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    Our readers are engaged:

•	 84% read at least three out of every four editions

•	 73% report reading every issue!

•	 82% say Ohio Cooperative Living is a “Must Read.”

•	 94% say Ohio Cooperative Living is a name they can always trust.

•	 94% are “Completely Satisfied” with Ohio Cooperative Living.

•	 38: Number of minutes spent reading an average issue.

    They’re on the move: 
•	 41% own three or more vehicles.

•	 75% took a vaction or other personal trip lasting longer than one day   
.             in the last 12 months. 39% took three or more such trips.

•	 $2,800: the average amount readers spent on those vacations.

    They act on what they see:

•	 62% cut out or used a recipe.

•	 35% saved an article or advertisement for future reference.

•	 17% bought, ordered, requested information about, or recommended 
.             a product or service they saw in the magazine.

•	 20% shared something they saw with a friend or family member.

•	 23% attended a specific event featured in the magazine.

Ohio Cooperative Living has been a valued presence in rural Ohio homes and 
businesses for nearly 70 years. We are the official publication of the 24 electric 
distribution cooperatives serving Ohio and West Virginia, and our nearly 1 million 
readers not only welcome us into their homes and businesses, they rely on us.  
Our magazine is the primary communications link between the cooperatives and their 
members, and those members turn to Ohio Cooperative Living month-in and month-
out to stay informed on news, events, and information about their cooperatives and 
their communities.*
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CIRCULATION
and demographic profile

Circulation.... 314,941* Readers per copy.......3 Total reach.....944,823

T he month of August is like an early Thursday 
morning of a given week: Just as Thursday means 
the week’s coming to a close, August marks the 

waning of summer. Goldenrod flowers glow in fallow 
fields, and if you pay it mind, you will feel the first breath of 
autumn by month’s end. 

Daddy longlegs have noticed; come August, the gangly 
guys and gals have procreation in mind, and begin to 
gather en masse to mate and prepare to overwinter. 
Sometimes you’ll find them in aggregations of a few to 
a few hundred individuals, which helps ensure a greater 
likelihood of both successful breeding and making it 
through winter. 

That’s why they are also known as harvestmen — for their 
gregarious nature at harvest time. They live throughout 
Ohio, on the farm, in the forest, in the suburbs, in your 
gardens, and in every corner of every city. And they are 
good to have around.

But first, here is what they are not: Even though they’re 
also known as shepherd spiders, daddy longlegs are not 
spiders. Bug scientists, otherwise known as entomologists, 
put them in the order Opiliones, which comes from 
the Latin term for “shepherd,” so named because they 
resemble shepherds of old who used stilts to rise over 
their flocks and keep a lookout. Spiders are in the order 
Araneae. More on that later.

Daddy longlegs are mostly that: long legs. They have a 
pill-like body that rises well above the ground, lifted by 
eight stilt-like legs. And those legs are for more than just 
walking: They are sensory organs — a combination of 
smell and touch and transportation, all in one. 

The legs are also essential for defense, but not the way 
you might think. Your common garden-variety spiders can 
make tracks, fast, when threatened, which of course is an 

effective defense mechanism. Not so for daddy longlegs — 
they just sort of mosey along. When attacked by a predator 
such as a bird or a cat (or a spider), they shed a leg. The 
discarded legs are preprogrammed to wiggle and tremble 
for maybe as long as an hour, to confuse and throw off the 
would-be predator while the daddy longlegs ambles on 
its remaining legs to the shelter of a woodpile or leaf duff. 
Next time you see a daddy longlegs, take note as to how 
many legs are missing; the appendages do not grow back. 
Daddy longlegs may also bob and weave and quiver in the 
face of a predator, and they throw off a noxious odor.

