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ADVERTISE YOUR 
BRAND TO THE 
LIVING ROOMS, 

KITCHENS, 
FIELDS, GARDENS, 
COMPUTERS AND 

SMARTPHONES OF 
MORE THAN 250,000 
INDIANA RESIDENTS.

O  ur readers include Indiana 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. My Indiana Home strives to connect all consumers with the food they eat 
and the Indiana farmers who grow it. Reach a desirable market of active consumers 
through the beautiful pages of this statewide publication.

“We are happy to be featured in such a quality publication.”

“Keep up the good publication of My Indiana Home. It truly is refreshing to 
read about farm life and small businesses, and also try new recipes.” �

“After finding your magazine this year from a friend, it makes me want to sign up for 
Farm Bureau insurance just to get the magazine! Thanks for putting together such a 
high-quality magazine that reflects Indiana’s agricultural, hard-working heritage.”

Food & Recipes | Travel & Events | Home & Garden | Farms & Agritourism | Indiana Living

Our readers’ interests are propelled by:

MISSION
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INDIANA FARM BUREAU MEMBERSHIP
Who Gets the Magazine?
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15,877

northwest

28,898

north  
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250,000 
households throughout the state 

receive the magazine.

Three in five readers pass their issues along to at least one other 
person, greatly expanding the publication’s reach. Age Breakdown

22%

52%

26%

65+

25-34

35-64

73,000 

177,000
Farmer members

Urban, suburban and rural readers who are Farm Bureau  
members through their insurance

More than 

Two-thirds (66%) of readers support an 
advertiser, discuss the magazine with others, 

visit a destination, make a recipe or use a 
product as a result of reading the publication.

Three in four 
save their copies 
for reference.

AUDIENCE PROFILE

Nearly all 
recipients 
(93%) 
have read 
or looked 
through  
all four of 
the last four 
issues.

Membership by Region



Fast Facts: Print
Half of readers feel My Indiana Home 
strengthens their connection to Indiana Farm 
Bureau.

60% of readers pass issues along  
to others.
Source: Readership Survey 2018

Fast Facts: Online
150K pageviews per year and growing

20% increase in traffic year-over-year

Organic search drives 70% of traffic

60% of web visitors are female

Online audience is evenly distributed across 
ages 25-64
Based on 2018 traffic

PRINT, DIGITAL AND ONLINE

Each earn utmost care at Schoettmer family farm

Story by Joanie Stiers | Photography by Michael D. Tedesco

Keith Schoettmer and his wife, Darla, run 
Schoettmer Prime Pork in Tipton County.

E
very Friday morning, employees at the 
Schoettmer family farm kick off their boots 
and step inside Darla Schoettmer’s farmhouse 
kitchen to enjoy a hot breakfast. Sometimes, 

her favorite farm-fresh sausage makes the menu.
From the Schoettmer family’s home to their 13 pig 

barns, genuine care marks every aspect of Darla and 
husband Keith’s farm, Schoettmer Prime Pork in Tipton 
County. The couple and their seven full-time employees 
raise nearly 23,000 pigs annually from birth to market 

weight with the utmost respect for the pigs, the people 
and the environment. 

It takes only a brief encounter with Keith Schoettmer 
to realize that he deserved the recognition when he won 
the first-ever America’s Pig Farmer of the Year award in 
2015. The honor, sponsored by several leading pork 
organizations, recognizes farmers who excel at raising 
pigs under the “We Care” ethical principles and connect 
with today’s consumers about pork production.

A joint effort of the Pork Checkoff through the 

Pigs, People and 
ENVIRONMENT
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Print Magazine
My Indiana Home connects members 
of the Indiana Farm Bureau to 
Indiana’s rural lifestyle, gardening tips, 
travel, events, farm-fresh recipes  
and more.

Digital Magazine
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.

