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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 
your marketing message 
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 readers travel here 
from across the nation. With 
Edibles published in 100 
cities, 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 
prints and 
distributes an 
average of 15,000 
copies six times a 
year.

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 
message). 

Social media 
followers: 
12,500 people  
and growing follow 
us on Facebook, 
Twitter, 
Instagram, 
Pinterest and  
our e-Newletter.

Visitors Center Local Business Local Restaurant

* Based on a national Edible Communities readers survey. 

Value  
Proposition



Edible  
Readers
Edible readers are  
outstanding customers. 

College educated 87%

Mean household income $109,100

Active traveler/ 
own a passport 79%

Average $ spent  
in restaurants  
in the last 6 months $892.70

Spent an average  
of 11 nights in a hotel  
in the last 12 months 30%

Edible Readers’  
Spirits Consumption
Edible readers enjoy their spirits, wine,  
and craft beer. They are 3x more likely than  
the readers of other food & culinary magazines  
to drink bourbon.
(Base: Personally drank either at  
home or away from home. Ages 21+) % Index

Bourbon 21% 349

Vodka 35% 243

Rum  16% 189

Tequila 24% 246

Locally brewed beer/ale 36% 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.  

 

Things readers 
like best about 
Edible

89% That it’s local

67% Photo/Illustration/
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.

Our average reader is a 48-year-old female  
who eats out at least  once a week, 
enjoys spirits, likes to travel,   and  
purchases artisanal food & beverages.

Edible  
Readers
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Report to the visitor’s center to make 

plans for a tour. On the tour you will 

become acquainted with the process of 

making Woodford Reserve, the best-sell-

ing premium bourbon in Kentucky and the 

official bourbon of the Kentucky Derby.

Louisville-based Brown-Forman Corp. 

decided to purchase the distillery in the 

early 1990s (they owned it once before) to 

recreate a bygone era of bourbon-making 

that dates to 1812 when a man named Elijah 

Pepper made bourbon on this site using the 

ready resource of iron-free water from the 

Grassy Springs Branch of Glenn’s Creek, 

which runs beside the almost 200-year-old 

distillery building in use today.

The grain recipe for the bourbon is 72 

percent corn (from nearby Shelby County), 

18 percent rye and 10 percent malted barley. 

The rye provides the spice for the finished 

beverage. The grains are milled and cooked 

with limestone water from five wells on the 

property. (Because of modern farmland 

runoff, the creek is no longer the limestone 

water source.)

Fermenting takes place in traditional 

cypress tanks, not stainless steel vessels, 

and it’s during the fermenting that a 

special yeast strain is added. Tour guide 

Steve Binegar said the yeast formula is well 

guarded, not even shared with the guides. 

Fermenting can take five to seven days. 

This is a small-batch boutique operation 

dedicated to doing things on a small scale 

at a slow pace.

The distilling comes next. It too is a 

complicated process, involving the use of 

three copper pot stills e
specially made for 

Woodford Reserve in Scotland. What 

emerges at the end of the process is a 158 

proof spirit that looks no more like bourbon 

D is t i l l e ry hou r s 

Open Tuesday through Saturday  

9 a.m. to 5 p.m. year-round,  

but closed for major holidays.

Open Sunday 12:30 to 4:30 p.m.,  

April through October only.

Tou r s

Woodford Reserve  

Bourbon Discovery Tour

10 a.m., 11 a.m.,  

1 p.m., 2 p.m. and 3 p.m.  

Tuesday through Saturday year-round.

1 p.m., 2 p.m. and 3 p.m. Sundays,  

April through October only.

Cost: $5 for persons 18 and older.  

Tours for guests under age 18 are free.

Two specialized tours, each costing  

$10 a person, are available on certain 

weekday mornings only and require 

advance reservations. For more  

information visit woodfordreserve.com  

or call 859-879-1922.

L u nc h

Picnic on the Porch,  

reopens March 30. Operates spring 

through fall only.

Tuesday through Saturday,  

11 a.m. to 3 p.m. 

Sundays, 12:30 to 3 p.m.

D i r e c t ions 

f rom L ou isv i l l e

•	 Take	
I-64	to	U

S	60	 

(Frankfort/Versailles exit).

•	 Turn	
south	to

ward	Ve
rsailles.	

Travel 2.6 miles to Route 3360 

(Grassy Springs Road).

•	 Turn	
right	an

d	follow
	this	roa

d	

until it ends.

•	 Turn	
right	on

to	McCracke
n	

Pike. The distillery is on the left.

•	 Trave
l	time	is	abou

t	1	hour	
from	

downtown Louisville.

than a glass of tap water does.

It’s the oak barrels that provide the amber 

color. Woodford Reserve buys its barrels from 

the Bluegrass Cooperage in Louisville. The 

barrels gets “toasted” for about 22 minutes to 

get the sugars in the wood to caramelize—to 

add flavors to the bourbon—and then the 

barrels are set on fire for 20 seconds to char 

them. The char contributes to the color of 

the finished beverage.

The 158 proof product is now diluted to 

110 proof with water, placed in the barrels 

and sent to the barrelhouse to mature. 

Woodford Reserve controls the tem-
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W
hether you feel pressures to provide visitors with a 

first-rate Kentucky experience or simply a need to 

indulge in one yourself, there is perhaps no better 

spring getaway within an hour of Louisville than a trip to the 

Woodford Reserve Distillery near Versailles.

