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200+ 
produce growers  
exhibiting  

365+ 
qualified buyers

126 
YEARS OF SERVICE

The Packer covers the fresh produce industry with an emphasis 
on unbiased news, information, insights and analysis.

Regularly referred to as The Wall Street Journal of the produce 
industry, it provides the most trusted coverage in the market.

3:1 
buyer to 
supplier 
ratio

150 90% 
of attendees recommend or make the  
final decision on purchasing produce

Live events 
with a  
combined 

touchpoints via eNewsletters  
to produce buyers per year

52 

weekly  
newspaper  
issues 

PACKER MEDIA CAPABILITIES

EVENTS

2,000+ 

2 3,000 
produce buyers receiving 
industry updates via text  
or The Packer mobile app

2,800,000 page views REACHING 1,100,00 unique users each year

2,000 
attendees

one-on-one buyer 

meetings



The Packer is the fresh produce industry’s most-recognized, most-trusted and most-read publication. 
The Packer continually invests in ensuring you are offered the best market penetration in the produce  
industry.
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TOM KARST
EDITOR-IN-CHIEF

email: tkarst@thepacker.com
phone: (913) 438-0769

web: www.tinyurl.com/freshtalkblog
twitter: www.twitter.com/tckarst

Tom Karst joined The Packer’s Produce Net-
work as a commodities editor in 1984 and has 
been with The Packer’s family of publications  
since then. He has been editor-in-chief of The 
Packer since 2018, having previously served 
as national editor from 2001 to 2018, editor of 
The Packer’s Global Produce magazine from 
1996 to 2001 and markets editor of The Packer 
from 1987 to 1996. He graduated from Kansas 
State University with an ag journalism degree 
in 1982. He enjoys family time with his wife, his 
three grown children and four grandchildren.

Editorial Team
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AMELIA FREIDLINE
COPY CHIEF

email: afreidline@thepacker.com
phone: (913) 438-0632 

twitter: www.twitter.com/amelia_edits

Amelia Freidline joined The Packer’s staff in 
2008 fresh from the University of Kansas and 
has “grown up,” professionally speaking, in the 
world of produce. She has served as a copy 
editor, designer and Opinion editor for The 
Packer since the beginning; now also edits 
PMG magazine, The Packer’s Fresh Trends 
and Produce Market Guide publications and 
serves as project manager and copy editor for 
other special projects. Amelia also is a regular 
columnist for The Packer and likes to explore 
the produce scene in foreign lands and places. 
She enjoys putting her culinary skills to use on 
The Packer’s Millennials Eat web video series, 
hosted with Ashley Nickle. Amelia is also an 
avid backyard gardener, hobby photographer 
and poet.

ASHLEY NICKLE
RETAIL EDITOR 

email: anickle@thepacker.com 
phone: (913) 438-0781

Ashley Nickle is the editor of the recently 
rebranded PMG magazine – formerly Produce 
Retailer – which covers produce retail strategy, 
merchandising, new fruit and vegetable prod-
ucts, consumer trends, industry experts and 
more. Nickle also serves as the retail editor 
for The Packer newspaper, traveling to trade 
shows around the country to keep up with 
the latest industry developments. She also 
co-hosts video series for The Packer. Nickle 
also develops and implements social media 
strategy for the PMG brand and heads up the 
selection process for the organization’s vener-
able Produce Retailer of the Year award. Ashley 
graduated from Kansas State University with a 
degree in journalism, and her first post-college 
job was as a full-time sports writer in Detroit. 
Ashley, her husband and their dog reside in 
Olathe, Kan.

CHRIS KOGER
NEWS EDITOR

email: ckoger@thepacker.com
phone: (913) 438-0783

twitter: www.twitter.com/ckoger1

Chris Koger joined The Packer in 2000 as a 
writer and has been the newspaper’s news  
editor since 2006, serving as crops editor for 
three years between those roles. He assigns, 
edits and writes stories for the weekly print 
issue and ensures The Packer’s website is 
updated with engaging content throughout  
the day. Chris graduated from Kansas State 
University with a journalism degree in 1990  
and wrote for daily newspapers in four cities in 
Kansas before starting his career covering the  
industry for The Packer.

AMY SOWDER
Northeast Editor  

email: asowder@thepacker.com 
phone: (718) 490-4458

Amy Sowder comes from a background in 
mainstream media, covering food, health and 
wellness in publications such as USA Today, 
Bon Appétit, Women’s Health, Men’s Health, 
Upworthy and Chowhound. Living in New York 
City, she provides a unique perspective as 
Northeast editor of The Packer. Sowder grew 
up in South Florida and graduated from Univer-
sity of Florida with a degree in magazine jour-
nalism. She’s worked at four restaurants and 
a supermarket, assisted cookbook authors, 
grows kale on her balcony and volunteers for 
her CSA.

BROOKE PARK
Digital Web Producer

email: bpark@thepacker.com 
phone: (913) 438-0645 

Brooke Park, The Packer’s digital strategist, 
attended college at Kansas State University. 
She studied mass communications with a 
minor in marketing. She has a passion for all 
things produce, marketing and analytics. Get-
ting down to nitty-gritty statistics inspires her to 
always strive for better. She is eager to engage 
with produce growers, shippers, retailers and 
marketers. She believes that quality content 
is key to connecting with communities across 
the produce universe. She lives in Kansas and 
loves spending time with family, golfing, wine 
tasting and cooking. 
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FRESH TRENDS

What do consumers think about produce?  
It’s in Fresh Trends, the highlights of The 
Packer’s annual consumer research study, 
presenting consumers’ attitudes about  
fruits and vegetables, so retailers can  
plan accordingly. 

PUBLISHED ANNUALLY IN MARCH

THE PACKER

Comprehensive. Objective.  
Accurate. The Packer is the au-
thoritative voice and leading source 
for news and information on fresh 
fruit and vegetable  
marketing, covering every  
aspect of the produce industry. 

PUBLISHED WEEKLY
PMA, United Fresh discuss food boxes with USDA
By Tom Karst

LEADERS OF the Produce Mar-
keting Association and the United 
Fresh Produce Association say they 
had a “candid dialogue” with U.S. 
Department of Agriculture officials 
about the Farmers to Families Food 
Box Program and expressed hope 
that improvements can be made.

In a joint letter to the industry on 
May 29, Tom Stenzel, president and 
CEO of United Fresh, and Cathy 
Burns, CEO of PMA, said they had a 
lengthy virtual meeting with USDA 
officials earlier that day. USDA offi-
cials told Stenzel and Burns that the 
agency is evaluating lessons learned 

from current contracts and devel-
oping new plans for a second round 
beginning July 1. 

“We heard about extensive analy-
sis and audits to verify what is actu-
ally taking place under current con-
tracts, which gives us confidence in 
USDA’s oversight of the program,” 
according to the letter.

USDA officials said the current 
plan is to consider companies that 
received a contract to receive an ex-
tension in the next round. In addi-
tion, the agency said that new com-
panies will also be considered for 
contracts, especially in areas where 
there are unmet needs to supply 
consumers.

Stenzel and Burns said the USDA 
is open to suggestions on how to 
meet the needs of food banks, 
“serving regions that are now un-
der-served, providing diversity of 
commodities, and better demon-
strating capabilities in the bidding 
process.”

“We reaffirmed that we believe 
one of the goals of the program is 
to support companies that have suf-
fered from the loss of foodservice 
business,” according to the letter.

“As we know, there will likely be 
many more bidders who offer their 
services than dollars or contracts al-
low, but we believe the process will 
continue to improve with a mutual 

industry and USDA goal to achieve 
maximum success for the program,” 
according to the letter.

BY THE NUMBERS
The USDA on June 4 reported that 
five million boxes had been distrib-
uted through the program. With 
$1.2 billion in contracts from the 
USDA, up to 40 million boxes will be 
distributed nationwide by June 30.

“It’s encouraging to see the pas-
sion with which farmers, distribu-
tors and nonprofits have gone above 
and beyond to make this program 
work in support of the American 
people,” Agriculture Sonny Perdue 
said in the release. P

Courtesy U.S. Department of Agriculture/Alec Varsamis
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USDA seminar 
addresses process 
for direct payments
By Chris Koger

THE U.S. Department of 
Agriculture has scheduled 
a series of web seminars to 
help produce growers and 
other producers sign up for 
direct payments through 
the Coronavirus Food As-
sistance Program.

Of the $16 billion allot-
ted to agriculture producers 
through the program, $2.1 
billion is for specialty crop 
growers. Sign-up for the 
program began May 26 and 
will last through Aug. 28.

The specialty crop semi-
nar is at 3 p.m. Eastern on 
June 9. A link to register 
will be posted on the USDA 
Farm Service Agency site, 
https://bit.ly/2UdTxVf. The 
USDA will post a record-
ing of the seminar for those 
who are unable to attend.

A CFAP national program 
specialist will discuss what 
specialty crop producers 
should know to sign up for the 
direct payment. Information 
on a Notice of Funding Avail-
ability process, on how to sub-
mit additional commodities 
before the June 22 deadline, 
will also be presented.

“This webinar will serve 
as a helpful tool to guide 
you through the application 
process,” Robert Guenth-
ner, United Fresh Produce 
Association senior vice 
president of public policy, 
said in a notice to United 
Fresh members.

Another seminar for pro-
ducers, “FSA Programs in 
the Time of Coronavirus,” 
is at 3 p.m. Eastern June 18. 

That seminar includes in-
formation about “FSA pro-
grams with producer flexibil-
ities during COVID-19 and 
also a review of targeted fund-
ing for beginning and other 
underserved farmers and 
ranchers in other programs,” 
according to a USDA release.

The USDA has estab-
lished a CFAP Call Center 
for questions: 877-508-8364.

As of June 4, according to 
the USDA, more than $545 
million in payments to pro-
ducers had been approved. 
The agency had received 
more than 86,000 applica-
tions for the CFAP grants, 
according to a news release.

