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ABOUT US
Cooperative spirit gives us a large, loyal audience

Ohio Cooperative Living (formerly Country Living) has been a valued presence in rural Ohio homes and 

businesses for the past 60 years. In fact, since we are the official publication of 24 electric cooperatives 

serving Ohio and West Virginia, our 300,000 readers not only welcome us into their homes, they rely on 

us. Ohio Cooperative Living is the primary communications link between the cooperatives and their owner-

members, and those members turn to the magazine specifically to stay informed on news, events, and 

information about their cooperative and their community.*

 •  65% read or looked at Ohio Cooperative Living for between  

30 minutes and two hours.

 •  57.5% used or cut out a recipe.

 •  47.9% saved an article for future use.

 •   51% of Ohio Cooperative Living readers use the magazine to 

plan activities for themselves or visitors. 

 •   32% of readers clip/copy articles of interest after they have 

finished reading them, and 20.9% save issues for future 

reference.

 •  83.4% have taken action from something they have seen in Ohio 

Cooperative Living. 

 •  49.4% of our readers readers own 3+ acres of land.  

 •  70% of our readers own a dog or cat

 •  Our readers are 9x more likely to shop from a Tractor Supply 

store

 •  Our readers are 6x more likely to own a horse 

 •  Our readers are 6x more likely to own a bird 

 •  Our readers are 6x more likely to own a Utility/Sport ATV/ or 

Utility Vehicle than the average person

 •  Our readers are 6x more likely to own a personal watercraft

 •  Our readers are 5x more likely to add a deck/porch/patio

 •  Our readers are 5 x more likely to remodel their windows 

 •  Our readers are 7x more likely to add sliding - vinyl/metal

 •  Our readers are 4x more likely to take a bus (charter or tour)

 •  Our readers are 5x more likely to own spend $7,000 on a domestic trip

 *Source: Manter Consulting, “Country Living Magazine — Statewide Perception Study,” 2016.

Kids and CAMERAS 
Want to get your young people outdoors? 
Start them in outdoor photography

BY W.H. “CHIP” GROSS

W
hen I was a kid, my mother couldn’t keep me indoors. I was 
constantly roaming the woods and fi elds near our home, 
dragging back sick and injured wildlife — probably to the 

animal’s detriment. But the day Mom drew the line (“No more critters!”) 
was the day she saw me coming down the road with a live great blue 
heron under my arm. The 4-foot bird with the dagger-like beak was 
nearly as tall as I was.    

Parents and grandparents today often struggle to get kids outdoors and 
connected to the natural world. Electronics play a large part in that 
battle, as computers, video games, and other such devices have a strong 
pull for young people. So why not use that same attraction to your 
advantage by handing kids a camera before sending them outside? One of 
Ohio’s best professional outdoor photographers, David FitzSimmons of 
Bellville, fi rst learned photography as a child.  

“My love of photography began when I was traveling with my parents on 
summer vacations, watching my father take photos,” says FitzSimmons. 
“My grandfather was a photographer, too, so at a very early age I started 
picking up a camera and taking my own pictures. I bought my fi rst single-
lens refl ex camera in high school, won fi rst place in a statewide photography contest, 
and things took off  from there.”

Today, FitzSimmons is the creator of the Curious Critters series of wildlife picture 
books for children. His fi rst book, published in 2010, won six national book awards, 
and the series has since sold nearly 250,000 copies.  

“Any type of imaging device — cellphone, 
iPad, small camera — that parents or 
grandparents can get into kids’ hands 
is a great way of helping them begin 
to explore nature,” says FitzSimmons. 
“Because kids are so visually oriented, 
it’s an easy fi t; young people feel very 
comfortable using such devices.”

FitzSimmons also says that still 
photography and videography go hand 
in hand. “Many kids today are more 
attracted to making video images than 

WOODS, WATERS, AND WILDLIFE
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MOVERS
AND

SHAKERS
Short line railroads fi ll a vital 
economic role in rural areas

STORY AND PHOTOS BY KEVIN WILLIAMS
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L
ayhigh Road is a little-traveled ribbon of asphalt 
in rural western Butler County. Occasionally, 
however, a traveler might encounter a sleek, black 

locomotive emerging from the woods and thundering 
down the track that crosses Layhigh behind an X-shaped 
crossbuck. As quickly as the locomotive appears, it fades 
away, a phantom train in broad daylight.

