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Mission

OUR READERS INCLUDE

Tennessee Farm Bureau
members comprised of rural
residents, suburbanites and
city dwellers seeking
information to enhance their
way of living. Through this
quarterly magazine, you can
harness the buying power of
our diverse readership in
lucrative markets such as food,
travel, agriculture, home and
garden, and local lifestyle.
Tennessee Home & Farm strives
to connect all consumers with
the food they eat and the
Tennessee farmers who grow it.
Reach a desirable market of
active consumers through the
beautiful pages of this awardwinning publication.

OUR READERS’ INTERESTS ARE PROPELLED BY:
•

Food & Recipes

•

Travel & Events

•

Home & Garden

•

Farms &
Agritourism

•

Tennessee Living

Advertise your brand to the living rooms, kitchens,
fields, gardens, computers and smartphones of more
than 650,000 Tennessee residents.
“I consistently look forward
to receiving Tennessee Home
& Farm magazine. Your
magazine brings home to
us, and I cannot thank you
enough!”

“We have been Farm Bureau
members for many years.
I read your magazine from
cover to cover, love the stories
of all the people and places,
as well as the recipes.
Many thanks.”

“I just want to compliment you
on your beautiful publication.
I always look forward to it. I
have lived on a farm since I
was 17, and my twin sons are
still farming. There is nothing
like seeing your labor of love
grow to benefit the world.”

Audience Profile

Tennessee Farm Bureau Membership
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More than

90%
of Tennessee Farm
Bureau members
are homeowners

46%

670,000

58%
are married

Tennessee Farm Bureau family members receive the
Tennessee Home & Farm print magazine four times a year.
With pass-along readership, the publication reaches

55%
45%

1.3 million people.
12%

have attended
college

The audience is a
mix of male and
female readers

33%

48%

have an annual
household income of
$50,000-$100,000

are ages 25-54

The website receives

7%
14%

15%

Age
Breakdown
17%
18%
25-34

55-64

35-44

65-74

45-54

75+

20,000
visits per month.

The fastest-growing
segment of Tennessee
Farm Bureau members
live in the affluent
suburbs of Tennessee’s
major cities.

Print, Digital and Online

You

Can Can

ENJOY FARM-FRESH VEGGIES YEAR ROUND WITH THE ART OF CANNING

Home&Farm
TENNES SEE

IF YOU THOUGHT THE PRACTICE OF CANNING

garden vegetables, meats and fruit-filled jams stopped with your
grandmother’s generation, think again. While it’s true that the
know-how behind the art of canning is largely tucked away in the
minds of older generations, a number of young people have taken
an interest in home canning in recent years. They want to know
where their food comes from – and how it gets from field to can.
“Through the years, home canning
became less popular as fresh foods
became more available year round and
more women found employment outside
the home,” says Janie Burney, a professor
in UT’s Department of Family and
Consumer Sciences in Knoxville. “In
recent years, with increased interest
in food additives, antibiotics, pesticides,
biotechnology and environmentally
sustainable ways to produce food, there
has been a resurgence of home canning.”
In fact, she notes, in 2016, Tennessee
Extension agents and volunteers made
almost 3 million contacts with
consumers regarding canning through
news articles, educational exhibits,
radio programs and other media.

A BRIEF HISTORY OF CANNING
Canning has been in practice in the
United States since the mid-1800s, a
breakthrough in food preservation that
spread to America after Frenchman
Nicolas Appert observed that food
cooked inside a jar would not spoil –
unless the seals leaked. He developed
a process of sterilizing and sealing food
in airtight glass jars, and by the turn of

the century, canning was a common
household practice in America.
“Home canning ensured the
availability of food year round and
reduced food waste,” Burney explains.
“Canning clubs were among the earliest
means of teaching canning and were
first known as tomato clubs.”
In 1910, Virginia Moore became the
first Tennessee Extension agent to work
with women and girls to develop
canning clubs and improve the lives
of rural women through education.
“Girls were provided a small amount
of land to grow tomatoes that were
preserved using the latest techniques,”
Burney says. “Boys had corn clubs, but
tomatoes were seen as more suitable for
girls since they were grown in home
gardens, and canning could be done
in the kitchen.”
Many young women sold their homecanned goods and used the money for
college or family expenses. Their success
led to the canning of many other foods
besides tomatoes, including vegetables,
fruits, jams and pickles. Canning quickly
became a household necessity, especially
for rural families.