The USDA will post a 
weekly report to update 
data on the process, in-
cluding payments, at 2 p.m. 
Eastern on Mondays at 
www.farmers.gov/cfap. P

Newest FreshFacts report puts sales in COVID-19 context
By Ashley Nickle

IN THE LATEST FreshFacts on Retail re-
port, the United Fresh Produce Associa-
tion examines how COVID-19 has affected 
first-quarter produce sales.

Because the report covers the first quarter 
of the year, it only captures a portion of the 
tremendous sales gains experienced at retail 
this spring due to the coronavirus crisis. 

However, along with its usual compari-
son for top 10 fruit and vegetable categories 
with the dollar and volume sales of the same 
quarter of the previous year, United Fresh’s 
report also includes a side-by-side look at 
dollar and volume sales for the top 10 items 
in the first half of the quarter compared to 
the second half of the quarter.

For the first quarter overall, all the top 10 
fruits saw dollar sales gains except grapes, 
and all saw volume gains except avocados. 
When comparing the first half of the quar-
ter to the second, however, all the top 10 
fruit items saw dollar sales increases, most 
notably lemons (27.9%), oranges (24.3%) 
and mandarins (21.4%).

All the top 10 vegetables saw dollar and 
volume jumps in the first quarter overall, 
but the big winners in dollar sales growth 
from the first half of the quarter to the 
second half of the quarter were potatoes 
(37.7%), onions (20.6%) and carrots (15%). 

Look-ahead category spotlights in the 
report include cantaloupe, corn and water-
melon, key items for the third quarter. 

Cantaloupe dollar sales for Q3 2019 were 
$181 million, nearly unchanged since the 
same period in 2017. Value-added contrib-
uted $53 million, up 5.7% from Q3 2018.

Corn has also seen dollar gains in recent 
years, totaling $244 million in Q3 2019, up 
8% from the same time frame in 2018.

Watermelon brought in $698 million in 
Q3 2019, 8.6% higher than the same time in 
2018. Volume sales were also up.

“Seedless and value-add subcategories 
that play to the convenience needs of con-
sumers are driving sales and growth, while 
the seeded variant has seen dollar sales 
plummet,” according to the report, with Q3 
2019 sales of $43 million, down 11% from 
the previous year. P

U.S. Secretary of Agriculture Sonny 
Perdue (center) participates in a Farmers 
to Families Food Box event June 1 at the 
Atlanta State Farmers Market.

Sunshine State’s deal 
gets ready to kick off
Florida Avocados, A14

‘This webinar 
will serve as a 
helpful tool to 
guide you 
through the ap-
plication process.’

Robert Guenthner, 
United Fresh Produce 

Association

File photo by Ashley Nickle
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PMG

A new resource serving as a powerful wholistic 
platform to connect produce industry buyers 
and sellers throughout North America. PMG 
has the merged strength of Produce Market 
Guide’s digital platform and the Produce 
Retailer brand.

PUBLISHED 6 TIMES PER YEAR

Magazine Supplements
The Packer partners with several associations to produce magazines targeted to their specific needs. 

TEX MEX
2020

A SUPPLEMENT TO ENDORSED BY

Fresh Connections

TEX MEX FRESH CONNECTIONS 
ANNUAL SUPPLEMENT

Tex Mex Fresh Connections annual supplement is 
published in partnership with Viva Fresh Expo. This 
supplement is a great way to get more exposure 
for the products that are coming from Mexico 
and Texas. In addition, the product is featured 
prominently at the Viva Fresh Produce Expo and 
offers the bonus distribution at that show with more 
than 18,000 recipients. 

PUBLISHED ANNUALLY IN APRIL

|  THE MOST TRUSTED NEWS IN PRODUCE   |   THEPACKER.COM  |  

FRESH
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ORGANIC
The bounty 
of organic
page 4
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ORGANIC FRESH TRENDS ANNUAL 
SUPPLEMENT

What is driving consumer purchases of organic 
produce? This annual supplement is your guide 
to consumer trends that are impacting the 
dramatic growth of organic produce. Geared 
specifically toward educating retailers, this new 
product is a must for advertisers who want to 
promote their organic lines.

PUBLISHED ANNUALLY IN DECEMBER

PBH ANNUAL SUPPLEMENT

PBH serves the greater good of the industry by  
promoting the consumption of fruits and vegetables.  
Their mission is critical to supporting the industry’s growth.  
This annual supplement is provided to update the industry 
on PBH’s new initiatives, report on the success of their 
programs and educate about their value to the industry. 
The product is a service of The Packer, provided at 
no charge to PBH, and 10 percent of all proceeds are 
donated back to PBH to support it’s initiatives. 

PUBLISHED ANNUALLY IN DECEMBER

A Supplement to The Packer and Produce Retailer

HAPPIER, 
HEALTHIER LIVES 
WITH FRUITS AND 
VEGETABLES

Print Brands
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SUSTAINABILITY INSIGHTS

The Packer’s Sustainable Produce Intelligence 
Study includes a multi-year comprehensive 
study with data leveraging The Packer’s unique 
relationships across the fresh produce value 
chain, which uncover and document critical 
understandings around consumer behaviors 
towards sustainability. It also covers the latest 
sustainability trends and data that you need to 
know to better align your brand with these key 
initiatives.

PUBLISHED ANNUALLY IN SEPTEMBER



WHAT IS NEWS?
If a story affects the business decisions sellers 
and buyers make, or if it is of interest to the 
produce community at large, we consider it 
news. We are dedicated to getting such  
information to readers as soon as possible. 
Editors weigh a variety of factors each week  
in deciding not only what is news, but where 
stories will appear and how much space they 
receive in print or online. Editors also face 
space limitations that frequently limit what 
information is published. We try to make news 
decisions as objectively as possible, setting 
aside such issues as whether the news is 
“positive” or “negative.” While we appreciate 
that so many advertisers choose The Packer 
to carry their messages, advertising  
considerations do not enter into  
news decisions.

PICTURE THIS
The Packer will consider submitted photos,  
logos, labels and other graphics for  
publication. Electronic files are preferred for 
photos and logos. Resolution should be at 
least 200 dpi. Acceptable file formats are TIF, 
JPG or EPS files. Email and CDs are accept-
able delivery options. Sharply focused black 
and white or color 5" x 7" prints, color trans-
parencies and quality printed materials are ac-
ceptable formats. Questions? Contact Amelia 
Freidline at (913) 438-0632. 

As with news releases, we reserve the right to 
determine what is acceptable for  
publication. Please include caption information 
and a contact with the submission. If request-
ed, we will return photos and other graphics 
as soon as possible. Please indicate that you’d 
like the materials returned.

KEY NEWSROOM CONTACTS 

GENERAL NEWS: 
For questions about news releases 
or story assignment, to pass along 
a story tip or to report an error in a 
story, contact News Editor  
Chris Koger at  (913) 438-0783. 

ENTERPRISE NEWS SECTIONS: 
For questions about story 
assignments for our Know Your 
Market and Shipping Profile sections, 
contact Editor Tom Karst at  
(913) 438-0769.

ANNUAL MAGAZINE EDITIONS: 
For questions or comments about 
The Produce Market Guide or Fresh 
Trends, contact Editor Tom Karst  
at (913) 438-0769.

PHOTOS AND GRAPHICS: 
For technical or content questions, 
call Copy Chief Amelia Friedline  
at (913) 438-0632.

STORY/PHOTO REPRINTS: 
For questions or comments about 
the overall publication or to address 
an unresolved concern, contact 
Editor Tom Karst at (913) 438-0769.

GETTING MATERIALS TO US
If you want to send us news about your company:   E-MAIL: news@thepacker.com   
MAIL: News Release, Attn: The Packer, 8725 Rosehill Rd., Suite 200, Lenexa, KS 66215
OVERNIGHT DELIVERIES should be sent to: News Editor Chris Koger, 8725 Rosehill Rd., Suite 200, Lenexa, KS 66215  
PHONE: (913) 438-0783

OUR EDITORIAL MISSION

The Packer serves the vertical 
produce industry through  
coverage of the marketing of  
and the marketplace for 
domestic and international 
produce.

The Packer’s mission is  
to continue to be the  
authoritative publication for  
the produce industry and to  
be the leading source of 
comprehensive, objective and 
accurate information relating  
to fresh produce marketing.

ON DEADLINES
The sooner readers or companies alert us to 
news, the better. To receive full consideration 
for each issue, news releases and letters to 
the editor should be received by the Monday 
before the publication date.

Breaking stories are assigned and developed 
as time permits.

Our drop-dead time for each week’s issue is  
3 p.m. (Central time) on Thursday.

Know Your Market and Shipping Profile  
section stories typically are assigned at least  
a month in advance.

For a copy of The Packer’s editorial calendar, 
contact Joelle Stephens at (913) 438-0727  
or visit www.thepacker.com.

RULES OF THE ROAD
Dozens of newsroom policies and guidelines 
shape each issue of The Packer. Among  
them, two are of particular note to readers  
and sources:

ERRORS: The Packer’s editors and reporters 
are committed to accurate, reliable reporting. 
Every story is checked and double-checked by 
at least two editors, some by as many as four  
or five. Nonetheless, we know that mistakes 
sometimes occur. Let us know if we’ve erred, 
and we will set the record straight, on page A2 
every week, or online if appropriate. 

PRIOR REVIEW: Reporters or editors do not 
submit a story to sources before publication. 
We will review direct quotes and facts when 
requested. We strongly encourage sources to 
contact us before publication if they believe 
they need to clarify any points.

A who’s who and what’s what guide to policies and procedures
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PMA, United Fresh discuss food boxes with USDA
By Tom Karst

LEADERS OF the Produce Mar-
keting Association and the United 
Fresh Produce Association say they 
had a “candid dialogue” with U.S. 
Department of Agriculture officials 
about the Farmers to Families Food 
Box Program and expressed hope 
that improvements can be made.