Website
Reach an audience of engaged online 
readers seeking interesting stories, 
photo galleries, videos, and a digital 
magazine centered around Indiana and 
a uniquely Hoosier lifestyle.
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Keith Schoettmer works with employee J.L Wamphere at Schoettmer 

Prime Pork. Employees on the farm are treated like family. 

National Pork Board and National Pork Producers 
Council, the We Care initiative includes principles to 
produce safe food, protect and promote animal well-
being, safeguard natural resources, and protect public 
health. Farmers pledge to uphold the principles and are 

held accountable. “Every farm applies the We Care principles, and we’re 
proud of that as an industry,” says Keith, who started 
farming 30 years ago. “They’re not just principles. They are 

what we live by on the farm. The ones that strike us, of 
course, are animal care, environment and our responsibility 

to the people. We firmly believe this is a people business.”PEOPLE FOR PIGSThe person – more than the resume – must meet 
Keith’s criteria for a job at their family farm. 

“We are more interested in the person than their 
abilities when we hire,” Keith says. “Our philosophy is all 

about people. The pigs are the vehicle this farm survives 

with, but it’s the people who make a difference.”
Keith says he can train a new hire how to raise pigs, as 

long as the person is passionate, well-rounded and 
demonstrates care for the animals. The grandkids visit to 

learn about hard work, animal care, machinery and 
interaction among people. And it remains a long-standing 

policy that any employee’s kids can work on the farm for 

the summer. The practice further promotes the farm’s 
family atmosphere and helps instill the work ethic that the 

Schoettmers’ own four kids gained from their farm 
upbringing.

Darla even washes all the employees’ work clothes for 

farm biosecurity and as an added employee perk. 
Through it all, the family strives to exceed the 
expectations for worker environment, one of six 
components of the We Care ethical principles.

Pork Picks

FARM FACTS 

Check out interesting facts about Indiana’s pork 
industry below and how farmers are working toward 
sustainability:

INDIANA RANKS 5TH IN THE NATION IN HOG PRODUCTION.

Hogs are the No. 1 consumer of soybean meal in 
Indiana, consuming 500,000 tons in 2011.

Sources: nass.usda.gov, indianasoybean.com, indianapork.com

AS OF DEC. 1, 2016,  INDIANA HAD AN INVENTORY OF4.1 MILLIONHOGS.

INDIANA’S HOG  FARMERS CONTRIBUTE MORE THAN$3 BILLIONTO THE ECONOMY EACH YEAR.

Compared with 50 years ago, farmers are 
using 41 percent less water and 78 percent less land to produce pork. 

less water

41%
less land

78%

“Consumers begin to doubt when they hear stories, 
and they get questions in their mind,” Keith says. “The 

best thing that we can do as farmers is to show them what 

we are really doing and be as transparent as possible.”ENVIRONMENT IS A PRIORITYFriends, relatives, fellow churchgoers and even 
strangers have visited the Schoettmer farm for hog roasts, 

various pork dinners and farm tours. And after hundreds 

of tours, Keith receives a consistent response: “Wow, I 
didn’t realize how clean it would be.”New technology and new ways of caring for the animals 

and the environment make pig farms much different than 

his grandfather’s generation, Keith says. For example, the 

farm washes and sanitizes barn spaces between uses for 
biosecurity reasons. They also store manure in highly 
regulated and secured waste containment systems.  

The farm applies the manure, a natural fertilizer, at 
appropriate agronomic rates on a neighboring farmer’s 

fields. The manure provides necessary nutrients for the 

corn crop, which the Schoettmers then buy to feed the 
pigs. And the life cycle continues.“We feel we have a God-given responsibility to take 

care of the environment that has been entrusted to us,” 

Keith says. “That means every day we are conscience of 

the impact we have on the environment to preserve it for 

future generations.”

“What the consumer expects out of us is a safe, 
wholesome product. We take that responsibility 
seriously on our farm and as an industry.”