More differences: While genuine spiders use fangs to 
inject their prey with toxic venom, daddy longlegs do not 
produce venom, nor do they have fangs. Instead, they 
secrete tiny globs of glue to secure live prey, then rip and 
shred their food, and they are fastidious about it. While 
spiders weave webs for capturing their prey (araneae is 
Latin for “a spider’s web”), daddy longlegs lack the talent 
and the silk glands for such work. Daddy longlegs graze 
along, eating flower pollen, animal dung, stink bugs, mites, 
beetle larvae, caterpillars, aphids, and grasshoppers. After 
meals, they’re known to clean their forelegs by raking their 
appendages through their mouth. 

One more difference between spiders and daddy 
longlegs: the eyes. Spiders possess acute vision, as they 
should, having eight eyes. Daddy longlegs have only two 
eyes, and even those, the entomologists posit, exist mostly 
to discern light and shadow. It is, after all, through the 
wafting of legs in the air that daddy longlegs find their way, 
rather than by sight.

And, oh, by the way, that direction-finding dance may 
be good for another thing: If you happen to lose a cow, 
lore has it those waving legs will guide you toward your 
missing bovine. 

Daddy longlegs
The gangly harvestmen are about to emerge 
from hiding to get ready for the long winter.

BY CRAIG SPRINGER
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CO-OP PEOPLE

BY JAMES PROFFITT 
PHOTOGRAPHS COURTESY @GRANDMAJOYSROADTRIP ON INSTAGRAM

Prolific park explorers    now look for new treks to tackle. 

Undeterred by torrential downpours and mud, and 
inspired by their ascension to the top of the miles-long 
Alum Cave Trail, Brad wondered if she’d like to visit all 63 
U.S. national parks. She replied with a phrase remembered 
from his youth: “Let’s give it a whirl!” 

And so they did. Beginning in 2015, they began hitting 
more national parks. Zion, check. Shenandoah, check. 
Cuyahoga, Rainier, Denali, Yosemite, Everglades, 
Yellowstone, Badlands, check-check-check-check-check. 
You get the idea.

It took eight years to check them all off the list. The final 
one was also the most distant — they ventured the 7,000 
air miles from Muskingum County to the National Park of 
American Samoa in May 2023. 

They chronicled their adventures with plenty of cool 
photographs via their Instagram account,  
@grandmajoysroadtrip. Along the way their account 
attracted more than 107,000 followers. 

Active participant
When Joy travels, she doesn’t simply sit in a seat looking 
out a window; Brad stresses that she gets involved. “I want 
people to really know what Grandma Joy is actually made 
of,” he says. And while Joy won’t come out and say she 
put her grandson to shame on the hiking trails, Brad isn’t 
bashful about spilling the beans. “If I stopped on the trail to 
take a picture of a butterfly, I’d look up and she’d be half a 

football field in front of me,” he says, laughing. “That’s true.” 

There are more examples. Like the time when Joy, 
alone, rolled down a towering sand dune at Great Sand 
Dunes National Park and Preserve in Colorado. What 
else? “Well, we went whitewater rafting in Alaska,” 
Joy says, “and we went zip-lining at New River Gorge 
National Park in West Virginia, and we walked the New 
River Gorge Bridge.” 

In fact, she set the record by a decade as the oldest 
person to complete the zip-line course, which includes 
launching off 10 different platforms. The bridge is the third 
tallest in the U.S. and the longest steel span in the Western 
Hemisphere. A small wrinkle: Brad’s not so keen on 
heights. “I’m telling you, when we had to go underneath 
that bridge, it took him a lot of courage to do that,” she 
says. “They said, ‘Who wants to go first?’ and of course my 
big mouth — I said, ‘I’ll do it!’ and I forgot Brad had to go, 
too. He’s a pretty good guy.” 

Gaining fame
The duo’s mission did not go unnoticed. In addition to 
Insta-fame, the Today show featured them in the Rocky 
Mountains National Park, and Rachael Ray surprised the pair 
with trips to national parks in Alaska. They twice appeared 
on David Muir’s America Strong, and twice on the Tamron 
Hall Show. They’ve been featured on CNN, on NPR, and in 
magazines and podcasts too numerous to count. 