Today, it can be a challenge to find
a home canner who still practices the
fairly lost art, but they do exist.
Patti Dial of Franklin began canning
green beans, tomatoes and pickles from
her garden in 1977, and she continues
to can today.
“In 1976, my husband and I visited
his grandmother’s farm in Illinois, and
I went in her cellar where she had shelves
of canned green beans, pickles and grape
juice. I was fascinated,” Dial recalls.
“It was a real working farm. She served
her pickles at every meal.”
Dial received the Farm Journal’s
Freezing & Canning Cookbook as
a wedding gift, and used it to teach
herself how to can.
“I still use that book 40 years later,”
she says with a chuckle. “Canning isn’t
rocket science, so I knew I could figure
it out. I’ve come a long way since then.”
Burney advises using newer canning
literature as the science has evolved,
and some USDA recommendations were
revised as recently as 2009. See our
sidebar for her resource suggestions
on how to get started.
Dial has canned lots of foods over the
years, from pumpkin to pepper relishes
to jellies. But in her family, she’s most
famous for her canned green beans.
“I have three children who are all
in their 30s, and they all love the green
beans. My grandchildren call them
‘Grandma’s green beans,’ ” she says.
“Whenever my friends and relatives

Smokies

RISING

Reasons to return to the
Great Smoky Mountains

New Kids
on the Farm
Why more farmers are
welcoming the public

How Do I Start?

Story by Jessica Mozo
Photography by Michael D. Tedesco
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PUBLISHED FOR MEMBERS
OF THE TENNESSEE FARM BUREAU

A DISAPPEARING TRADITION

Make Yourself at Home

Ready to try your hand at home canning? Janie Burney, a professor in the University of Tennessee
Extension’s Department of Family and Consumer Sciences in Knoxville, offers a few ideas on how
to begin – including what not to do.
“We don’t recommend going to the internet and just picking a recipe to follow,” Burney says.
The Extension uses tested processes, and Burney recommends the National Center for Home
Food Preservation website: nchfp.uga.edu.
Extension agents in family and consumer sciences also offer canning demonstrations and workshops
across Tennessee. Extension agents can also check dial-gauge pressure canners for accuracy at no cost
to consumers. The UT Institute of Agriculture even offers a program called Canning College, a series
of hands-on classes where you can learn the process of canning using both a water-bath canner and
a pressure canner. A fee is charged to cover the expense of jars and foods. To learn more, contact
your local county Extension office. Find your local agent at extension.tennessee.edu.

tnfarmbureau.org

How this family business made log-home

tnhomeandfarm.com

living a reality for many Tennesseans
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Print Magazine

Digital Magazine

Tennessee Home & Farm
connects members of the
Tennessee Farm Bureau
Federation – the largest in the
nation – to Tennessee’s rural
lifestyle, gardening tips,
travel, events, farm-fresh
recipes and more.

Viewable on both Apple and
Android devices, the digital
version is perfect for readers
on the go, with the same
high-quality content as the
print version. Share with
anyone, anywhere.

15%
29%
18%

Content
Breakdown
18%

20%

Website and
Content Marketing
Reach an audience of engaged
online readers seeking articles,
photo galleries, videos and other
content through our website,
monthly emails and other
social campaigns.

FAST FACTS

Travel & Events

Tennessee Home & Farm
reaches MORE TENNESSEE
HOUSEHOLDS than
Southern Living.