In a joint letter to the industry on 
May 29, Tom Stenzel, president and 
CEO of United Fresh, and Cathy 
Burns, CEO of PMA, said they had a 
lengthy virtual meeting with USDA 
officials earlier that day. USDA offi-
cials told Stenzel and Burns that the 
agency is evaluating lessons learned 

from current contracts and devel-
oping new plans for a second round 
beginning July 1. 

“We heard about extensive analy-
sis and audits to verify what is actu-
ally taking place under current con-
tracts, which gives us confidence in 
USDA’s oversight of the program,” 
according to the letter.

USDA officials said the current 
plan is to consider companies that 
received a contract to receive an ex-
tension in the next round. In addi-
tion, the agency said that new com-
panies will also be considered for 
contracts, especially in areas where 
there are unmet needs to supply 
consumers.

Stenzel and Burns said the USDA 
is open to suggestions on how to 
meet the needs of food banks, 
“serving regions that are now un-
der-served, providing diversity of 
commodities, and better demon-
strating capabilities in the bidding 
process.”

“We reaffirmed that we believe 
one of the goals of the program is 
to support companies that have suf-
fered from the loss of foodservice 
business,” according to the letter.

“As we know, there will likely be 
many more bidders who offer their 
services than dollars or contracts al-
low, but we believe the process will 
continue to improve with a mutual 

industry and USDA goal to achieve 
maximum success for the program,” 
according to the letter.

BY THE NUMBERS
The USDA on June 4 reported that 
five million boxes had been distrib-
uted through the program. With 
$1.2 billion in contracts from the 
USDA, up to 40 million boxes will be 
distributed nationwide by June 30.

“It’s encouraging to see the pas-
sion with which farmers, distribu-
tors and nonprofits have gone above 
and beyond to make this program 
work in support of the American 
people,” Agriculture Sonny Perdue 
said in the release. P

Courtesy U.S. Department of Agriculture/Alec Varsamis
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USDA seminar 
addresses process 
for direct payments
By Chris Koger

THE U.S. Department of 
Agriculture has scheduled 
a series of web seminars to 
help produce growers and 
other producers sign up for 
direct payments through 
the Coronavirus Food As-
sistance Program.

Of the $16 billion allot-
ted to agriculture producers 
through the program, $2.1 
billion is for specialty crop 
growers. Sign-up for the 
program began May 26 and 
will last through Aug. 28.

The specialty crop semi-
nar is at 3 p.m. Eastern on 
June 9. A link to register 
will be posted on the USDA 
Farm Service Agency site, 
https://bit.ly/2UdTxVf. The 
USDA will post a record-
ing of the seminar for those 
who are unable to attend.

A CFAP national program 
specialist will discuss what 
specialty crop producers 
should know to sign up for the 
direct payment. Information 
on a Notice of Funding Avail-
ability process, on how to sub-
mit additional commodities 
before the June 22 deadline, 
will also be presented.

“This webinar will serve 
as a helpful tool to guide 
you through the application 
process,” Robert Guenth-
ner, United Fresh Produce 
Association senior vice 
president of public policy, 
said in a notice to United 
Fresh members.

Another seminar for pro-
ducers, “FSA Programs in 
the Time of Coronavirus,” 
is at 3 p.m. Eastern June 18. 

That seminar includes in-
formation about “FSA pro-
grams with producer flexibil-
ities during COVID-19 and 
also a review of targeted fund-
ing for beginning and other 
underserved farmers and 
ranchers in other programs,” 
according to a USDA release.

The USDA has estab-
lished a CFAP Call Center 
for questions: 877-508-8364.

As of June 4, according to 
the USDA, more than $545 
million in payments to pro-
ducers had been approved. 
The agency had received 
more than 86,000 applica-
tions for the CFAP grants, 
according to a news release.

The USDA will post a 
weekly report to update 
data on the process, in-
cluding payments, at 2 p.m. 
Eastern on Mondays at 
www.farmers.gov/cfap. P

Newest FreshFacts report puts sales in COVID-19 context
By Ashley Nickle

IN THE LATEST FreshFacts on Retail re-
port, the United Fresh Produce Associa-
tion examines how COVID-19 has affected 
first-quarter produce sales.

Because the report covers the first quarter 
of the year, it only captures a portion of the 
tremendous sales gains experienced at retail 
this spring due to the coronavirus crisis. 

However, along with its usual compari-
son for top 10 fruit and vegetable categories 
with the dollar and volume sales of the same 
quarter of the previous year, United Fresh’s 
report also includes a side-by-side look at 
dollar and volume sales for the top 10 items 
in the first half of the quarter compared to 
the second half of the quarter.

For the first quarter overall, all the top 10 
fruits saw dollar sales gains except grapes, 
and all saw volume gains except avocados. 
When comparing the first half of the quar-
ter to the second, however, all the top 10 
fruit items saw dollar sales increases, most 
notably lemons (27.9%), oranges (24.3%) 
and mandarins (21.4%).

All the top 10 vegetables saw dollar and 
volume jumps in the first quarter overall, 
but the big winners in dollar sales growth 
from the first half of the quarter to the 
second half of the quarter were potatoes 
(37.7%), onions (20.6%) and carrots (15%). 

Look-ahead category spotlights in the 
report include cantaloupe, corn and water-
melon, key items for the third quarter. 

Cantaloupe dollar sales for Q3 2019 were 
$181 million, nearly unchanged since the 
same period in 2017. Value-added contrib-
uted $53 million, up 5.7% from Q3 2018.

Corn has also seen dollar gains in recent 
years, totaling $244 million in Q3 2019, up 
8% from the same time frame in 2018.

Watermelon brought in $698 million in 
Q3 2019, 8.6% higher than the same time in 
2018. Volume sales were also up.

“Seedless and value-add subcategories 
that play to the convenience needs of con-
sumers are driving sales and growth, while 
the seeded variant has seen dollar sales 
plummet,” according to the report, with Q3 
2019 sales of $43 million, down 11% from 
the previous year. P

U.S. Secretary of Agriculture Sonny 
Perdue (center) participates in a Farmers 
to Families Food Box event June 1 at the 
Atlanta State Farmers Market.

Sunshine State’s deal 
gets ready to kick off
Florida Avocados, A14

‘This webinar 
will serve as a 
helpful tool to 
guide you 
through the ap-
plication process.’

Robert Guenthner, 
United Fresh Produce 

Association

File photo by Ashley Nickle
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The publication is mailed under a separate cover.
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Advertisers can also place their ads within research pages  
of specific commodities. Most of the industry’s leading firms 
advertise in this special publication.

UNIT RATES 
All pricing gross & 
includes 4C

Back Cover ....... $ 13,000
Inside Front ....... $ 8,000
Inside Back ....... $ 7,500

PREMIUM 
POSITION RATES

Other options, call for quote.

INSERT RATES
2-page ................$7,415

Fresh Trends

PUBLICATION SPECIFICATIONS

Magazine size: 3-column format
Printing: Web offset, coated enamel stock
Binding: Saddle stitched
Non-bleed page size: 7" x 10"
Bleed page size: 8" x 10.75"  
(Keep live matter at least 0.5" in from bleed edges.)
Final trim: 7 .75" x 10.5"
Color: All color made from CMYK process.

MATERIALS ACCEPTED

For digital magazine specifications and approved  
file formats, see The Packer Online at  
www.thepacker.com or contact Joelle Stephens at  
jstephens@thepacker.com for an emailed copy.

1/3 Page
2.12" x 10"

Full Page ................ $ 7,000
1/2 Page ................ $ 5,000
1/3 Page ................ $ 4,000
1/4 Page ................ $ 3,500
1/6 Page ................ $ 2,000

thepacker.com

PMS 655 Dark Blue
PMS 7489 Light Green
PMS 349 Dark Green

Brian Burnett, bburnett@thepacker.com (913) 438-0740 
Elizabeth Cherry, echerry@thepacker.com (310) 990-9597 
James Davis, jdavis@thepacker.com (913) 438-0735
Gary English, genglish@thepacker.com (913) 484-4503

Angelo Grant, agrant@thepacker.com (913) 438-0746 
Aaron Howard, ahoward@thepacker.com (913) 438-0615 
Denise Sundvold, dsundvold@thepacker.com (314) 327-6758
Brian Woods, bwoods@thepacker.com (913) 438-0778

Deduct $750 for B/W ads



Find out what consumers think of organic produce with  
The Packer’s Organic Fresh Trends magazine. Organic Fresh 
Trends features an annual consumer research study on the 
top 10 organic commodities nationwide, including consumer 
attitudes about fruits and vegetables, so retailers can plan 
accordingly. Published annually in December.

PUBLISH DATE: 12/21/20
AD SPACE DEADLINE: 11/13/20

SUPERIOR DISTRIBUTION
Organic Fresh Trends is received by all subscribers of The 
Packer newspaper and select subscribers of Produce 
Retailer magazine. In total, Organic Fresh Trends is received 
by all Packer subscribers. The publication is mailed under a 
separate cover. 

TELL YOUR ORGANIC STORY 
Your ads will be combined with relevant commodity content 
to ensure that you are seen by interested buyers. ALSO, 
with either a 1/2 Page or Full Page ad buy, you will receive 
BONUS PROMOTIONAL COPY of the equal size, written 
by The Packer editorial staff at no additional cost to you. 

Organic 
Fresh Trends
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Don’t miss this amazing opportunity to promote your brand to 
more than 83,000 readers with influence over the consumption 
of fruits and vegetables all while supporting the PBH goals of 
increasing awareness and education. It’s a win-win for everyone 
involved. 

This unique supplement — delivered in both traditional print 
and leading-edge digital formats — will provide PBH with 
a useful tool to educate and create awareness, ultimately 
supporting everyone’s goal of creating more demand for fruits 
and vegetables. Your support is a critical aspect of the success 
of this initiative because each page of advertising purchased is 
matched with an additional page of PBH educational content. 
Your support will allow PBH to provide success stories, retail 
strategies and consumption trends and to recognize donors.