EverywhereDestination: 

No one could have known when Brad Ryan’s 
parents divorced years ago that it would result in 
a long, record-breaking, heartwarming journey. 

“There was some grievance that I was holding onto,” 
Brad says, recalling matter-of-factly his decade-long 
estrangement from his grandmother, Joy Ryan. He began 
letting go of that grievance when they ran into each other 
at a family wedding in 2008. “She was 80 and she told me 
she regretted never seeing a mountain in her lifetime. I’ve 
traveled around the world a little bit and when she told me 
that, it kind of jarred my heart.” 

Joy lives in Duncan Falls, a sleepy town nestled against 
the rolling hills along the Muskingum River southeast 
of Zanesville, where she’s a longtime member of New 
Concord-based Guernsey-Muskingum Electric Cooperative. 
When they finally reconnected, Brad noticed she was 
suffering some health issues, and clearly needed a change. 

Brad was in veterinary school when he took Joy, at the 
time 85, camping in the Great Smoky Mountains National 
Park. That was the beginning of an odyssey that grabbed 
national attention — and spurred his realization that 
something had been sorely missing in his life for years:  
his grandmother, Joy. 

Inauspicious start
That first trip was rough. It was the first time Joy had ever 
slept in a tent, and she fell off the air mattress — twice. But 
it was perfect. 

“Yeah, that didn’t bother me at 
all,” Joy exclaims with energetic 
defiance. “It was raining cats 
and dogs, but a little rain 
doesn’t hurt anybody.” 

Continued on page 12

Brad and Joy’s adventures, which started out in U.S. National 
Parks, have expanded to include anywhere on Earth — 
including this trip to Kenya.
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* circulation audited by 

Gender
Women.............................................. 60%
Men.................................................... 40%

Age
35-49.................................................. 14%
50-64.................................................. 31%
65+..................................................... 55%

Employment
Employed part-time............................7.7%
Employed full-time.............................29%
Retired..................................................56%

Household income
$50,000-$74,999..............................22%
$75,000-$99,999............................... 16%
$100,000+........................................... 36%
Average: $96,800

Education (highest level)
High School diploma....................... 28%
Some college/assoc. degree.......... 36%
Bachelor/advanced degree............33%

Residence
Homeowner (all types).................... 88%
Own a farm/ranch............................. 21%
Own 3+ acres.................................... 46%
Average home value: $409,000
Average acres owned: 24

Ohio electric cooperatives serve 77 of Ohio’s 88 counties, providing power to the rural 
areas that the large, investor-owned utilities traditionally ignored. As a result, members 
tend to be quite loyal to their cooperatives, of which each member is also an owner, and 
therefore has a financial stake. 

The majority of the nearly 315,000 copies distributed each month are delivered to higher-
income homeowners in rural areas, on farms, and in small towns and unincorporated 
communities across Ohio. They have time and their hands and money to spend.



EDITORIAL CALENDAR
and deadlines

Ad closing dates
Advertising orders must be 
received by the 20th of the month 
two months preceding publication 
(For example, Jan. 20 for the 
March issue). 

Artwork is due by the first of the 
month preceding publication (so 
Feb. 1 for the March issue). When 
either of those dates falls on a 
weekend or holiday, due date will 
be the next regular work day.

�Cancellations and changes in 
insertion orders must be in writing 
and will not be accepted after the 
closing date; acceptance is not 
confirmed until acknowledged by 
publisher.

�Cancellation of cover positions will 
not be accepted later than the l0th 
of the second month preceding 
publication (e.g., Dec. 10 for the 
February issue). 

ISSUANCE
Magazine are mailed monthly, with 
a target delivery window within the 
first four days of every month.