Tennessee Living
Home & Garden
Food & Recipes
Farms & Agritourism

Most of our readers read EVERY
PRINT ISSUE distributed to them.
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Readers spend more than
48 MINUTES reading each issue.
83% OF READERS support an
advertiser, share an article, visit a
destination, or use a product as a
result of reading the publication.
69% pass their issues along to at
least one other person.

Print Ad Specs

Two-Page Spread
*Bleed: 15.75”w x 10.75”h
Trimmed to: 15.5”w x 10.5”h
Live area: 15”w x 10”h
(.25” gutter on each side)

FULL-PAGE
BLEED

Full Page
*Bleed: 8”w x 10.75”h
Trimmed to: 7.75”w x 10.5”h
Live area: 7.25”w x 10”h

2/3
VERTICAL
BLEED
FEATURE JUMP

Feature Jump
*Bleed: 15.75”w x 5.25”h
Trimmed to: 15.5”w x 5.125”h (doesn’t trim on top)
Live area: 15”w x 4.875”h (.25” gutter on each side)

2/3 Vertical Bleed
Bleed: 5.1875”w x 10.75”h
Trimmed to: 4.9375”w x 10.5”h
Live area: 4.1875”w x 9.75”h

BACK
COVER

1/2
HORIZONTAL

Back Cover
*Bleed: 8”w x 8.125”h
Trimmed to: 7.75”w x 8”h
Live area: 7.25”w x 7.75”h
(doesn’t trim on top)
Special size to accommodate
mailing address and indicia.

1/3 VERTICAL

TWO-PAGE SPREAD

1/3 Vertical
2.125”w x 9.5”h
1/6 Vertical
2.125”w x 4.5”h

1/2 Horizontal
6.75”w x 4.5”h

1/3
HORIZONTAL

1/6
VERTICAL

1/3 Horizontal
4.4375”w x 4.5”h
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Only a full-page ad guarantees exclusivity on the page.
*Set your document up to the bleed size, keeping all images/text in live area.

#1 ... 20x30x10
#2 .... 30x40x12 .......... $6,650
#3 .... 40x60x14 ......... $11,000
........ $16,800
3864 Sum
mert

Delivery and

#4 .... 40x60x14
#5 .... 40x96x14 ........ $10,200
#6 .... 60x120x1 ........ $15,500
4 ...... $33,500

tax extra.
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Website Display Ad Specs

Online Display Options
SIZES AND PLACEMENT:
Super Leaderboard (970x90)
Tablet Leaderboard (728x90)
Mobile Leaderboard (320x50)

Top Medium Rectangle (300x250)
Bottom Medium Rectangle (300x250)

Three Creatives Required ( for premium visibility on all devices)

Website Section Sponsorship

Digital Magazine Sponsorship

Exclusive branding in one of the following categories:

(Not Pictured) Exclusive branding for all digital magazines
past and present

• Agriculture
• TN Living
• Home & Garden
• Travel
• Food

SIZES AND PLACEMENT:
• Super Leaderboard (970x90)
• Bottom Floating Banner (970x90)

SIZES AND PLACEMENT:
Super Leaderboard for desktop (970x90),
tablet (728x90) and mobile (320x50)
Top Medium Rectangle (300x250)
Bottom Medium Rectangle (300x250)

• Tablet Leaderboard (728x90)
• Mobile Leaderboard (320x50)
Four Creatives Required

E-Newsletter Sponsorship
Sent out monthly, one available per issue
SIZES AND PLACEMENT:
• Super Leaderboard (970x90)

For more info: email ads@jnlcom.com
or visit the Ad Resource Center at: farmflavormedia.com/ads

Submission Guidelines

Supplied Files Policy
• The publisher is not responsible for enhancing advertisers’ digital
files or resizing to match the ad space purchased.
• If any additional work is necessary or if files deviate from the size
or specifications on this form, the files will be rejected and must
be resubmitted. Please proof your ad carefully before submission.
Resubmitted files will be subject to a $50 processing fee.
• Any extra charges incurred by the publisher due to problems
with supplied files will be billed to the advertiser with a detailed
explanation of the problem.

