of complementary 
grocery items, like pickles, olive oil, mustards, vine-
gars and relishes. 

Built around the love of cooking with live 
� re, Red Hog’s exposed kitchen is focused on a 
woodburning pizza oven and large wood� red grill 
and hearth. Guests can expect to � nd a constantly 
changing menu of charcuterie, cheese, sausages, piz-
zas, sandwiches, barbecue, soups and stews, grilled 
meats and vegetables, and anything else imaginable. 
ª e full bar features classic and specialty cocktails, 
food friendly wine, and a variety of bottled, canned 
and draft beer.

While the seating inside is cozy, Red Hog’s 
outdoor courtyard o  ̈ers additional seating. When 
the weather is nice, the garage doors open to create a 
delightful indoor/outdoor experience.

Red Hog Local Craft Butcher

2622 Frankfort Ave. 
Louisville, KY 40206
502-384-0795

hello@redhogartisanmeat.com
RedHogArtisanmeat.com. 

Hours:  Tuesday–Friday 11am–7pm 
Saturday 9am–4pm

Bourbon Balls, Cream Candy, Blue 
Mondays — since 1921 Ruth Hunt 
Candies has been locally owned and 
operated and making traditional KY 
treats that we all love.  Started by Ruth 
Hunt in her home kitchen and now 
owned by Larry Kezele of Lexington, 
Ruth Hunt is delighted to be a major 
provider of KY candies and the choc-
olatier for Woodford Reserve, making 
Bourbon Balls, Bourbon Caramels, 
Mint Juleps, Chocolate Bourbon Sea 
Salt Caramels, and Bourbon Butter 
Crunch; sold here at home and shipped 
worldwide. 

You can � nd all of Ruth Hunt’s sweet 
treats at the Lexington Store on Walton 
Avenue, or the factory store in Mt. 
Sterling, KY.  With a wide variety of 
candy, gifts, cards, specially selected KY 
food and handcrafted products, and KY 
cookbooks, Ruth Hunt can help with 
a gift for any occasion.  A full service 
USPS on premises makes shipping easy.  
Please visit our conveniently located 
Lexington store on Walton Avenue, or 
our factory store in Mt. Sterling, KY.

Ruth Hunt Candies

213 Walton Avenue
Lexington, KY  40502
859-268-1559

info@ruthhuntcandy.com
www.ruthhuntcandy.com 

550 N. Maysville Road (Factory Store)
Mt. Sterling, KY  40353
800-927-0302



What you 
need to 
provide for 
full-page or 
half-page 
stories 
You provide the basics,  
we provide the design.

1. Basic information: 
Your business name, 
address, and phone 
number; website, email 
address, business hours 
recommended, but 
optional.

2. Good quality, high 
resolution photos  
(one or two for half page; 
two to four for full page) 
for use in the layout. 

3. Your story about  
your business:  
Full page =  
125 to 175 words.  
Half page =  
100 to 150 words. 
Remember, more  
words means less room 
for your photos.

4. Your logo in color (ideally 
a vector version; if it is 
an image file it should to 
be @500 pixels wide).

5. Send files attached in an 
email addressed to  
info@ediblelouisville.com; 
put “Local Story content” 
in the subject line.  
Make sure photos are 
sent as “actual size,” 
rather than “large” or 
“medium.”   

How to submit information for a Story page

How do I know  
if my images are 
“big” enough?
Dividing the image’s pixel 
dimensions by 300 will tell 
you the maximum size the 
image can be used in print. 
For example, an image that 
has a resolution of 450 x 
300 may look great on your 
website, but can only be used 
1.5 inches wide by 1 inch high 
in print.

Note: When you email photos, 
make sure you email “actual 
size” so we get the largest 
resolution you have. 

Balancing word  
count & picture size
In the full page example,  
the story has 130 words.  
That leaves room for showing 
off your photos!

In the half page example, 
the story has 175 words. 
You get to tell more of your 
story through words, but 
photos will be smaller.

media kit  |  special story pages  |  edible louisville & the bluegrass
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Ad rates 6x 3x 1x

Full page $1,950 $2,250 $2,500

1/2 page $1,250 $1,400 $1,600

1/3 page $800 $900 $1,000

1/4 page $650 $725 $800

1/6 page $425 $500 $575

1/8 page $350 $400 $450

1/9 page (edible shops/pantry) $225 $225 $250

Preferred positions 6x 3x 1x

Outside Back Cover $2,550 $2,750 $3,000

Inside Front Cover $2,350 $2,550 $2,750

Inside Back Cover $2,250 $2,450 $2,650

Page One $2,150 $2,350 $2,550

Listings

Directory $175 per 25 – 40 word listing

Dining Guide $175 per 40 word listing

Issues Feb/Mar Apr/May Jun/Jul Aug/Sep Oct/Nov Dec/Jan

Pub Dates Feb 5 Apr 5 Jun 5 Aug 5 Oct 5 Dec 5

Ad Deadlines Jan 15 Mar 15 May 15 Jul 15 Sep 15 Nov 15

• Advertising rates are net.

• Guaranteed positioning is available for an extra 15% on cost.

• Acceptable file formats — Files must be in one of the following formats: TIFF, PDF, or EPS. All 
files must be flattened and converted to CMYK with no spot colors.

• Unacceptable file formats — Files in Microsoft Word, PowerPoint, or any other word 
processing program are unacceptable. Resolution must be at least 300 dpi.

• Ad preparation specifications and tips will be made provided to advertisers with 
a signed contract.

• Ad design services are available.  
Initial design and one-round change:  
 Free with signed multi-issue contract.  
Single issue and additional changes:  
 $80 an hour, billed in 15-minute increments.

• Advertisements are subject to the approval of the publisher. 
Edible Louisville and the Bluegrass reserves the right to reject 
or omit any advertisement at any time for any reason. 

• Advertisers assume responsibility and complete liability  
for all content in their ad. Edible Louisville and the Bluegrass 
is limited in its liability for errors not to exceed the value/cost 
of the space occupied by the error. Contracts not completed 
within a contract year, or any other breach, will be subject to 
a short rate.

media kit  |  edible louisville & the bluegrass

1/2 page  
horizontal
width: 7.5" (45 picas)

height: 4.9167" (29p6)

1/3 page  
square

width: 4.9444" (29p8)

height: 4.9167" (29p6)

Full page

no bleed
width: 7.5" (45 picas)

height: 10" (60 picas) 

with bleed
width to trim: 8.375" (50p3)

height to trim: 10.875" (65p3)

width including bleed: 8.625" (51p9)

height including bleed: 11.125" (66p9 picas)

 

2/3 page  
vertical

width: 4.9444" (29p8)

height: 10" (60 picas)

1/3 page  
vertical

width:  
2.3889" (14p4)

height:  
10" (60 picas)

1/8 page  
horizontal

width: 3.6627" (22 picas)

height: 2.375" (14p3 picas)

1/4 page  
square/
vertical

width: 3.6627" (22 picas)

height: 4.9167" (29p6 picas)

1/2 page  
vertical

width: 3.6627" (22 picas)

height: 10" (60 picas)

1/2 page  
island

width: 4.9444" (29p8)

height: 7.4583" (44p9 picas)

1/6 page  
horizontal
width: 4.9444" (29p8)

height: 2.375" (14p3 picas)

1/6 page  
vertical

width:  
2.3889" (14p4)

height:  
4.9167" (29p6)

1/9 page 
Shops & Pantry

width:  
2.3889" (14p4)

height:  
3" (18 picas)

2018 Advertising Rates