Every month, Ohio Cooperative Living features stories about the personalities, 
destinations, and history of the Buckeye State — along with mouth-watering recipes, 
colorful photos, and the most comprehensive free calendar of events in the state! 

In addition, we publish several special issues each year, with special ad sizes and rates 
available so advertisers can make their budgets go even farther. 

2026 Editorial highlights
JANUARY  
Highlights: Photo essay: Icy scenes; Bridges of Union County

FEBRUARY  
Highlights: Passion Works; The Lincoln School Story

MARCH
Highlights: Ohio rock climbing; The problem with beavers

APRIL  Lineworker Appreciation Issue 
Highlights: Life on the line: a day in the life of a lineworker

MAY  Travel Issue
Highlights: Lighthouse living; Festivals of food

JUNE
Highlights: Roller coaster club; Why stay in a yurt?

JULY  America 250 Issue
Highlights: Revolutionary reenactors; Bald eagles everywhere

AUGUST
Highlights: Show day at the state fair; Tennis takes center stage

SEPTEMBER  Farm Science Review Issue
Highlights: Agriculture tech; The best in public bathrooms

OCTOBER
Highlights: Monsters, Inc.; Ceramic pumpkin patch

NOVEMBER  Holiday Gift Guide
Highlights: The best gifts from co-op land; Friday night lights

DECEMBER
Highlights: Dickens Village; Art as experience



ADVERTISING INFO
and rates

Advertiser discounts 

Frequency: To qualify for the discounted rates listed above, advertiser/agency must submit a space 
contract or written confirmation of intention to run the required number of ads within a 12-month period 
at billing time.

Frequency discount takes effect when contract is received in writing by Ohio Cooperative Living; 
discounts are not retroactive to first insertion. Discount is based on total number of issue insertions after 
contract is signed.

�If advertiser/agency does not satisfy the terms of contract within 12 months of first insertion, it will be 
short-rated for the difference between the actual number of insertions and the number on which the 
billing was based.

Local advertisers*: 15% discount for companies with headquarters and/or locations exclusively in Ohio.

Press-ready materials*: 15% discount for advertisers supplying high-resolution, press-ready PDF, per 
published sizes and specifications.

Charitable advertising*: Charitable organizations with a 501(c)3 designation may use the 12X rate no 
matter the number of insertions. 
*discounts may not be combined
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Drinking and driving is 
never a wise idea, but 
there is a place in Ohio 

where it’s, dare we say, par for 
the course.

At Fion Wine Room and Classic 
Swing Golf Range near Huntsville, 
a member of Logan County 
Electric Cooperative, you can sip 
a glass of chardonnay, a wine 
slushie, even a wee bit of whiskey 
… and practice your drive, chip, or 
putt while you imbibe. 

The unique destination, the 
brainchild of Mike and Stacy 
McVan, is surrounded by Ohio 
farmland. How did the couple — 
who live in the Columbus suburb 
of Dublin — hit upon the concept 
four years ago?

“We have relatives who own a 
winery in northwest Ohio,” Mike 
says. “We liked the idea … but 
decided we didn’t want to make 
the wine.” Instead, they aimed 

to open a place that would spotlight wines — and other 
libations — from around the globe.

When a driving range near touristy Indian Lake came up for 
sale, they seized on the opportunity. “We’ve spent summers 
at Indian Lake, so it seemed like a natural fit,” Mike says. “We 
could see its potential, so we bought it at auction that very 
night. We finalized the deal in the parking lot.” 

But transforming the venue took a U-turn when they 
discovered it was smack-dab in the middle of a dry township. 

“We couldn’t get a liquor license. So, we spent one 
summer going door to door to gather signatures and get 
on the ballot.” The year-long process panned out, and after 
the next election, they were ready. Meanwhile, the McVans 
had used the downtime to spiff up the place for a wide 
range of pursuits.

In addition to the warm and inviting wine room that 
seats 100, Fion boasts a covered patio overlooking the 
countryside, complete with a fire pit and surround sound; 
two party and special event rooms; and the driving range 
and putting green. 