– Keith Schoettmer, Indiana pig farmer

12 Indiana Farm Bureau
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Only a full-page ad guarantees 
exclusivity on the page.

BACK 
COVER

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.

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

FULL-PAGE
BLEED

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) 

TWO-PAGE SPREAD

1/2 HORIZONTAL
6.75”w x 4.5”h

1/2 
HORIZONTAL

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

2/3 
VERTICAL 

BLEED

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) 

FEATURE JUMP 1/
3 

VE
RT

IC
AL

1/
6 

VE
RT

IC
AL

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

1/3 
HORIZONTAL

1/3 HORIZONTAL
4.4375”w x 4.5”h

1/2 
VERTICAL

1/2 VERTICAL
4.4375”w x 6.5”h

1/6 
HORIZONTAL

1/6 HORIZONTAL
4.4375”w x 2.1875”h

PRINT AD SPECS

*Set your document up to the bleed size, 
keeping all images/test in live area.



Online Display Ad Placement

Website Section Sponsorship
Exclusive branding in one of the following categories: 
• Farms 
• My Indiana 
• Food 
• Travel 
• Home & Garden
 
Sizes and Placement:  

   Super Leaderboard for desktop (970x90),  
      tablet (728x90) and mobile (320x50)

 Top Medium Rectangle (300x250)

 Bottom Medium Rectangle (300x250)

Digital Magazine Sponsorship
(Not pictured) 
Exclusive branding for all digital magazines past and present
 
Sizes and Placement: 

•    Super Leaderboard (970x90)

•  Bottom Floating Banner (970x90)

•  Tablet Leaderboard (728x90)

•  Mobile Leaderboard (320x50) 
 Four Creatives Required

WEBSITE DISPLAY AD SPECS

Sizes and Placement:
 Super Leaderboard (970x90) 

 Tablet Leaderboard (728x90) 
 Mobile Leaderboard (320x50) 

 Top Medium Rectangle (300x250)

 Bottom Medium Rectangle (300x250)
Three Creatives Required

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

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.

Proofing 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.

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@farmflavormedia.com.

Disks
 We accept Mac-formatted CDs/DVDs. Please email all  

PC-formatted files.

 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.

Submitted Print Ads
 Submit as a high-resolution PDF (PDF/X-1a).

Rich Media/Animated Online  
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

** Please note: The accuracy and quality of materials is the 
responsibility of the supplier. Please proofread your ad 
before submission.**

SUBMISSION GUIDELINES

Static Online 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-to-action. 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.**
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2019 EDITORIAL CALENDAR

ISSUE EDITORIAL HIGHLIGHTS*

CLOSING DATE AND 
ADVERTISING  

MATERIALS DUE IN HOMES

SPRING 2019

• Agriculture: Nurseries and Greenhouse
• Hobbies: Pete Dye Golf Trail
• Travel: South Bend/Mishawaka
• Food: Spring Recipes

Dec. 7, 2018 March 1, 2019

SUMMER 2019

• Agriculture: Historic Farm Parks
• Hobbies: INFB Centennial
• Travel: Jay County
• Food: Frozen Treats

March 1, 2019 June 3, 2019

FALL 2019

• Agriculture: Fall Agritourism Destinations
• Hobbies: Indiana Caves
• Travel: Autumn Adventure
• Food: Fall Flavors

May 31, 2019 Sept. 3, 2019

WINTER 2019-20

• Agriculture: Wheat Farms
• Hobbies: Indiana Artisans
• Travel: Winter in Indiana Dunes Country
• Food: Holiday Recipes

Aug. 30, 2019 Dec. 2, 2019

*Editorial content is subject to change.

FARM FLAVOR
MEDIA

my

725 Cool Springs Blvd., Suite 400
Franklin, TN 37067 
(615) 771-0080, Toll-free: (800) 333-8842 
Fax: (615) 296-0461

Robin Robertson
rrobertson@farmflavormedia.com
(615) 545-2259