“Some people who live along this line say they have 
never seen a train here,” says Jason Bynum, the engineer 
who drives the Indiana Eastern Railroad (IERR) train 
on its twice-weekly runs. Most people living along the 
tracks are away at work when it passes.

Grain, solvents, acids, cardboard, and coal are just some 
of the cargo hauled by what are more formally called 
Class III (short line) rails. The short lines are the scrappy, 
nimble rails that do what the big ones (Class I) — think 
CSX or Norfolk Southern — don’t or can’t. 

Indiana Eastern has a sister line, Ohio South Central 
Railroad, that honeycombs through the hardscrabble hills 
of Appalachia in Jackson County, where the rails serve 
businesses as diverse as Austin Powder, an almost two-
century-old maker of explosives, and Totino’s Pizza Rolls, 
which are made in Jackson. The headquarters of Ohio 
South Central is in the Vinton County town of Hamden. 

The nerve center of the IERR is a converted former 
farmhouse just across the state line from Butler County. 
On an overcast December morning, Bynum, offi  cially 
IERR’s operations manager, and conductor Tony Pickens 
go over paperwork and plan their day, which will include a 
26-mile trip to two chemical plants in New Haven, Ohio. 

Before the locomotive and fi ve chemical cars can set 
off , though, there is work to be done. They can’t grab 
just any chemical car. You can’t, for example, put 
sulfuric acid in a tanker that once held liquid nitrogen. 
So, they have to make sure to pull the correct car out of 
storage on a siding track, “which is like shuffl  ing a deck 
of cards,” Bynum says.

Engine 5255, a 100-ton locomotive christened in 1979, is Indiana Eastern Railroad’s “work-horse” that pulls cargo to and from New Haven, Ohio.

Tony Pickens activates a derail switch, which provides an added level of 
safety when transporting materials.
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DEMOGRAPHIC  
PROFILE
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 the 

cooperatives — of which each member is also an owner, and therefore 

has a financial stake. 

Circulation  .  .  .  .  .  .  .  .  .  .  .  .301,354*

Readers per copy  .  .  .  .  .  .  .  .  .  .  .  .  .3

Total reach  .  .  .  .  .  .  .  .  .  .  .  .904,062

Women  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .51 .8%

Men   .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 48 .2%

Average age .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 58 .1

Adults 35+  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 83 .3%

Attended college  .  .  .  .  .  .  .  . 59 .1%

Average HHI   .  .  .  .  .  .  .  .  .  .$77,700

GOOD EATS

Goodies from the

GRIDDLE
Goodies

GRIDDLE
Goodies

GRIDDLE
GoodiesGoodies

Take the same-old 
pancakes, wa�  es, and 
the like to the next level 
with a few unexpected — 
and delicious — additions. 

CHAI SPICED WAFFLES
Prep: 10 minutes | Cook: 15 minutes | Servings: 6

2 cups all-purpose fl our

31⁄2 teaspoons baking powder

2 teaspoons cinnamon

2 teaspoons ginger

1 teaspoon cardamom

1 teaspoon cloves

1⁄2 teaspoon nutmeg

1⁄2 teaspoon white pepper

1⁄4 cup packed brown sugar

2 large eggs

2 cups whole milk

1⁄2 cup vegetable oil

1 teaspoon vanilla extract

Preheat the wa�  e maker. In a large bowl, sift fl our, baking powder, 

and spices. In a separate bowl, mix brown sugar, eggs, milk, oil, and 

vanilla. Incorporate dry ingredients into wet ingredients. Spray wa�  e 

maker with nonstick cooking spray. Bake according to manufacturer’s 

directions, until golden brown. Top with your favorite wa�  e toppings, 

like banana slices and whipped cream. 

Per serving: 420 calories; 23 grams fat (6 grams saturated fat); 
45 grams total carbs; 2 grams fi ber; 9 grams protein.

insurance and you could save.

Some discounts, coverages, payment plans and features are not available in all states, in all GEICO companies, or in all situations. Boat and PWC coverages are underwritten by GEICO Marine Insurance Company. Homeowners, renters and condo 
coverages are written through non-affi liated insurance companies and are secured through the GEICO Insurance Agency, Inc. Motorcycle and ATV coverages are underwritten by GEICO Indemnity Company. GEICO is a registered service mark of 

Government Employees Insurance Company, Washington, DC 20076; a Berkshire Hathaway Inc. subsidiary. © 2018 GEICO 

geico.com   |   1-800-947-AUTO   |   Local O�  ce
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Artistic 
impression
While acquisition and education are front and center 

at Arc of Appalachia, so is art. 