Mike says the wine room attracts lots of folks, from couples 
out on a date night to groups of women celebrating a 
girls’ night out. “People have been really excited about our 
place; it’s kind of upscale and offers a unique place to go.”

SIPS AND SWINGS 
A Huntsville hot spot lets patrons partake  
in pinot while they practice their putting.
BY VICTORIA ELLWOOD

In summer, when the nearby lake is buzzing with visitors, 
Fion offers a place to gather after a day on the water. 
Other times, the venue is a spot for hosting parties, 
corporate events, weddings, and more. “To be honest, 
people are coming here from all over — Dayton and 
Columbus and Toledo,” he says.

“Fion” is the Irish word for wine, Mike explains. “I’m Irish; 
St. Patrick’s Day is my favorite holiday.”

Granted, the Emerald Isle isn’t exactly known for its 
vineyards. So, at Fion, they also pour whiskey and other 
spirits and all kinds of beer, from craft varieties and 
microbrews to Irish staples like Guinness. 

Fion even has a secret menu, favored by regulars. 
Especially popular are the chocolate martini and festive, 
holiday peppermint martini. “It’s a happy place,” Mike 
says. “Everyone leaves with a smile.” 

Stacy and Mike McVan bought a driving range and converted it into the 
Fion Wine Room and Classic Swing Golf Range.

Bellefontaine

Huntsville

Fion Winery

33
68

117
N

Indian Lake

Fion Wine Room 
and Classic Swing 
Golf Range, 7486 
State Rte. 117, 
Huntsville, OH 
43324. (937) 
686-0035, www.
fionwineroom.com.

“We were seeing so many people come through the doors 
who we didn’t recognize, and when we asked them how 
they heard about us, they kept saying, ‘the co-op magazine,’ 
‘the co-op magazine,’ ‘the co-op magazine.’ I’m amazed 

at how many people told us they came because 

they saw us in Ohio Cooperative Living.” 

—Stacy McVan, Fion Wine Room and Driving Range, Huntsville

Covers
Size/place	 1-11X	 12X
Back cover........... $6,935............... $6,570
Inside
front/back..............$5,720...............$5,400

Display ads
Size	 1-5X	 6-11X	 12X
Full page.....$5,520.........$4,840.....$4,450
1/2 page.......$4,100.........$3,590......$3,415
1/3 page......$2,850.........$2,495.......$2,110
1/6 page.......$1,540......... $1,350.......$1,025	

Special sections
Size		  Rate
Full page............................................ $4,450
1/4 page*................................................$800
*no discounts available

Marketplace
Size/place	 1-11X	 12X
Triple (21/8” x 27/8”)......... $487..............$415
Double (21/8” x 17/8”).......$299.............$268
Single (21/8 x 7/8”).............$170..............$143
Information and rates for other options, including 
inserts and polybags, is available on request.

Our advertising works!



SPECIFICATIONS
and fine print

Ad sizes

1/3 page (h) 
49/16” x 47/8

1/6 (v)
21/8”
 x 
47/8”

1/2 page
7” X 47/8” 

1/3 page (v) 
21/8” x 10”
    ———>

1/6 page (h) 
49/16” x 23/8” 

1-col
21/8”

1/4 page 
31/4x41/4

Travel page

27/8” 17/8”
7/8”

Marketplace

Manufacturing 
Printing: Web offset, heatset, SWOP 
standards; CMYK 4-color process.
Trim size: 77/8” x 107/8”
Bleed: Minimum 0.125” (1/8 inch); 
(bleed ads available for full-page 
placements only)
Paper: Cover — coated 80 lb. gloss, 
80 bright; Text — coated 45 lb. gloss, 
80 bright
Color: CMYK 4-color process
Binding: Saddle stitched, high folio

Specifications 
Press-ready materials: Only high-
resolution PDF files with all art, fonts, 
etc., imbedded are considered press-
ready. Adobe InDesign, Photoshop, 
or Illustrator documents are 
acceptable but will be converted to 
PDF by publisher and are not eligible 
for press-ready discount.
Resolution: Art elements must have 
a resolution of 300 dpi or greater, 
100% of original size, Minimum size 
of type is 6 pt.