As an advertiser, your message will be delivered in The Packer 
and Produce Retailer magazine to reach an exceptional audience 
of influential consumption advocates.

Distribution
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The Packer and Produce Retailer: 20,000+  
PBH Retail Mailing: 1,500+
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DIGITAL – 
Digital edition available on ThePacker.com
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Promoted in PBH eNewsletter to 1,500+
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The Packer’s Sustainable Produce Intelligence Study includes:

✔ Multi-year comprehensive study with data leveraging The 
Packer’s unique relationships across the fresh produce value 
chain, which uncover and document critical understandings 
around consumer behaviors towards sustainability

✔ Data and insights will be shared from consumers, growers  
and retailers

✔ Definition of each term by audience segment, including the 
understanding of attitudes and perceptions surrounding 
these terms, as they are tied to sustainability – explaining the 
different perspectives of each

✔ Grower and supplier features and spotlights

✔ Fresh produce industry sustainability vision and outlook

✔ Latest sustainability trends and data that you need to know to 
better align your brand with these key initiatives

Distribution
PRINT:
The Packer and PMG: 20,000+ 
Sustainability Produce Summit 
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FILE FORMAT
SAVE YOUR FILE AS A PDF/X-1a WITH NO CROP MARKS OR WHITE SPACE  
AROUND THE OUTSIDE OF THE AD.

We encourage all customers to use the PDF/X-1a format as their standard for submitting advertisements. 
This format is the industry-wide standard for submission of print-ready material. A properly setup PDF/X-1a 
will have all fonts and images embedded and use CMYK colorspace (required for 4-color printing). 

Staff are available to answer your questions, and further information is available online at thepacker.com. 
CONTACT CARLO IGNOFFO AT (847) 268-3299, cignoffo@farmjournal.com

MECHANICAL 
SPECIFICATIONS:

Width of page: 10" 

Depth of page: 21.5"

Bleed ads are not offered on  
Packer ads.

Materials accepted:  
Digital files in PDF/X-1a preferred. 
No crop marks and no white space 
around the outside of the ad.

 
 

TABLOID MECHANICAL 
SPECIFICATIONS:

Width of Page: 8.62"

Depth of Page: 10.25"

Bleed offered on full pages.  
Bleed size is 9.75" x 11.25",  
trimming to 9.5" x 11".  
Please keep live matter 0.5"  
in from the bleed.

 
 

INSERTS SHIP TO:

The Sedalia Democrat
Attn: Henry Holtzclaw/The Packer
700 S. Massachusetts
Sedalia, MO 65301 
(600) 826-1000

PLEASE SEND ALL  
AD MATERIALS TO:

Carlo Ignoffo
cignoffo@farmjournal.com 
(847) 268-3299

COPY AND RATE POLICIES
Rates and conditions given in this rate card are subject to change without notice. Contracts, orders or 
copy instructions containing conditions which conflict with the publisher’s policies will not be considered 
binding on the publisher. Orders containing incorrect rates will be billed at rates in force at the time. Any 
tax hereafter applicable to advertising will be added to the prevailing rates. The publisher reserves the right 
to hold advertisers and/or their advertising agency jointly and severely liable for such monies as are due 
and payable to the publisher.
Advertiser and advertising agency recognize and accept that the following language appears within the 
publication: “All statements, including product claims, are those of the person or organization making the 
statement or claim. The publisher does not adopt any such statement or claims as its own, and any such 
statement or claim does not necessarily reflect the opinion of the publisher.”
Advertiser and advertising agency accept and assume liability for all content (including text, representations, 
illustrations, opinions and facts) of advertisements printed, and also assume responsibility for any claims 
made against the publisher arising from or related to such advertisements. In the event that legal action or 
claim is made against the publisher arising from or related to such advertisements, advertiser and advertising 
agency agree to fully defend, indemnify and hold harmless the publisher, and to pay any judgment, expenses 
and legal fees incurred by the publisher as a result of said legal action or claim.
The publisher reserves the right to reject any advertising which it feels is not in keeping with the publication’s 
standards. Failure by publisher to insert in any particular issue or issues invalidates the order for insertion in 

the missed issue, but shall not constitute a breach of contract. The publisher requires that proof of postal 
clearance be provided prior to publication of any advertisement containing contest copy. The word “adver-
tisement” will be placed above or below any copy, which in the publisher’s opinion resembles editorial matter. 
The publisher assumes no responsibility for improper use of coupons forming part of an advertisement.
Publisher is not liable for delays in delivery and/or nondelivery in the event of Act of God, action by any 
government or quasi-governmental entity, fire, flood, insurrection, riot, explosion, embargo, strikes, whether 
legal or illegal, labor or material shortage, transportation interruption of any kind, work slowdown or any 
condition beyond the control of publisher affecting production or delivery in any manner.
Delinquent accounts may be subject to carrying charges for unpaid balance. Publisher reserves the right 
to hold advertiser and/or its advertising agency jointly and severely liable for such monies as are due and 
payable to the publisher. If within a 12-month period from the date of the first insertion, advertisers do 
not use the amount of insertions upon which their billings have been based, the rate applicable for the 
amount of space placed will apply retroactive to the first insertion. Advertisers will be rebated if, within 
a 12-month period from the date of the first insertion, they have used sufficient additional insertions to 
warrant a lower rate.
All invoices are net 30 days. Invoices not paid within 30 days are subject to a 1.5 percent per month carrying 
charge. No cash discounts. All rates payable in U.S. funds. 
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Directory ads appear in 4-Color or Black & White. 
See our media kit calendar for the 2020 Directory Schedule.

DIRECTORY RATES

DIRECTORY SPECIFICATIONS

Unit Size Gross 

1-Box     2.37"w 
x
 3.75"h         $   670

2-Box Vertical    2.37"w 
x
 7.75"h         $1,240

2-Box Horizontal     4.75"w 
x
 3.75"h         $1,240

4-Box Square     4.75"w 
x
 7.75"h          $2,350

1

1

Smaller ads make a BIG impact when placed in The 
Packer Directories, which are specific to commodities 
and regions. Advertise in The Packer Directories and 
you’ll enjoy these important benefits: 

• The opportunity to align your products and  
services with your niche commodity market  
or region  

• A cost-effective advertising opportunity for  
companies of all sizes 

• The ability to supplement your Packer display ad 
program, gaining added exposure for your brand 

• The ability to lower your display ad frequency  
discount by increasing the number of total ads  
running in The Packer 

• FREE ad creation by Packer staff 

• Your ad printed in the weekly issue of The Packer  
(Sent to 18,000+ subscribers)

• Your ad seen in the digital version on ThePacker.com

WHAT’S INCLUDED?

SAMPLE OF PRINT DIRECTORY

2021 Media Kit
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GROW YOUR BUSINESS WITH ORGANIC FRUIT!
info@hgofarms.com    559-306-1770

P.O. Box 712    Porterville, CA 93258

Sponsored Content

The Bright Side: 
Providing Root-to-Fruit Organic 
Quality that Consumers Crave 

As they focus on health 
and wellness – a perennial 

concern but especially so in 
2020 – consumers are seeking 
out fresh organic produce. 
According to the Organic Trade 
Association, sales of organic 
produce comprise more than 
a third – 36% -- of all organic 
food sales. That represents $17.4 
billion worth of organic produce 
sales a year.

What’s more, those who 
buy organic tend to buy it 
more often. Research from the 
recently- released Power of 
Produce 2020 report from FMI, 
the Food Industry Association 
reveals that 62% of specialty and 
organic store shoppers are likely 
to consume organic fruits and 
vegetables every day, a higher 
number compared to non-
organic shoppers.

Organic fruit, including 
popular citrus fruits like oranges, 
lemons and limes, has a sunny 
outlook within the organic 
market, given consumers’ 
association between organically-
grown fruit and their personal 
wellness and health. “There is 
a belief that these products 
are farmed in a ‘cleaner’ way. 
Consumers of organic produce 
really care and want to know 
more about how fruit is farmed,” 
says Craig Morris, category 
director, citrus and grapes for 
Homegrown Organic Farms, 
Porterville, Calif.

According to Morris, there are 
some trends of note within the 
organic citrus market:

■ A hunger for detail:  
To Morris’ point, learning how 
fruit is grown organically 
is important to discerning, 
knowledgeable consumers, 
and can be done via in-store 
and online merchandising 
and promotional efforts. 
Homegrown Organic Farms 
shares insights on its own 
growers and nearly 100 outside 
growers on its website and in 
shareable videos. The company, 
which sells about 70% of 
product direct to retailers, also 
provides marketing support 
materials and in-store sampling 
programs. “It’s not just the 
grower – consumers today also 
want to know about the people 
out there turning the dirt and 
picking the fruit. They like to 
hear their stories,” he says.

■ Easy does it:  
Citrus fruits are known for 
being high in vitamin C, but 
another “c” is driving interest in 
organic citrus -- convenience. 
“We’ve noticed this past 
year that there seems to be 
an increased demand for 
user-friendly citrus fruit, like 
mandarin varieties,” reports 
Morris. “It’s so easy to grab a 
piece of fruit to take and eat 
at your desk.” Another bonus: 
in an era when reduced 
packaging and food waste 
are top of mind, individual 
servings of organic fruit fit the 
sustainability bill, too.

■ Variety show:  
Keeping things fresh for 
consumers extends beyond the 
actual freshness of the fruit. 
People like to try different things, 
which is why varieties like Meyer 
lemons, blood oranges and Cara 
Cara navel oranges have emerged 
as new favorites alongside 

traditional citrus types.
As organic consumers 

crave convenience, variety and 
information, they also want to 
know that the organic fruit they 
are buying is made in a high 
quality, truly organic way. “All 
we do is organic fresh fruit. We 
are nearing our 22nd year in the 
organic market, and that’s our 
focus,” says Morris. As one of the 
largest organic citrus growers in 
the U.S., and one with longevity 
and experience, Homegrown is 
able to grow out the varietals 
they have and scale to demand.