“What a dream!” exclaims Wendy Vickers, a poet who 

spent a couple weeks at an Arc artist-in-residence 

program. “Our task was to make art and share our 

experience and skills with local schoolchildren.” A 

free room at Arc meant free rein to write.

“The Highlands residency experience brought me 

back to my roots, revitalized me in ways I could never 

have foreseen,” Vickers says. 

“Maude’s Cedar Narrows” (excerpt)

Just beyond the woods, 
we hear water calling.

What does it have to say
to us today?

The old song: passage 
and presence; moving on

and staying attuned.
Heraclitus told us 

you cannot step twice 
into the same river.

The river keeps moving,
you keep changing.

A few days ago, this creek
roared its power to the top

of the bluff and beyond, 
to the sky. Engorged

with rain, it tore
through its banks, snapping

at grasses and trees.
It said: look, don’t touch.

It said: you can come
to my door, but you’d 

better not enter.
It tossed out a dare

we were too wise 
to take.

— written by Wendy Vickers during her Highlands residency

Nancy Stranahan, co-founder and director of Arc of 
Appalachia, cultivates a statewide citizen advocacy 
network to support the purchase and, therefore, 
preservation of natural areas around the state.
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GRAND MARNIER  
AND BRIE FRENCH TOAST
Prep: 5 minutes | Cook: 15 minutes | Servings: 12

1/4 cup packed brown sugar

1 teaspoon cinnamon, divided

1/4 teaspoon salt

1 tablespoon water

1 cup pecans

8 tablespoons unsalted butter 

½  cup Grand Marnier (or other  
orange liqueur) 

2 teaspoons vanilla

1/2 cup powdered sugar

4 eggs 

1 cup skim milk

12  slices bread (thick, such  
as Texas toast or brioche)

7 ounces brie cheese, sliced

In a small saucepan, heat brown sugar, 1/2 teaspoon cinnamon, salt, 

and water until liquid and smooth. Toss in pecans to coat. Spread 

pecans out on a baking sheet to cool. Set aside. 

In a small saucepan, gently heat butter until melted. Whisk in Grand 

Marnier, vanilla, and powdered sugar until smooth. 

In a shallow container, whisk together eggs, milk, and 1/2 teaspoon 

cinnamon. Heat a lightly oiled skillet (or griddle) over medium-high heat. 

Quickly coat enough bread slices to fill skillet. Cook until golden brown 

on each side, 2 to 3 minutes. Top with slices of brie and candied pecans 

and drizzle with Grand Marnier sauce. Serve immediately.

Per serving: 558 calories; 43 grams fat (18 grams saturated fat);  
30 grams total carbs; 2.5 grams fiber; 15.5 grams protein.

LIGHT LAVENDER  
AND LEMON PANCAKES
Prep: 20 minutes | Cook: 20 minutes | Servings: 4  

(12 medium pancakes)

3/4 cup fresh lemon juice

1/2 cup sugar

1 to 2 tablespoons cornstarch

1 to 2 tablespoons water

1 cup all-purpose flour

1/2 teaspoon baking soda

1/4 teaspoon salt

2 tablespoons sugar

4 eggs, separated

1 cup ricotta cheese

3/4 cup milk

2 tablespoons vegetable oil

1 teaspoon vanilla

1/2  teaspoon lavender buds (more  
for sprinkling)

1 tablespoon grated lemon zest

1 pint blueberries (optional)

Heat lemon juice in a small saucepan over medium heat. Add sugar 

and stir until dissolved. In a small bowl, mix cornstarch with water until a 

paste is formed. Add a little cornstarch paste to the lemon mixture until 

it thickens into a syrup, 1 to 2 minutes. Remove from heat, set aside. 

In a large bowl, sift flour, baking soda, salt, and sugar. In a separate 

bowl, whisk egg yolks, ricotta cheese, milk, oil, and vanilla. Add flour 

mixture to egg mixture and stir until well blended. Lightly muddle or 

chop lavender buds and add to the mixture along with lemon zest. Let 

batter sit 15 minutes. In another bowl, whisk egg whites until stiff 

peaks form (7 to 10 minutes). Fold into batter. 