It also is a perfect place to introduce guests to locavore delights.

To get to Woodford Reserve you travel the final miles on Grassy 

Springs Road flanked by scenic horse farms. Acres and acres of 

green, rolling pastureland—classic Bluegrass—is made orderly by 

dark plank fences and handsome barns. The road itself is lined with 

stately trees like the Osage orange. But it is the horses populating 

these farms that will grab most of your attention. Look for them 

on a practice track on your right. The Bluegrass comes alive in the 

spring with the birthing of foals. You’re sure to spot some mares 

with their knobby-kneed babies in the pastures.

Grassy Springs Road dead-ends at McCracken Pike, and when 

you turn right on McCracken the distillery is on the downhill side 

of the road on your left. The grounds are impeccable and adorned 

with flowering plants and shrubs. Depending on the timing of 

your visit and the pace of spring’s unfolding, you may see beds of 

crocuses and tulips in bloom or cascading fountains of forsythia. 

Later in the spring a hedge of lilacs will bloom, filling the air 

with their fragrance, and daylilies will flaunt their sunny colors 

all summer long.

Sit&Sip

Toasted barrels produce toast-worthy travel experience at Woodford Reserve.

By Linda Stahl

Photos by Andrew Hyslop
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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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couple who by all standards have succeeded immensely in creating the best bread in Louisville inevitably confronts “Where do we 
go from here?” Not content to rest on their 
laurels, Bob Hancock and Kit Garrett have 
answered that challenge by creating Red 
Hog Butcher Shop and Café, located just a 
few blocks west of their 18-year success at 
Blue Dog Bakery and Café.The Kentucky-born couple is a unique 

combination of taste and talent. Both 
are well informed and diligent in their 
research, with the grit and vision to raise 
their own hogs and guinea hens while 
reimagining an old-fashioned butcher 
shop and café featuring artisan cured 
meats.

Kit’s the unf lappable, calm, steady 
one. Bob is daring, fiercely stubborn and 
unflinching in his quest for perfection. His 
treatise, engineered by instinct, trial and 
error, is that there are some things in life 
you simply need to know, and one of the 
most important is where the food you eat 
comes from, especially the meat.

The restaurant business came naturally 
to them, though they admit that neither 
cares much about eating. Bob enrolled in 
culinary school in Spokane in the early 
1990s when Kit took a job there as historic 
preservation officer for the city. The couple 

opened Fugazzi, their first restaurant, in 
1993, but within a few years they were 
longing to return home to Kentucky.

Red Hog, at the corner of Frankfort 
and Franck, is no ordinary butcher shop 
and restaurant. A repurposed old gas 
station and garage, the place didn’t open 
until it was good and ready, buffed and 
polished to the couple’s expectations. The 
back of the house boasts a large, walk-in 
Italian-made curing room with hanging 
meats. The cinder-block walls of the café 
are the color of Red Wattle pigs and the 
tables are made of butcher blocks. 

The retail shop features pork the couple 
raise in Oldham County, as well as poul-
try, beef, lamb, bison and additional pork 
sourced from local farmers committed 
to raising their animals to the highest of 
standards. Precisely trimmed quality cuts 
of the meat are sold by weight. Almost 
nothing goes to waste: pigs ears to tail, 
snout to rump, bones to broth. There’s masterfully prepared Red Hog 

andouille, country pâté, Polish sausage, 
Braunschweiger, rotisserie chicken, 
soppressata, mortadella, smoked jowl, 
pancetta and, of course, bacon. Shelves 
are also lined with pickles, cheeses, butter 
and other assorted locally produced and 
Red Hog signature items, including, of 
course, fresh bread from Blue Dog. A 
special sandwich of the day is offered 

around 11:30am and sells out quickly.
On the eat-in food and drink side, open 

only in the evening, the chalkboard menu 
changes daily. Small-plate sandwiches, 
pizzas, cold plates, wine, craft beers and 
signature cocktails are among the regular 
options but on any given day, there are 
tacos, tartare and other delicious offerings.

Staff knowledge runs deep in both 
venues as butchers and servers are cross-
trained. Kit says, “Duncan Paynter did 
much of the comparable study of meat 
markets in other regions and helped us 
design the ultimate meat production facil-
ity. Jay Dennen, who has been pursuing 
pork for years, worked with Duncan to 
assemble our amazing team of knowledge-
able butchers, who not only know how to 
cut meat but enjoy telling customers how 
to cook it for maximum enjoyment; and 
then there is kitchen manager Zack Leezer 
and our Guatemalan team who raise the 
bar on all standards.”Bob and Kit’s credo is “local, sustain-

able and humane.” Essential to them, as 
yeast is to dough, is to raise animals the 
way they exist in nature, to insure they 
are treated as humanely as possible as they 
graze and forage and as they are trans-
ported from the field to the abattoir.

Bob, whose introduction to butchering 
homegrown meat took place as a child at 
his grandfather’s tenant farm in Trigg 

This Little Piggy Went to MarketBlue Dog Bakery couple focus on meats at Red HogBy Lois Mateus | Photos by Andy Hyslop
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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) $200 $200 $200

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.

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)

2017 Advertising Rates



Publishing since 2010… 
Six 
beautiful 
issues 
a year.

Become  
part of 
the Edible 
Community