Just as a crop can’t be 
successful without a balance 
of conditions and care, the 
ultimate success of organic 
fruit, including citrus fruits, is 
based on factors that include 
trust and cooperation. “Our 
mission is to return the highest 
dollar we can back to the 
farmers,” notes Morris.

In addition to its citrus 
varieties, Homegrown has 
a sizable organic blueberry, 
organic stone fruit and organic 
grape program. “We have a 
365-day-a-year organic fruit 
offering and are essentially a 
one-stop shop for retailers,” 
Morris says.

To learn more about organic 
citrus and other fruits and 
hear stories from Homegrown 
Organic Farms’ growers, visit  
www.hgofarms.com.

Outside of the Box Advertising 

CUSTOM INSERT  
An exclusive removable 1-page resource 
inserted into The Packer to promote your  
brand or event. 

• 2-sided insert (standard 8.5" x 11") 
• High-impact, 4-color, 80# gloss text stock 
• 5,000 extra copies sent to you for your use
• Layout may be provided by client 
• Layout, content design and development 
 may be provided by The Packer

ADVERTORIALS   
Sponsored editorial ad space to promote  
your brand

• ½ Page and Full Page Available: 
 -½ Page Advertorial + ½ Page Ad 
  -Full Page Advertorial + Full Page Ad 
• Written by Packer  
 editorial staff as  
 Sponsored Content 
• ROP Position 
• Book 4-6 weeks prior  
 to ad close date

Print      Digital      Broadcast      Events      Research
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FRONT-PAGE BANNER AD
Your ad at the bottom of the front page 

Front-page banner ads can spread your message in two ways 
— as a stand-alone ad or as a teaser to another ad placed 
inside the edition.

The 6-column x 1.75" ad runs across the bottom of the front 
page and appears in 4-color.

ACTUAL SIZE: 10" x 1.75"

18,000+ DISTRIBUTION

FRONT COVER LABELS
Receive front-page impact from your  
advertising investment 
Front cover labels are proven attention getters and are now 
available on any issue throughout the year.

The 3" x 3" faux label is printed in the highly visible top left  
corner of the front page. In addition, front cover labels can also 
be printed on white paper in full-process color.

OTHER SPECIAL FEATURES 
AVAILABLE UPON REQUEST

Our Progress page 3

page 4

page 6

page 10

Our Difference

Our Future

page 8



Page 1 Spadia 

FRONT &
 BACK 

BACK 
PAGE

A1 Wrap

The largest, most impactful ad spaces available in The Packer 
are the A1 Wrap, the Cover Wrap and the Page 1 Spadia.

THE A1 WRAP
This specialty advertisement is a full-page ad unit that covers the entire front section 
of The Packer. This is the dramatic and impactful printed ad space we offer. Your ad 
cannot be ignored and will be seen by every reader. 

3 Pages of Total Ad Space 

Note: The Packer flag must appear at the top on the front of each type of these  
specialty ad units. 

FALSE COVER
The False Cover ad unit covers the entire front section of The Packer. This too is a 
dramatic and impactful ad space. Your ad will be seen by every reader.  

2 Pages of Total Ad Space 

PAGE-1 SPADIA 
The Page-1 Spadia is a 1/2 page flap over the front page of The Packer. This spadia 
includes both the front and the inside front of the half-page cover for your advertising 
message.   

1 Page of Total Ad Space

Rate Specs

A1 Wrap $26,500 front side of wrap is 10” x 18”
inside of wrap is 10” x 21.5”
back of wrap is 10” x 21.5”

Page 1 Spadia $12,000 front side of flap is 5" x 17.5"
back side of flap is 5" x 21.5"

False Cover $9,500 front side of flap is 5" x 17.5"
back side of flap is 5" x 21.5"
inside of flap is 10" x 21.5" 

RATES

False Cover

thepacker.com
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The most-trusted news in produce also boasts the most widely read news  
site in the produce industry. ThePacker.com consistently holds the majority of 
audience market share, with a steady lead above the competition.  

ThePacker.com offers:

• The latest industry news, including crops and markets, handling and  
 distribution, retail and food service, event and expo news

• Video insight of the latest stories from our expert editorial team

• News coverage and information on more than 80 commodities

• Weekly stories about crops, sourced from growers and shippers 

• Profiles of industry leaders

• Digital archives dating back to 1992

• Blogs from produce insiders Armand Lobato, The Packer’s own industry  
 expert Tom Karst and other industry influencers 

We hold ourselves accountable to delivering your advertisment.  
When advertising with ThePacker.com, you can trust your display ads 
will be seen by an engaged audience. 

The Packer

Position Rate

Takeover $500 CPM

Leaderboard $300 CPM

Rectangle $150 CPM

Tower $120 CPM

Content $150 CPM

Half Page Ask for pricing

Catfish Ask for pricing

Outstream Video Ask for pricing

THEPACKER.COM

To
w

er
 

Leaderboard

Rectangle

 
Content

Ad
Image

100 Character Text

 

 

Content
Ad

Image

Rectangle

Half Page

Leaderboard

Tower

100 Character Text

Web Ads
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Takeover Ads: A high impact unit the reader must close to access content, 
takeover ads make our real estate yours. To prevent audience fatigue, we offer a 
limited quantity. 

Leaderboard: The widest banner on ThePacker.com and ProduceRetailer.com, the 
leaderboard is below our top story to maximize viewability and make sure it is seen 
by the reader. It also appears mid-page and on the footer. This unit sells out quickly.

Rectangle: This versatile ad runs in multiple places on all pages, making it a great 
choice for brand recognition. 

Tower: Don’t let the audience scroll right by — follow them down the page. This 
longer form ad lets you play with design and stay in front of the reader longer. 

Content: Content ads seamlessly integrate with the editorial content while clearly 
marked as an advertisement. Pair it with sponsored content from a leader in your 
company, and position yourself as an industry expert. 

Half Page: For the impression volume of the rectangle and the visual staying power 
of the tower — you need a half page ad. Spread out and let your message take the 
space to make a big statement. 

Catfish: The Catfish/Always On unit is, by design, a highly-viewable unit because 
it affixes to the footer of the browser and remains in a static location within the 
browser even when scrolling occurs. It predominantly appears on the selected site 
homepage and can be static, animated or contain video. 

Outstream Video: As readers scan our articles, these video ads appear within the 
stream of content. If the scrolling stops, the ad continues. If the readers move past 
the video ad, the ad ceases. The video can be a standard HD video or a 360-video.

AD UNITS

Position Size File Type Max File Size Notes

Takeover 640x480 PNG, JPEG or GIF 40kb or less (include link URLs)

Leaderboard 728/970x90 PNG, JPEG or GIF 40kb or less (include link URLs)

Rectangle 300x250 PNG, JPEG or GIF 40kb or less (include link URLs)

Tower 160x600 PNG, JPEG or GIF 40kb or less (include link URLs)

Content 100x100 (plus text) PNG, JPEG or GIF 40kb or less (include link URLs)

Half Page 300x600 PNG, JPEG or GIF 40kb or less (include link URLs)

Catfish
728x90

creative includes  
1-px border

animation: 30 secs or less only may run 
1 at a given time/location

Outstream 
Video

640x360 
MOV, MP4, 3gp, 
F4V, FLV, VAST

10 mb or less (5 mb recom.)
360-videos must be in  

equirectangular (paranomic) format

The Packer’s design team is available to work with you to build the creative for 
your ad to ensure it is effective and impressive.

Web Ads
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Powered by Farm Journal data, our Produce Programmatic 
offering is incredibly targetable. Reach your audience as they 
travel the internet — your ad will show up on the sites they visit. 
Target more than 90,000 produce professionals by industry, job 
title and geographic location as well as commodity association. 

What is it? Audience extension targets members of our  
database with ads as they browse popular websites and  
mobile apps.

• Powered by our data, not guesses

• 100,000 targetable industry members — including retailers, 
buyers and brokers

• Offering display, mobile, pre-roll and eNewsletter placements

• Purchased and managed through our digital team

• Also available as a Private MarketPlace (PMP) offering

The Packer’s design team is available to work with you to build 
the creative for your ad to ensure it is effective and impressive. 

AD SPECS:  
Any combination of 300x250, 320x50, 970/728x90, 160x600 
or 300x600 in PNG, JPG, or animated GIF, 40kb or less with a 
functional URL for link

Popular List Categories
List sizes vary due to continuous maintenance and  
verification of dataset. Contact your representative for the  
latest audience numbers. 

RETAILERS: 28,439
GROWERS/PACKERS/SHIPPERS: 35,678
FOOD SERVICE: 1,237
WHOLESALERS: 5,242
CONTACT YOUR SALES REP FOR OTHER  
AVAILABLE CATEGORIES.

Produce Audience Extension 

Media Note
Inventory in  
Impressions

Display Access to nonmobile websites 400,000 month

Mobile Access to mobile web (apps and mobile sites) 250,000 month

eNews eNewsletters   55,000 month

Native Ads Access to content ads 200,000 month 

Audience Extension
Ad Here
300x250

Audience Extension 
Ad Here
300x250

Audience Extension 
Ad Here
300x250

Audience Extension Ad Here 728/970x90

Web Ads
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Web Ads Produce Programmatic

Position Rate**

Display $60 CPM

Mobile $60 CPM

eNewsletter $90 CPM

Native Ads $90 CPM

**Gross Pricing

Half Page Ask for pricing

Wallpaper Ask for pricing

Catfish Ask for pricing

Outstream Video Ask for pricing
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eNewsletters

2021 Media Kit

The Packer A.M. and P.M. eNewsletters consistently put your message in front 
of industry professionals. These eNewsletters offer the same top-notch news 
and editorial content the produce industry knows and respects from The Packer, 
but more often.

Top stories and headlines from the day are condensed in an easy-to-read  
format. These newsletters are designed for progressive produce industry  
professionals who need to know NOW.  

Our large database of readers represents every role in the produce supply chain. 
Advertising in The Packer A.M. or The Packer P.M. means reaching a wide, 
engaged cross-section of the produce industry. 