Heat a nonstick skillet or griddle over medium heat. Working in 

batches, form each pancake by spooning batter onto skillet. Cook 

until most of the air bubbles have popped, then flip and cook until 

pancakes are easy to remove with a spatula, about 5 minutes total. 

Drizzle with lemon sauce and sprinkle with lavender and blueberries. 

Per serving: 538 calories; 18 grams fat (7 grams saturated fat); 77 grams 

total carbs; 3.6 grams fiber; 18.5 grams protein.
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land over to Metro Parks and was recompensated and will use those funds in turn 

to buy up even more forest, or perhaps some bit of centuries-old Native American 

earthworks — another frequent target of Arc acquisition. 

Where and how it all happens
Arc’s home base is the 2,600-acre Highlands Nature Sanctuary, the largest of its 18 

properties, straddling Rocky Fork Creek. There, visitors can take in all things Arc: 

shiver-good nature, caves and grottos, natural springs, and all the accouterments of 

nature in the wild.

During spring months, a brief just-weeks-long window affords legions of wildflowers 

just enough time to soak up sunshine and bloom before the forest’s dense canopy 

steals the light. Spring wildflowers and autumn foliage make for the busiest times at 

Highlands, where folks can visit for a hike or they can stay; a handful of cottages and 

homes owned by Arc offer perfect retreats without a commercial, touristy theme — 

just real “plain” woods and their associated residents.

Not all of the land Arc acquires is purchased — some is gifted, free-and-clear, such 

as the 75-acre farm in Pike County, donated by the Samson family in 2005, and an 

adjacent 70 acres donated by Marjorie Obrist a decade later. Both parcels had been 

in the respective families since the 1800s, and interestingly, throughout the Samson 

family’s history, not a single owner had ever timbered the land — they’d only farmed 

the open fields.

The continuing mission
Of course, they’re not making land anymore, at least in Ohio, and land donors don’t 

just appear every day, so buying what’s there can be pricey. Arc raises money mostly 

from private donors, whose generosity is often motivated by a deep and abiding 

love of nature and all its immeasurable qualities. Then, utilizing the Clean Ohio Fund, 

Arc also gets $3 in return for each $1 it raises. The program was approved by Ohio 

voters in 2000 and helps fund a number of projects, including preservation of stream 

corridors and ecologically sensitive areas. That puts Arc in good position when it 

comes to loving and saving Ohio lands.

Since its inception, Arc has raised more than $13 million and preserved 6,200 acres at 

18 sites. It also offers a woody menu of forest-oriented programs, including wildflower 

and other guided hikes, live music, holistic forest events, birding, butterfly and firefly 

gatherings, and plant and insect identification workshops, among others. 

“What we are doing is very much for humanity,” Stranahan says. “It’s not just for the 

sake of all of those living things that call the forests home. It’s for our own sakes, too.”

JAMES PROFFITT is a freelance writer from Marblehead.

Continued from page 33
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GENERAL ADVERTISING RATES

Four color inside 1 issue 3 issues 6 issues 9 issues 12 issues

Full page $5,690  $5,520  $5,125  $4,840  $4,550

2/3 page $5,410  $5,125  $4,835  $4,595  $4,325

1/2 page $4,325  $4,100  $3,875  $3,675 $3,415

1/3 page $3,075   $2,850  $2,560  $2,275  $2,110

1/6 page $1,710  $1,540  $1,310  $1,085  $1,025

Four color covers

Cover 2/3 $6,000  $5,820  $5,700 $5,580 $5,400

Cover 4** $7,300  $7,080 $6,935 $6,790 $6,570

**Cover 4  
size 77/8’’ x 73/4’’

Marketplace  
(display classifieds) 
With pictures   

Single-size $175 $167 $156 $145 $134

Double-size $345 $326 $306 $287 $268

Triple-size $515 $487 $456 $428 $400 

Text-only

Single-size $130 $123 $115 $107 $100

Double-size $250 $236 $221 $206 $190

Triple-size $370 $349 $328 $306 $284

RATE CARD

MECHANICAL REQUIREMENTS 

a.  Trim size: 77/8" x 107/8"; printed web offset; saddle-stitched; 

coated 45 to 50 lb. stock.

b.  Each page divided into three columns: 

1 column—21/8" x 10" (140 agate lines) 

2 columns—49/16" x 10" (280 agate lines) 

3 columns—7" x 10" (420 agate lines)

c. Ad sizes:

 Full page: 7" x 10" 

 2/3 page: 4" x 10" 

 1/2 page: 49/16" x 73/8" (vert.) or 7" x 47/8" (hor.) 