Fine print
1.	 Only full-page ads accepted for cover positions. Cover positions granted on a 

contractual or first-come, first-served basis. Except for covers, placement of all 
advertising is at publisher’s discretion. 

2.	 Unacceptable ads include “per order” ads and those for political candidates, fireworks, 
alcoholic beverages, cigarettes, firearms, private lotteries, scientifically unproven 
technologies, and ads claiming to provide a health or medical benefit. Advertisements 
that imply endorsement by the publisher where none exisis is prohibited. Irrespective 
of that, all advertisements are subject to the publisher’s approval and publisher 
reserves the right to reject or cancel advertising at any time for any reason.

3.	 Payment in advance required until credit is established. Publisher reserves right to 
withdraw credit at any time. Payment in full must be received within 30 days of invoice 
date. If payment is delinquent, a 1.5%-per-month service charge (which results in an 
annual service charge of 18%) will be applied to the unpaid balance.

4.	 Advertisements resembling news copy or editorial material will be identified as an 
“ADVERTISEMENT” by the publisher.

5.	 Publisher is not responsible for errors in key numbers, nor is publisher responsible for 
copy changes received after closing date.

6.	 �Publisher is not liable for any failure to print, publish, or circulate all or any portion of any 
issue in which an advertisement accepted by publisher is contained if such failure is due 
to acts of God, strikes, accidents, or other circumstances beyond publisher’s control.

7.	 �In consideration of publication of an advertisement, the advertiser and the agency, 
jointly and severally, will indemnify and hold harmless the magazine, its officers, agents 
and employees against expenses (including legal fees) and losses resulting from the 
publication of the contents of the advertisement, including, without limitation, claims or 
suits for libel, violation of right of privacy, copyright infringement or plagiarism.

8.	 In the event of nonpayment of bills, the advertiser and agency will be jointly and 
severally liable for monies due. If legal action or judicial proceedings are instituted or if 
collected through probate or bankruptcy proceedings, advertiser and agency also will 
be totally liable for all legal costs incurred by publisher in the collection of payment.

9.	 A change in ownership or name/title of client does not release the originating agency/
advertiser from liability for payment for ad.



CONTACT
and important information

CO-OP PEOPLE

CHEERS! 
Top, Tonya Mabry pours a glass of Dalton Union’s own Charisma red 
table wine; below, Dale Mabry dispenses a beer from one of the 12 taps  
in the tasting house.

a winning formula that within three months, the 
Mabrys needed to expand. Carving more space 
out of the barn, Dale built a spacious “tasting 
house” complete with a handsome stone fireplace 
for cozy winter gatherings and an outdoor patio 
for summertime sipping. “A large portion of our 
customers come from Columbus and love sitting 
on the patio,” says Tonya. “People comment that 
it is so quiet out here in the country, and they like 
seeing all the stars at night.” 

Although open only on Friday and Saturday, 
Dalton Union Winery and Brewery is such a 
popular destination that it was chosen the 2018 
Tourism Business of the Year by the Union 
County Convention and Visitors Bureau. “Our 
growth was unexpected and unreal, and we really 
have to try to keep up with it,” says Dale. In fact, 
he and Tonya have left their former occupations 
— respectively, technology project management 
and data center support — to operate the winery. 
“Four years ago, we would have said there’s no way 
we’d now be doing this full time,” Tonya says. “It’s 
been just wonderful for us.” 