DISTRIBUTION:  
 The Packer A.M.: 72,048 The Packer P.M.: 68,328 
 List size fluctuates due to maintenance retaining only engaged readers. 

FREQUENCY:  
   The Packer A.M.: Once Daily  The Packer P.M.: Once Daily

The Packer A.M. and P.M. eNewsletters

AD SPECS:  
Static JPG, GIF or animated GIF only.
One target URL must be active at time of submission. 
Accepted file size is 150K. 
Animated GIFs are not supported by all email providers. 

Content ad size is 100x100, for graphic only, and will 
include up to 50 words of copy and a seven-word headline. 
URL in text. 

AD CREATION:  
The Packer can create basic GIFs or 
JPGs for The Packer A.M. and The 
Packer P.M. advertisers. Contact 
your Packer representative for more 
information.

3

Premium  
Rectangle
300x250

Standard 
Rectangle
300x250

Standard 
Rectangle
300x250

Standard Content
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Premium Content
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Content 
Ad 

Image

Content 
Ad 

Image

Standard 
Rectangle
300x250

Standard Content
100 Character Text

Content 
Ad 

Image

Standard Content
100 Character Text

Content 
Ad 

Image

Leaderboard
728X90

Leaderboard
728X90

The Packer A.M. & P.M. eNewsletters

Position 1x* 13x 26x 52x

Top Banner $3,830 $3,350 $3,155 $2,680

Premium Medium Rectangle $3,500 $3,060 $2,855 $2,450

Premium Content Ad $3,500 $3,060 $2,855 $2,450

Standard Rectangle $3,250 $2,845 $2,650 $2,275

Standard Content Ad $3,250 $2,845 $2,650 $2,275

Lower Banner $2,020 $1,770 $1,670 $1,415

*Gross Pricing

Outstream Video Ask for pricing
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The produce industry’s only weekly eNewsletter dedicated to informing 
and educating readers about stories and trends impacting the fastest 
growth category in produce — organic.

DISTRIBUTION:   FREQUENCY:  
47,232       Wednesdays 

Organics Insider

AD SPECS: 

Content ad size is 100x100 or 300x250, for graphic only, and includes up to 50 words 
of copy and a seven-word headline. URL in text. 

ACCEPTED FILE FORMATS: Static JPG, GIF or animated GIF only. One target URL must 
be active at time of submission. Accepted file size is 150K. 

AD CREATION:   
The Packer can create basic GIFs or JPGs for eNewsletter advertisers. Contact your 
Packer representative for more information.

Standard 
Rectangle
300x250

Premium Content
970X90 

Standard Content
970X90 

Standard 
Rectangle
300x250

Premium 
Rectangle
300x250

eNewsletters
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Organics Insider

Position 1x* 13x 26x 52x

Premium Medium Rectangle $655 $570 $535 $455

Premium Content Ad $655 $570 $535 $455

Standard Rectangle $540 $475 $445 $380

Standard Content Ad $540 $475 $445 $380

*Gross Pricing

Outstream Video Ask for pricing

Brian Burnett, bburnett@thepacker.com (913) 438-0740 
Elizabeth Cherry, echerry@thepacker.com (310) 990-9597 
James Davis, jdavis@thepacker.com (913) 438-0735
Gary English, genglish@thepacker.com (913) 484-4503

Angelo Grant, agrant@thepacker.com (913) 438-0746 
Aaron Howard, ahoward@thepacker.com (913) 438-0615 
Denise Sundvold, dsundvold@thepacker.com (314) 327-6758
Brian Woods, bwoods@thepacker.com (913) 438-0778

thepacker.com

producemarketguide.com
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PMS 349 Dark Green



Packer Tech

AD SPECS:

Content ad size is 100x100 or 300x250, for graphic only, and includes up to 50 words of 
copy and a seven-word headline. URL in text.  

ACCEPTED FILE FORMATS: Static JPG, GIF or animated GIF only. One target URL, must 
be active at time of submission. Accepted file size is 150K. 

 

AD CREATION:   
The Packer can create basic GIFs or JPGs for eNewsletter advertisers. Contact your 
Packer representative for more information. 

Food Safety, Transportation, Packaging 
The Packer Tech’s focus on food safety, transportation and packaging keeps  
readers up-to-date with the latest information about these hot topics. Your ad will 
reach an audience committed to keeping produce safe through the supply chain. 

DISTRIBUTION:    FREQUENCY:  
31,000        Two times per month, on the 
      second and fourth Wednesday

 

 

Standard Content
970X90 

Standard Content
970X90 

Standard Content
970X90 

 

eNewsletters
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Standard 
Rectangle
300x250

Standard 
Rectangle
300x250

Premium  
Rectangle
300x250

Packer Tech

Position 1x* 6x 13x 26x

Premium Medium Rectangle $655 $605 $570 $455

Standard Rectangle $540 $505 $475 $380

Standard Content Ad $540 $505 $475 $380

*Gross Pricing

Outstream Video Ask for pricing

Brian Burnett, bburnett@thepacker.com (913) 438-0740 
Elizabeth Cherry, echerry@thepacker.com (310) 990-9597 
James Davis, jdavis@thepacker.com (913) 438-0735
Gary English, genglish@thepacker.com (913) 484-4503

Angelo Grant, agrant@thepacker.com (913) 438-0746 
Aaron Howard, ahoward@thepacker.com (913) 438-0615 
Denise Sundvold, dsundvold@thepacker.com (314) 327-6758
Brian Woods, bwoods@thepacker.com (913) 438-0778

thepacker.com

producemarketguide.com
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The Packer  
Digital Edition

Position Size Max File Size

Medium Rectangle 300x250 45K

Content Ad 100x100 25K

eNewsletters
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300X250 

Brian Burnett, bburnett@thepacker.com (913) 438-0740 
Elizabeth Cherry, echerry@thepacker.com (310) 990-9597 
James Davis, jdavis@thepacker.com (913) 438-0735
Gary English, genglish@thepacker.com (913) 484-4503

Angelo Grant, agrant@thepacker.com (913) 438-0746 
Aaron Howard, ahoward@thepacker.com (913) 438-0615 
Denise Sundvold, dsundvold@thepacker.com (314) 327-6758
Brian Woods, bwoods@thepacker.com (913) 438-0778

ISSUE ANNOUNCEMENT 
The Packer’s weekly print issue is also sent to recipients as a 
digital PDF and stored digitially on ThePacker.com. 

Your ad will be featured in the weekly announcement email 
that links to the digital edition. 

DISTRIBUTION:   
12,000 recipients per issue announcement 

FREQUENCY:  
Weekly, received on Monday 

thepacker.com

producemarketguide.com
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Benefits
• Target your audience with your message.

• Your message is featured with relevant news content your  
 audience can use — adding credibility to your message. 

• Your message can link to the content of your choice — a website,  
 video or content we host for you.

• Our team provides professional layout, proofs and deployment  
 to our list.

• Don’t compete with other advertisers — this eBlast send features  
 only your brand. 

• Our flexible deployment lets you schedule the eBlast send to suit  
 your schedule.  

RATES: $240 CPM ($500 minimum)

How it Works
• You supply your marketing message, and our editors compile  
 news content relevant to your product category and/or  
 target audience. 

• The eBlast is sent on the day and time of your choice, up to  
 75,000 produce professionals. 

SPECS:

• Title — seven words maximum

• 200 words of content

• 300x250 image — JPG or static GIF under 150K (The Packer  
 design staff is available to create a custom design if needed.)

• URL that will link to your message

• Materials due one week prior to deployment date

CONTACT: 

Please send creative to producetraffic@farmjournal.com. 

50/50 eBlasts

eBlasts

2021 Media Kit

We do not execute more than 1x/day to same audience.

Brian Burnett, bburnett@thepacker.com (913) 438-0740 
Elizabeth Cherry, echerry@thepacker.com (310) 990-9597 
James Davis, jdavis@thepacker.com (913) 438-0735
Gary English, genglish@thepacker.com (913) 484-4503

Angelo Grant, agrant@thepacker.com (913) 438-0746 
Aaron Howard, ahoward@thepacker.com (913) 438-0615 
Denise Sundvold, dsundvold@thepacker.com (314) 327-6758
Brian Woods, bwoods@thepacker.com (913) 438-0778

thepacker.com

producemarketguide.com
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Benefits of Custom eBlasts
• Communicate a 100% branded message directly to your  

target audience.

• Drill down within your audience to reach only the desired 
demographic.

• Link to your website, product information or the content of  
your choice.

• Proofing and deployment handled by The Packer’s digital team.

• Flexible deployment date.

• Send to 80,000* opted-in contacts. 

 *Number varies depending on audience and continuous  

maintenance of dataset. Contact your representative for the latest audience numbers.

RATES:  
$300 CPM ($500 minimum). Contact your Packer sales 
representative for frequency rates and available send dates.

AD SPECS:
Client supplies HTML file or The Packer’s creative services team is 
available to build HTML. 
• 750-pixel max width, no height max.
• 100K max file size (includes images and HTML files).
• All HTML must utilize table-based layouts, using CSS only to control 

typography and color. 
• Only text, JPG and GIF images are allowed.
• Full image paths in the code must be used (for example http://www.

domain.com/images/graphic1.jpg).
• Recommended subject line length is 12 words or 150 characters and 

are subject to The Packer’s approval.
• Links to PDF, Word documents or other non-traditional “webpage” 

links within the email must be clearly identified.
• An eBlast that is entirely a linked image is NOT recommended, as 

many of today’s platforms block images. Converting your web ad to a 
PDF and emailing it is also not a best practice.

• The eBlast should combine text and images with a call to action within 
the text component.

• Please provide a list of who should receive proofs to approve the 
eBlast as well as any seed lists. 

CONTACT: 
Materials can be sent to producetraffic@farmjournal.com.