 1/3 page: 21/8" x10" (vert.) or 49/16" x 47/8" (hor.) 

 1/6 page: 21/8" x 47/8" (vert.) or 49/16" x 23/8" (hor.)

 Marketplace ads are all 1 column (21/8") wide.   

  Single: 7/8" deep; Double: 17/8" deep;  

       Triple: 27/8" deep 

d. Bleed ads: Available on 1/2, 2/3 and full-page ads only. 

e. Material preferred:

  Digital submissions are preferred. Formats: Adobe 

InDesign, Photoshop or Illustrator documents and/or 

PDF files. Art elements at 300 dpi or greater resolution, 

100% of original size, supplied in Mac format via CD or 

DVD and all art, fonts, etc. in cluded. Hard-copy proofs 

at 100% size to match each supplied digital file must be 

provided. No submissions will be accepted via e-mail 

attachment. Hard copy: All hard copy submissions 

may be subject to scanning charges to convert to 

digital. Composition and typesetting are chargeable to 

advertiser at publisher’s cost.

f.  Publisher reserves the right to reject advertising it  

judges to be of substandard quality, or may reset copy  

at advertiser’s expense.

a.  Only full-page ads 

accepted for cover 

positions. 

b.  Cover positions granted 

on a contractual or first-

come, first-served basis.

c.  Publisher will not be 

bound by position 

requests or other 

specifications on 

insertion orders or space 

contracts that conflict 

with the provisions of 

this rate card. 

d.  Except for covers, 

placement of all 

advertising is at 

publisher’s discretion. 

e.  Your ad will also appear in 

the popular online version 

of Ohio Cooperative 

Living. This is not an 

abbreviated magazine 

but every digitized page 

along with live URLs and 

flip-page technology. It 

is fully searchable and 

archived every month.
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ADVERTISING INFORMATION
FREQUENCY DISCOUNTS 
a.  Advertiser/agency must submit a space contract or 

written confirmation of intention to run ads in either 3, 6, 

9 or 12 issues within a 12-month period to qualify for the 

discounted rate at billing time.

b.  Frequency discount takes effect when contract is received 

in writing by the publisher; discounts are not retroactive to 

first insertion. Discount is based on total number of issue 

insertions after contract is signed.

c.  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 num ber on which the billing was based.

d.  The smallest ad in a frequency contract must be no smaller 

than one-third of the largest ad to qualify for the discount.

BILLING AND CREDIT
a.  All advertising will be billed at the prevailing rate at time of 

publication.

b.  Advertising rates subject to change with 30 days’ notice.

c.  Payment in full must be received within 30 days of the 

invoice date.

d.  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.

e.  Publisher reserves the right to request credit information 

of any advertiser. Cash in advance required until credit is 

established.

f.  Publisher reserves right to withdraw credit at any time.

g.  Advertiser whose credit is not approved by the publisher 

will be required to pay in advance by the 20th of the 

second month preceding publication.

CONTRACT REGULATIONS
a.  All advertisements are subject to the publisher’s approval. 

Publisher reserves the right to reject or cancel advertising 

at any time.

b.  Unacceptable ads include “per order” ads and those for 

political can didates, fireworks, alcoholic beverages, cigarettes, 

private lotteries, scientifically unproven technologies and 

ads claiming to pro vide a health or medical benefit. Also 

unacceptable is advertising implying endorsement (where 

none exists) by the publisher.

c.  Advertisements resembling news copy or editorial material 

will be identified as an “ADVERTISEMENT” by the publisher.

d.  Publisher is not responsible for errors in key numbers, 

nor is publisher responsible for copy changes received 

after closing date.

e.   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.

f.   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, in clud ing, without limitation, 

claims or suits for libel, violation of right of privacy, copyright 

infringement or plagiarism.

g.  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.

h.  A change in ownership or name/title of client does not 

release the orig inating agency/advertiser from liability for 

payment for ad.

i.  All advertising orders and contracts must contain authorized 

signature and the complete address and phone number of 

the agency/advertiser.

j.  Insert rates and information available on request.

