


WHAT IS A CO-OP?

AND WHY IS IT IMPORTANT TO AN ADVERTISER?

THE DEFINITION

A cooperative is a non-profit, member-owned company
whose mission is to provide service fo its members — not to
make profits for its stockholders — and whose board of direc-
tors is elected from among its membership.

There are more than 120 million members of America’s
48,000 cooperatives, including Land O’Lakes, Florida’s Nat-
ural, Ocean Spray, SunKist, Carpet One, Touchstone Energy

and many more.

THE HISTORY

Many of us get our electricity from investor-owned utilities
(IOUs), like Dominion Virginia Power or American Electric Power.

In the 1930s when the IOUs determined that it wasn't prof-
itable to run their electric lines out into the countryside, the
farmers and landowners banded together; they formed elec-
tric cooperatives and strung the lines themselves, bringing
electricity fo their communities for the first ime. By the 1940s,
they had formed statewide associations and began to pub-
lish magazines like Cooperative Living to keep in touch with
their member/owners. Now, there are nearly 1,000 electric
cooperatives that own and maintain almost half the electric
distribution lines in the U.S., covering 75 percent of the land

mass and providing electricity to 36 million people.

THE PAYOFF

The fact that our readers are member/owners of their elec-
tric co-ops gives them an interest and an involvement in their
magazine unlike any other magazine audience! They own
the co-op and, indirectly, they own the magazine — and they
love it.

Anecdotally, we know that they interact with it in many ways:

* They look forward to receiving it every month.

* They read it cover fo cover, spending as much as two
hours with a single issue.

e They write, call, fax and e-mail us with questions,
comments and kudos.

* They share the magazine with friends and relatives.

* They trust the advertisers in the same way that they trust
the editorial, because they know we only accept ads
from reputable companies that will deliver on their

promises to our readers.

(Source: Reader Focus Groups 2000; Staff experiences

with reader contact.)
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DEMOGRAPHICS
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H Insights 'on Green Building pg. 50

SEX:

Male 46%

Female 54%
AGE:

Average age 55
MARRIED: 70%
EDUCATION:

College and Advanced Degrees 55%

HOUSEHOLD INCOME:

Average Income $83,400
Retired 22%
Homemakers/Students 8%

HOME OWNERSHIP:

Homeowners 93%

READERSHIP FAST FACTS:

Monthly Readers 380,000
Readers Per Copy 2.5
Readers across Virginia 922,500+
Read 4 of last 4 issues 75.2%
Boomers age 45-64 83%
Time spent from 15 to 90 minutes reading each issue 94%

Strong Brand Loyalty
Strong reader response

30-60 day shelflife
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READING INTERESTS

Best In Virginia
Readers’ Choice
Results pg. 23

READERSHIP FAST FACTS FROM OUR JUNE 2007 READERSHIP SURVEY TELL US:
With 2.5 readers per copy more than 922,500 people read each issue of Cooperative Living.

TRAVEL
Own a Vacation/Weekend Home 82%
Own Investment Real Estate 81%
Took domestic vacation trips 83%
To the beach 56%
General sightseeing 54%

HOME IMPROVEMENTS/GARDEN PURCHASES:

Plan to purchase a riding lawn mower, lawn tractor, or utility vehicle 87%
Households Intending to Purchase a Riding Lawn Mower 36,900
Households Intending to Purchase a Chain Saw 18,450
Households Intending to Purchase a Garden Tiller 14,391
Households Intending to Purchase a Utility Vehicle 15,867
Households Intending to Purchase a Full-sized or Compact Tractor 2,140

Households Intending to Purchase a Household Chipper/Shredder 13,284
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