Proofing Policy
• We do not provide a proof for ads submitted digitally. It is
understood that the files are set up as the advertiser intended, were
approved prior to submission and will output as supplied.
• Please supply a color proof for content reference.

FTP
http://www.jnlcom.com/ftp
Username: ads
Password: client
• Upload files and complete the contact information form.
Once files are uploaded, a message indicating a successful transfer
will be posted. Detailed FTP instructions are available from your
sales rep.

Email
• Compress your files into a single compressed, self-extracting file.
We can only accept file sizes less than 10 MB.
• Include business name, magazine name and ad size in your email
message.
• Email to ads@jnlcom.com.

• SWOP preferred.

Disks

• Please note: The quality of materials is the responsibility 		
of the supplier.

• We accept Mac-formatted CDs/DVDs. Please email 			
all PC-formatted files.

Submitted Print Ads

• We hold supplied disks until publication. If you would like your disk
returned, submit a self-addressed stamped envelope. Allow 6 to 8
weeks after publication for a returned disk.

• Submit as a high-resolution PDF (PDF/X-1a).

Rich Media/Animated Web
Ad Specifications
• Required Files: All ad units must be submitted in HTML 5 or
Animated GIF formats. No Flash allowed.
• Size Requirements: No larger than 150K
• Max Length: 15 sec max length
• Max Rotation: 3 rotations max
• 3rd Party Click Tracking: May include click tracking 1x1 pixel or
code embedded in HTML5 script

Static Web Ads
• Required Files: All ad units must be submitted in
JPEG or PNG formats.
• Size Requirements: No larger than 50K
• 3rd Party Click Tracking: May include click tracking 1x1 pixel
• Linking URL must be provided.
** Please note: All ads should be high impact with a strong call-toaction. The publisher reserves the right to ask for resubmission if
creatives do not fit these requirements.
3rd Party click trackers/controlling measurements are allowed.
Please notify your sales contact if you intend to use a 3rd party
click tracker so we can properly integrate the tracking mechanism
and ensure proper delivery of your campaign.

** Please note: The accuracy and quality of materials is the
responsibility of the supplier. Please proofread your ad before
submission.**
VISIT AD RESOURCE CENTER AT FARMFLAVORMEDIA.COM/ADS FOR MORE INFO

2019 Publishing Calendar

CLOSING DATE AND
AD MATERIALS DUE

IN HOMES

SPRING 2019

• Travel: Tennessee Music Pathways
• Made in TN: Art & Garden Decor
• Farm Focus: Veterans
• Recipe: Fiesta Menu

12/7/2018

3/1/2019

SUMMER 2019

• Travel: Adventure Tourism
• Made in TN: Boats & Kayaks
• Farm Focus: Helping the Hungry
• Recipes: Burger Bar

3/1/2019

6/1/2019

FALL 2019

• Travel: Tennessee History
• Made in TN: Fall Crafts
• Farm Focus: Apples
• Recipes: Cranberries

5/31/2019

9/1/2019

WINTER 2019-20

• Travel: Civil Rights Trail
• Made in TN: Local Gift Ideas
• Photo Contest Winners
• Recipes: Resolution Recipes

8/30/2019

12/1/2019

ISSUE

EDITORIAL HIGHLIGHTS*

*Editorial subject to change.

FARM FLAVOR
MEDIA

725 Cool Springs Blvd., Suite 400
Franklin, TN 37067
(615) 771-0080
Toll-free: (800) 333-8842
Fax: (615) 296-0461
farmflavormedia.com
Robin Robertson
rrobertson@farmflavormedia.com
(615) 895-9567