ISSUANCE AND CLOSING DATES
a.  Magazine mailed monthly on or about the 27th of the 

month preceding publication month.

b.  Advertising orders must be received by the 20th of the  

second month preceding the month of publication (e.g.,  

Jan. 20 for March issue).

c.  When closing date falls on a weekend or holiday, issue 

closes on the next following work day.

d.  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.

e.  Cancellation of cover positions will not be accepted later  

than the l0th of the second month preceding publication  

(e.g., Dec. 10 for Feb. issue).

All finished artwork is due to Ohio Cooperative Living no later than the 1st day of the month prior to 
publication.
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All finished artwork is due to Ohio Cooperative Living  

no later than the 1st day of the month prior to publication.

American MainStreet Publications is Ohio Cooperative Living’s exclusive 

advertising representative.

For information on advertising in Ohio Cooperative Living, contact Cheryl 

Solomon, cheryl@amp.coop

Advertisers: Send camera-ready artwork to John White at john@amp.coop

When making payments for advertising, send checks made payable to Ohio 

Cooperative Living to 

 

GENERAL
INFORMATION

Duty, Honor, Country
National Veterans Memorial and Museum  
is a salute to service and sacrifice.

BY DAMAINE VONADA

A Vietnam veteran was exploring the then 
newly opened National Veterans Memorial 
and Museum (NVMM) when he saw 

another man, a veteran of World War II, and 
stopped him in his tracks with a “Thank you for 
your service.”

“It was a very moving moment,” says Shelley 
Hoffman, associate director of external affairs, 
who witnessed the scene. The poignant episode 
epitomizes NVMM’s unique mission: saluting 
every veteran from every branch of the U.S. 
military in every period of war and peace. 

Neither a solemn war memorial nor a static 
weapons museum, NVMM pays tribute to the      
40 million men and women who have served in 
the nation’s armed forces by collecting, preserving, 
and sharing their personal stories. “Most military 
museums have tanks or planes,” Hoffman says. 
“We have voices.” 

Indeed, storytelling is the museum’s defining 
element, and the voices that resonate throughout 
its exhibits are those of dozens of veterans 
representing different races, backgrounds, and 
types of military service. Visitors witness former 
Marine Corps Sgt. Jason Dominguez, whose Ohio-
based Lima Company lost 23 members in Iraq, talk 
about visiting a fallen comrade’s grave. They hear 
Spc. 4 John Flinn, an Army dog handler and Purple 
Heart recipient, recall the hostility he encountered 
after returning from Vietnam. They listen to the 
tug-at-your-heart words of Chris Moe, wife of 
Air Force pilot and prisoner of war Thomas Moe, 
describing their reunion after his torturous years 
in the Hanoi Hilton. 

Located along the Scioto River in downtown 
Columbus, NVMM was the brainchild of the 
late John Glenn, who, before he was a United 
States senator from Ohio and before he was an 
astronaut, was a Marine Corps aviator. “It was 
Senator Glenn’s vision to create a museum that 
was not specific to a particular conflict or branch 
of service,” Hoffman says. After President Trump 
signed a congressional act into law on June 
21, 2018, it officially became the first and only 
national veterans’ museum. 

The Columbus Downtown Development 
Corporation oversaw NVMM’s construction and 
utilized more than $80 million of private and 
public funding for a 53,000-square-foot museum 
building and an adjacent memorial grove. Designed P
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Whether for fun or exercise, relaxation 
or a different way to see wildlife and 
meet new people, kayaking on Ohio’s 
lakes is a perfect way to get out and 
enjoy nature.

STORY AND PHOTOS BY CELESTE BAUMGARTNER

krazeKAYAK
O

hio has a delightful abundance of lakes and 
rivers to explore, and a kayak is the perfect way 
to do it. A happy thing about lakes: There are no 

worries about paddling upstream or needing an extra 
car and a pickup place downstream. Just relax and enjoy 
the view, or make it aerobic and paddle hard. 

If fishing is your fancy, wet a line and see what’s biting. 
Like birding or nature watching? Take binoculars and a 
camera. From your kayak, you can spot that elusive bird 
flitting in the treetops, get close to the turtles sunning 
on rocks, and watch the fish swimming beneath you.