Custom Targeted eBlasts 
Give your brand impact. Use our email database and target your exact audience. 

eBlasts
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Brian Burnett, bburnett@thepacker.com (913) 438-0740 
Elizabeth Cherry, echerry@thepacker.com (310) 990-9597 
James Davis, jdavis@thepacker.com (913) 438-0735
Gary English, genglish@thepacker.com (913) 484-4503

Angelo Grant, agrant@thepacker.com (913) 438-0746 
Aaron Howard, ahoward@thepacker.com (913) 438-0615 
Denise Sundvold, dsundvold@thepacker.com (314) 327-6758
Brian Woods, bwoods@thepacker.com (913) 438-0778
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Want  to announce a new product before the trade show? 
This eNewsletter puts your product in front of attendees 
before they even arrive, directing traffic to your website and 
booth — increasing your expo ROI. 

Product Innovations 
Announce a new product before the trade show

2021 Expo Dates 

GOPEX ...............................................................Jan. 9-11

SEPC Southern Exposure ................................ Feb. 27-29

CPMA Convention ............................................May 12-14

Viva Fresh Produce Expo ........................... Apr. 30- May 2

West Coast Produce Expo ...............................May 29-30

United Fresh Convention .................................June 16-18

Organic Produce Summit ..................................... July 8-9

PMA Foodservice Expo .................................... July 24-25

New England Produce Council ........................Aug. 25-26

PMA Fresh Summit ...........................................Oct. 15-17

New York Produce Show ...................................Dec. 8-11

Your investment provides you with:
• 100x100 JPG logo

• 125x125 JPG produce image

• Up to a seven-word headline

•  Up to 50 words of copy

•  URL

RATE:
$500. Space is limited. For more information or to reserve your 
space, contact your Packer sales representative. 

eBlasts
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Brian Burnett, bburnett@thepacker.com (913) 438-0740 
Elizabeth Cherry, echerry@thepacker.com (310) 990-9597 
James Davis, jdavis@thepacker.com (913) 438-0735
Gary English, genglish@thepacker.com (913) 484-4503

Angelo Grant, agrant@thepacker.com (913) 438-0746 
Aaron Howard, ahoward@thepacker.com (913) 438-0615 
Denise Sundvold, dsundvold@thepacker.com (314) 327-6758
Brian Woods, bwoods@thepacker.com (913) 438-0778
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How do you get your message in front of someone 
who has shown interest in your product? Send 
them an eBlast after they look at relevant  
content! After reading specific content, a known 
user will receive your eBlast. This creates the next 
communication tactic, leading to a client funnel. 

BENEFITS 

Target audience with proven interest  
in relevant topics.

• Track engagement with timely results.

• Move forward from triggered  
 eBlast success into Produce  
 Programmatic, and continue to  
 reach engaged audiences.

RATE: 
$750 minimum per month 

Triggered eBlasts and Marketing Automation

Marketing Automation

The Packer can use marketing automation to deliver relevant content to readers’ 
inboxes as they show interest in certain topics in real time. This program is 
customizable, depending on the content clients are looking to deliver to readers. 

RATE:
$750 minimum 

AD SPECS: 
Client supplies HTML file. The Packer’s creative services team is 
available to build HTML for little cost. 

• All HTML must use table-based layouts, using CSS only to  
 control typography and color. 
• There is a 750-pixel max width and up to 100K max file size  
 (includes all images/HTML files). No height max. 
• Only text, JPG and GIF images are allowed — Flash, Rich Media,  
 image maps and JavaScript cannot be used. 
• Full image paths in the code must be used (for example  
 http://www.domain.com/images/graphic1.jpg).
• Clients should provide detailed linking instructions.
• Subject lines should make the receiver want to open them.  
 We suggest no more than 12 words or 150 characters. Subject  
 lines are approved by The Packer.
• Links to PDF, Word documents or other non-traditional “webpage”  
 links within the email must be clearly identified.
• An eBlast that is entirely a linked image is NOT recommended,  
 as many of today’s platforms block images. Converting your web  
 ad to a PDF and emailing it is also not a best practice.
• The eBlast should combine text and images with a call to action  
 within the text component.
• Please provide a list of who should receive proofs to approve  
 the eBlast as well as any seed lists. 

CONTACT:
All creative should be submitted to producetraffic@farmjournal.com.

• After reading specific content, a  
 known user will receive a specific  
 eBlast from a relevant company.

• Type of response to the eBlast  
 creates the next communication tactic.

• All built to lead into the client funnel

eBlasts
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Brian Burnett, bburnett@thepacker.com (913) 438-0740 
Elizabeth Cherry, echerry@thepacker.com (310) 990-9597 
James Davis, jdavis@thepacker.com (913) 438-0735
Gary English, genglish@thepacker.com (913) 484-4503

Angelo Grant, agrant@thepacker.com (913) 438-0746 
Aaron Howard, ahoward@thepacker.com (913) 438-0615 
Denise Sundvold, dsundvold@thepacker.com (314) 327-6758
Brian Woods, bwoods@thepacker.com (913) 438-0778
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The Packer Mobile App
Readers love The Packer Mobile App – in fact, they are our most 
engaged audience. The app features the same news you’ve 
grown to trust — in one easily accessed app that alerts you to the 
latest news. 

More than 1,500 users (and growing!) access more news and 
spend more time reading articles on an app than on a website. 
That gives your message more time to be visible, while multiple ad 
sizes allow for flexible creative options. 

• App users look at six times more pages than web viewers. This  
 means more time with your ad. 

• App users spend more time viewing content than website  
 visitors — 2:45 versus 1:08. This also means more time with  
 your ad. 

• Apps are often downloaded by the top 10% users/engagers.  
 That means ads are in front of our most engaged audience. 

AD SPECS:
Multiple creative sizes available,  
particularly 640x100, 600x500, 300x250.

CONTACT:
All creative should be submitted to  
producetraffic@farmjounal.com. 

(Available in the MyFarmRadio app)

AppOpen Front Box Front Banner

Mobile

2021 Media Kit

Interstitial Native Ads Standard Banner

Brian Burnett, bburnett@thepacker.com (913) 438-0740 
Elizabeth Cherry, echerry@thepacker.com (310) 990-9597 
James Davis, jdavis@thepacker.com (913) 438-0735
Gary English, genglish@thepacker.com (913) 484-4503

Angelo Grant, agrant@thepacker.com (913) 438-0746 
Aaron Howard, ahoward@thepacker.com (913) 438-0615 
Denise Sundvold, dsundvold@thepacker.com (314) 327-6758
Brian Woods, bwoods@thepacker.com (913) 438-0778

thepacker.com

producemarketguide.com

PMS 655 Dark Blue
PMS 7489 Light Green
PMS 349 Dark Green



The Packer Text Alerts
Each week, The Packer sends the top three stories to text subscribers. 
Advertisers have the opportunity to sponsor the send, putting their image and 
link in the hands of The Packer’s engaged mobile list. 

Advertisers who sponsor The Packer Mobile Updates will receive attribution in 
the weekly mobile update and have the option to send one custom MMS tBlast 
per month to The Packer Mobile Update audience. 

TO SIGN UP:  
Text 31313

LIST SIZE:  
3,400 subscribers

AD SPECS:  
Image Files: 640x480 JPG, high resolution recommended,  
20% margins around any text or logo, working URL.

CONTACT:  
For specification questions or to submit creative, please email  
producetraffic@farmjournal.com.

Want to get a message into hands of The Packer subscribers — 
but on your own schedule?

Customers can use our MMS tBlasts to: 

• Provide seasonal tips and advice

• Share a video

• Deliver audio files or a podcast

• Drive web traffic

• Share comparative data in charts and graphs

• Create sales leads

• Link to social media efforts

• Deliver coupons, rebates, tickets, etc. 

• Showcase community involvement

• Conduct research via text-based polling

Custom tBlasts

Mobile
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Brian Burnett, bburnett@thepacker.com (913) 438-0740 
Elizabeth Cherry, echerry@thepacker.com (310) 990-9597 
James Davis, jdavis@thepacker.com (913) 438-0735
Gary English, genglish@thepacker.com (913) 484-4503

Angelo Grant, agrant@thepacker.com (913) 438-0746 
Aaron Howard, ahoward@thepacker.com (913) 438-0615 
Denise Sundvold, dsundvold@thepacker.com (314) 327-6758
Brian Woods, bwoods@thepacker.com (913) 438-0778
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Geo-Fencing Plus 
Geo-fence around any location or pick from the major  
industry events — but be sure those impressions aren’t going to 
waste — use Farm Journal’s Produce Programmatic. 

The PLUS carries the communication beyond the event,  
retargeting those who attended with your message for up to a 
month after the event.  

How it works: 
 
Target any of the 110,000 produce industry members  
within the established ZIP-based fence, or use latitude  
and longitude markers for even tighter targeting.

RATES:
• Pricing starts at $200 per day. 

Retarget attendes for one month following a produce  
event for $1,000.

AD SPECS: 
Required specs: 300x250, 728x90, 320x50
Optional specs: 320x480 and 768x1024

AD CREATION:   
The Packer can create basic GIFs or JPGs at no cost for  
The Packer A.M. and The Packer P.M. advertisers. Contact your 
Packer representative for more information.

CONTACT:  
Creative should be sent to producetraffic@farmjournal.com.

Mobile
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Brian Burnett, bburnett@thepacker.com (913) 438-0740 
Elizabeth Cherry, echerry@thepacker.com (310) 990-9597 
James Davis, jdavis@thepacker.com (913) 438-0735
Gary English, genglish@thepacker.com (913) 484-4503
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Aaron Howard, ahoward@thepacker.com (913) 438-0615 
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LIST SIZES:  
110,000 targetable members of the produce industry

RATE:  
$75 CPM 
210,000 impressions available per month  

AD SPECS:  
15-second video in MP4 format

AD CREATION:   
The Packer can create basic GIFs or JPGs at no cost for  
The Packer A.M. and The Packer P.M. advertisers. Contact 
your Packer representative for more information.