Dalton Union’s diverse wines range from sweet 
to dry and are made on-site using select juices 
purchased from as far away as California, Argentina, 
and Australia. Their signature white wine — 
Summertime — balances the flavors of Riesling 
grapes and green apples, while bestseller Black 
Horse is an off-dry red containing pinot noir and 
black cherry. Hula Sunrise, a wine cocktail served 
year-round, blends white wines with coconut, lime 
and pineapple juices, and grenadine. “It’s like a 
vacation in a glass, and gives people a great excuse 
to drive here,” says Tonya.

The Mabrys also produce mead made with 
honey from a nearby bee farm and hard ciders 
in seasonal flavors such as rhubarb, pumpkin 
spice, and lemon-berry. Because they want non-
wine drinkers to fully participate in the Dalton 
Union experience, they’ve also added an in-house 
brewing system. Dale focuses on using local grains 
for Dalton Union’s handcrafted beers, and he is 
especially proud of 43040, a golden ale whose 
name came from Marysville’s ZIP code. “With 
locally grown barley and hops, it’s 100% Marysville 
from seed to glass,” he says. 

Dalton Union offers live entertainment every 
Saturday night, and from April through October, 
food trucks supplement the charcuterie trays 
served in the tasting house. Customers also are 
welcome to bring their own food or to order pizza 
from local shops. “Dale and I love hosting others 
and getting together with people,” says Tonya. 
“Now we get to do that every Friday and Saturday.” 
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W
hat’s in a name? Dalton Union Winery and Brewery’s name is packed 
with meaning. Owners Dale and Tonya Mabry liked “Dalton” 
because it’s a portmanteau word, combining three letters from their 

first names, while “Union” alludes to their relationship and location. “The two 
of us are a union,” says Tonya, “and we’re in Union County.” 

The Mabrys live in a rambling stone house northwest of Marysville, 
where they’re members of Union Rural Electric Cooperative. Both were 
raised near Bellefontaine, and they met at a campground when they were 
kids. Dale, who grew up helping his grandfather make wine, was a wine 
hobbyist for decades, and the homemade Riesling that he and Tonya 
presented to people at Christmas always got rave reviews. Since they also 
enjoy hosting parties and family reunions, the couple decided to turn part 
of a barn on their 10-acre property into a tasting room.

“The winery got started because we liked making wine and enjoying that 
wine with our families and friends,” says Dale. “If a wine wasn’t enjoyable, 
it didn’t make the cut.” 

They opened their winery to the public in August 2015, and it was an 
immediate success. Their flavorful wines and flair for hospitality were such 

Dale and Tonya Mabry  
deliver fun and flavor at  
Dalton Union Winery  
and Brewery.

STORY AND PHOTOS BY DAMAINE VONADA

Dalton Union Winery and Brewery, 21100 Shirk Road,  
Marysville, OH 43040; 937-645-5889; www.daltonunion.com.

“The response was instant and the response was strong. We 
had folks coming almost from that first day from all corners 
of the state — so many people saying, ‘hey, we saw you in the 
magazine and wanted to come check you out.’ Most of them 
probably wouldn’t have heard about us if we hadn’t 
been in Ohio Cooperative Living.” 

—Tonya and Dale Mabry, Dalton Union Winery, Marysville

Our advertising works!

George W.  
Haggard 

Memorial 
Journalism
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cooperative magazine in the nation
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For information about advertising in Ohio Cooperative Living:

Ohio inquiries:

Amy Howat
614-681-5182 | ahowat@ohioec.org

Jeff McCallister
614-430-7866 | jmccallister@ohioec.org

National/regional advertising inquiries:

Cheryl Solomon
847-612-9015 | cheryl@amp.coop

 

“This publication has some of the strongest writing and layout design 
among all co-op publications in the country. There is a good mix of 

short- and long-form stories, a great mix of high-quality photography, 
graphics and illustrations, and innovative layouts and headline 
treatments to make the publication dynamic and keep readers 

engaged. It’s extremely professional.” —Haggard Award Judge