Plenty of Ohio’s state parks have lakes, many rent 
kayaks, and all are worth investigating. “Most of our 
state parks have a water feature,” says Susie Vance, 
spokesperson for the Ohio Department of Natural 
Resources (ODNR) Division of Parks and Watercraft. 
“With the increased popularity in paddling and the 
availability for accommodations, we’ve been able to put 
ADA-accessible kayak launches into many of our lakes.” 
Keep in mind that if you have your own kayak, rather 
than a rental, you must have a registration for it — just 
like a boat — available through ODNR.

In mid- to late summer, the lotus flowers are blooming 
at Cowan Lake in Wilmington. It’s an absolute 
profusion. In August or September, visit Adams County 
to see the freshwater jellies in pristine Mineral Springs 
Lake. The operators charge a small launch fee at this 
privately owned lake. 

Kathy Jett likes being outside and has made some great 
friends kayaking. She helps to head up the weekly Tri-
State Kayakers Meetup paddles at East Fork Lake. 

“In the evenings when it’s calm at dusk, the water can 
be like a sheet of glass,” she says. “We’ve seen deer, owls,  
eagles and their nests, all the birds, turtles, fish. I’ve had 
two fish jump in my kayak!” 

Continued on page 40

  MAY 2019 • OHIO COOPERATIVE LIVING  3938  OHIO COOPERATIVE LIVING • MAY 2019  

Want to feel like a kid again?  
Spend a night in a treehouse —  
only this time with a lot more luxury.  

STORY AND PHOTOS BY W.H. “CHIP” GROSS

T
he Mohicans, located near Glenmont in the remote, rugged, 

wooded hills of extreme northeastern Knox County, offers no 

less than six treehouses available for a night’s stay. Ranging 

from rustic to romantic, even their various names invite a visit: Moonlight, Old Pine, White Oak, Little 

Red, Tin Shed, and a very unique and cozy one-room honeymoon suite: The Nest.

A family business begun in 2012, The Mohicans is owned and operated by Kevin and Laura Mooney. “I 

got the idea of building treehouses for adults from a couple of my friends,” Kevin Mooney says. “At first, 

I thought they were crazy, but it’s worked out better than our wildest dreams. At the time, no one within 

hundreds of miles was offering that type of vacation lodging. I also have to credit the Amish builders 

and carpenters in our area who helped us. We literally couldn’t have done it without them.”     

Mooney contacted Pete Nelson — star of the Discovery Channel’s hit TV series Treehouse Masters 

— to design both his White Oak and Little Red treehouses. “Little Red was even featured on the 

show,” Mooney says. 

Each of the treehouses has electricity and a modern restroom with a sink and a flush toilet. The 

showers, however, are outdoors on the surrounding deck. Don’t worry — they’re enclosed, except 

for overhead. But hey, the birds and squirrels won’t laugh if they see you naked.  

Two new treehouses are coming online during 2019. The Castle is a two-story octagon. The View will be 

made mostly of glass, giving visitors a 180-degee panorama of the surrounding woodlands from bed.  

Never short on ideas, the Mooneys have future plans of putting a full-sized Airstream travel trailer up 

in a tree. “It will have a customized interior and sleep four,” Kevin says.  

If you prefer that your overnight stay be on solid ground, four cabins are also available that each 

sleep from 8 to 10 guests. Like the treehouses, the cabins are Amish-built, but these are named for 

the Mohican, Walhonding, and Kokosing rivers and Killbuck Creek.

Looking for a wedding venue? The Grand Barn Event Center hosts nearly 100 weddings per year, 

accommodating up to 200 guests. Bridal parties come from all over the country, not just Ohio and 

surrounding states.  

“Last year, we had five couples from California married here,” Mooney says. “One of the brides 

was from San Diego, and I asked her if she had ties to Ohio. She said, ‘No, I just saw a picture of 

the Grand Barn online, then clicked on the pictures of your treehouses. That’s when I turned off my 

computer and picked up the phone. I knew I wanted to be married at The Mohicans.’”   

The Mohicans is a member of The Energy Cooperative.

W.H. “Chip” Gross is Ohio Cooperative Living’s outdoors editor.  
A year ago, he and his wife, Jan, celebrated their 45th

 wedding anniversary at The Mohicans in The Nest treehouse.
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Kevin and Laura Mooney

The Tin Shed treehouse features a 
spiral staircase and swinging bridge 
(left and top); The Nest is a romantic 
getaway (middle and bottom). 
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