Produce Programmatic Pre-Roll

SPECS: 

• Length: Approx. 15 sec. 

• Format: MP4 

• Video Encoding: #264

• Audio Encoding: aac/mp3/m4a

• Resolution: 1290x720 pixels  

• Runs for one month 

• Featured prominently on web pages  
that your audience visits

Produce Programmatic lets you put your video in front  
of your audience wherever they go on the internet.

• You identify the target demographic you want to see  
your video.

• Our Produce Programmatic partner locates those 
addresses as your audience moves around the internet 
and puts your pre-roll video in front of the video they  
are watching.

• The video is featured prominently on web pages your 
audience visits.

Video
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Live From Videos
Use our Live From videos to help extend your trade  
show message to retailers unable to attend the event.

No other program gives you:
• Guaranteed airing of your content
• Control of your message
• Targeted package
• The final video to keep

Live From LITE PMA 2020 – $1,750
Program includes:

• 30-second highlight video within The Packer’s PMA Video 
Recap eNewsletter

• Professional videographer films and edits

Live From PMA 2020 – $4,775
Program includes:

• 3-5 minute video interview filmed on location at PMA
• Professional, freelance videographer films and edits
• Hosted page and video player, plus project management

Promotional aspects:
• 1x The Packer A.M. or P.M. eNewsletter with PMA module 

at top
• Social media/Facebook capmaign
• 300x250 rectangle ad on thepacker.com 

Live From PLUS PMA 2020 – $8,250 
Program includes:

• 3-5 minute video interview filmed on location at PMA
• Professional, freelance videographer films and edits
• Hosted page and video player, plus project management

Promotional aspects:
• November and December extended exposure
• 3x The Packer A.M. or P.M. eNewsletter with PMA module 

at top
• 300x250 rectangle ad on thepacker.com
• Produce audience extension to singular segment of our 

audience for November and December
• Social media/Facebook campaign: 1 in Nov., 1 in Dec. 
• 1x MMS text blast of your video to Packer text list

Video
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Commodity-Specific Advertising 
Produce is a unique industry. It’s difficult to plan advertising around 
perishable commodities with specific availability cycles. 

To remove the guess work, we’ve created commodity-specific  
advertising solutions. 

PACKAGES
Prices range from $750-$2,500, with packages that may include 
targeted Produce Programmatic, Commodity Alerts and  
ThePacker.com or ProduceRetailer.com run-of-site ads. Speak to 
your Packer sales representative for more information. 

COMMODITY ALERTS NEWSLETTER
This targeted newsletter offers relevant editorial content about a 
single commodity with your rectangle or content ad featured promi-
nently. These newsletters go to subscribers who have opted in to 
news about that commodity, ensuring an engaged and interested 
audience. Prices are based on the commodity and list size. To 
advertise in this highly-targeted eNewsletter, rates begin at $750.

CONTACT:  
For specification questions or to submit creative, please email  
producetraffic@farmjournal.com. Avocados

Mushrooms

Potatoes

Apples

Berries

Cherries

Onions

Grapes

Peaches

Asparagus

Popular 
Commodities on 
ThePacker.com:

Packages
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Sponsored Social Media
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Facebook Image Ad 
 Text: 125 characters 
 Headline: 25 characters 
 Link Description: 30 characters 
 Filetype: .jpg .png 
 Recommended  
 Min Resolution: 1200x628 
 Image Ratio 9:16 or 16:9 
 Min Height & Width: 600 px 
 Recommended  
 Resolution: Upload the highest  
  resolution image available  
     Images that consist of more than 20%  
     text may experience reduced delivery.

Facebook Video Ad 
 Text: 125 characters 
 Headline: 25 characters 
 Link Description: 30 characters 
 Max Image Files Size: 4GB 
 Min/Max Video Length: 1 sec to 240 minutes 
 Image Ratio: 9:16 or 16:9 
 Recommended Resolution: Upload the highest video available  
  that meets file size & ratio limits 
 Video captions and sound are optional but recommended.

Pinterest 
 Width Minimum: 600 px 
 Height Range: 900 px - 2100 px 
 Filetype: .jpg .png .gif 
 Image Ratio: 2:3 or 1:3:5 
 Small Thumbnail: 69x69 
 Large Thumbnail: 216x146 
     Pins should be vertically oriented so  
     they appear fully on users’ feeds.

Twitter 
 Tweet Copy: 256 characters  
  (24 are used for images) 
 Website Title Length: 70 characters 
      Device/app settings may truncate description.  
     50 characters limits most truncation. 
 Filetype: .jpg .png 
 Max Image Files Size: 3MB 
 Image Size: 800x418 for 1:91:1 ratio 
  800x800 for 1:1 ratio
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Elizabeth Cherry, echerry@thepacker.com (310) 990-9597 
James Davis, jdavis@thepacker.com (913) 438-0735
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Angelo Grant, agrant@thepacker.com (913) 438-0746 
Aaron Howard, ahoward@thepacker.com (913) 438-0615 
Denise Sundvold, dsundvold@thepacker.com (314) 327-6758
Brian Woods, bwoods@thepacker.com (913) 438-0778
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Drive traffic, generate leads and increase your brand aware-
ness with social sponsored posts on The Packer platforms. 
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Produce Team

Brian Burnett, bburnett@thepacker.com (913) 438-0740 
Elizabeth Cherry, echerry@thepacker.com (310) 990-9597 
James Davis, jdavis@thepacker.com (913) 438-0735
Gary English, genglish@thepacker.com (913) 484-4503

Angelo Grant, agrant@thepacker.com (913) 438-0746 
Aaron Howard, ahoward@thepacker.com (913) 438-0615 
Denise Sundvold, dsundvold@thepacker.com (314) 327-6758
Brian Woods, bwoods@thepacker.com (913) 438-0778

FOR ADVERTISING INQUIRES, CONTACT:

BRIAN BURNETT
email: bburnett@thepacker.com

Phone: (913) 438-0740

JAMES DAVIS
email: jdavis@thepacker.com

Phone: (913) 438-0735

ANGELO GRANT
email: agrant@thepacker.com

Phone: (913) 438-0746

AARON HOWARD
email: ahoward@thepacker.com

Phone: (913) 438-0615

BRIAN WOODS
email: bwoods@thepacker.com

Phone: (913) 438-0778

GAGE ROHWER 
Event Attendee 

Development Manager
email: grohwer@thepacker.com

Phone: (913) 438-0714

CAROLYN ADDINGTON
Print Ad Coordinator

email: caddington@farmjournal.com
Phone: (913) 438-0720

ELIZABETH CHERRY 
email: echerry@thepacker.com

Phone: (310) 990-9597

DENISE SUNDVOLD
email: dsundvold@thepacker.com

Phone: (314) 327-6758

GARY ENGLISH
email: genglish@thepacker.com

Phone: (913) 438-0789

JENNIFER KEARNEY
Digital Ad Coordinator

email: jkearney@farmjournal.com
Phone: (913) 438-0779

MATT MORGAN 
Senior Vice President
email: mattmorgan@farmjournal.com
Phone: (913) 438-0654
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JOELLE STEPHENS 
email: jstephens@thepacker.com

Phone: (913) 438-0727



PUBLISHER’S PROTECTION CLAUSE 
Rates and conditions given in this rate card are subject to change without 

notice. Contracts, orders or copy instructions containing conditions 

which conflict with the publisher’s policies will not be considered binding 

on the publisher. Orders containing incorrect rates will be billed at rates in 

force at the time. Any tax hereafter applicable to advertising will be added 

to the prevailing rates. The publisher reserves the right to hold advertisers 

and/or their advertising agency jointly and severally liable for such monies 

as are due and payable to the publisher.

 Advertiser and advertising agency recognize and accept that the 

following language appears within the publication: “All statements, 

including product claims, are those of the person or organization 

making the statement or claim. The publisher does not adopt any such 

statement or claims as its own, and any such statement or claim does not 

necessarily reflect the opinion of the publisher.

 Advertiser and advertising agency accept and assume liability for all 

content (including text, representations, illustrations, opinions and facts) 

of advertisements printed, and also assume responsibility for any claims 

made against the publisher arising from or related to such advertisements. 

In the event that legal action or claim is made against the publisher arising 

from or related to such advertisements, advertiser and advertising agency 

agree to fully defend, indemnify and hold harmless the publisher, and to pay 

any judgment, expenses and legal fees incurred by the publisher as a result 

of said legal action or claim.

 The publisher reserves the right to reject any advertising which it feels is 

not in keeping with the publication’s standards. Failure by publisher to insert 

in any particular issue or issues invalidates the order for insertion in the 

missed issue, but shall not constitute a breach of contract. The publisher 

requires that proof of postal clearance be provided prior to publication of 

any advertisement containing contest copy. The word “advertisement” 

will be placed above or below any copy which in the publisher’s opinion 

resembles editorial matter. The publisher assumes no responsibility for 

improper use of coupons forming part of an advertisement.

 Publisher is not liable for delays in delivery and/or non-delivery in the event 

of an Act of God, action by any government or quasi-governmental entity, 

fire, flood, insurrection, riot, explosion, embargo, strikes, whether legal or 

illegal, labor or material shortage, transportation interruption of any kind, 

work slowdown, or any condition beyond the control of publisher affecting 

production or delivery in any manner.

 Delinquent accounts may be subject to carrying charges for unpaid 

balance. Publisher reserves the right to hold advertiser and/or its advertising 

agency jointly and severely liable for such monies as are due and payable 

to the publisher. If within a 12-month period from the date of the first 

insertion, advertisers do not use the amount of insertions upon which 

their billings have been based, the rate applicable for the amount of 

space placed will apply retroactive to the first insertion. Advertisers will 

be rebated if, within a 12-month period from the date of the first insertion, 

they have used sufficient additional insertions to warrant a lower rate.

 All invoices are net 30 days. Invoices not paid within 30 days are subject 

to a 1.5% per month carrying charge. No cash discounts. All rates payable 

in U.S. funds.
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