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TRUSTED BY 1.9 MILLION READERS
Reach multiple generations with print, digital and social media
South Carolina Living is more than the state’s largest lifestyle magazine. In 
print, digital and social media, we celebrate the people, places, food and travel 
experiences that define the Palmetto State and we enjoy a 75+-year legacy 
of trust with generations of readers who welcome us into their homes each 
month. Readers turn to South Carolina Living for ideas on travel, entertaining, 
gardening, home improvement and what to do with their family on weekends. 
Our valued advertising partners turn to us for custom multi-platform solutions 
that include display advertising, native storytelling, digital newsletters, e-blasts 
and sponsored Facebook posts to our highly engaged followers. 

97% 
agree South Carolina 
Living is a name  
‘I can always trust.’ 
Source:  MRI-Simmons 2022 Reader Survey

FOR MORE INFORMATION
Mary Watts
803-739-5074
Mary.Watts@ecsc.org
SCLiving.coop
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WHO WE ARE 
South Carolina Living readers 
are your best customers
Our readers are active, influential and engaged. They 
have the discretionary income to purchase the products 
and services that cater to their Southern lifestyle, and 
when they make buying decisions, they turn to our 
pages for inspiration and recommendations.

$94,000 
Average household income

$347,500 
Average market value  
of primary home 

96% 
Own their home 

73% 
Attended or graduated 
college

75% 
Adults 55+ years old
Source:  MRI-Simmons 2022 Reader Survey

625,000+ 
Avg. monthly print subscribers            
Source: AAM Audit Report, June 2024

FOR MORE INFORMATION
Mary Watts
803-739-5074
Mary.Watts@ecsc.org
SCLiving.coop

SC | stories

The promise keeper

For Mable Owens Clarke, promises made are promises 

kept. 

When she was 17, her brother made her promise to 

continue her education if she moved north to escape 

the Jim Crow South of 1960. She studied business at 

multiple Boston institutions. 

Clarke returned home 23 years later, when her 

aging father felt pressured to sell the family land in 

the Blue Ridge Foothills. She has been thwarting 

developers clamoring for the bucolic location ever 

since. A promise to her mom, days before her mother 

passed away, further inspired the decades-long effort 

to protect and sustain Soapstone Baptist Church, the 

anchor of the historic Liberia community. 

“She said, ‘Do not let the doors of Soapstone 

Church close,’” recounts Clarke. “‘Out of all the 

children I got, I’m depending on you to do that.’”

Founded by Clarke’s great-grandfather, the original 

Soapstone Church was built by formerly enslaved 

African Americans who settled in northern Pickens 

County in 1865. Nearly a century later, when the Ku 

Klux Klan burned the church down, Clarke’s mother, 

Lula, sold produce from the family farm to help rebuild. 

Lula Owens’ existential concern for her church 

was warranted. As the years passed, the popula-

tion of Liberia dwindled and so did Soapstone’s 

congregation and finances. Outside developers’ 

desire for the six-acre property did not. 

For 22 years, Clarke held monthly fish 

fries that served much more than her 

popular cornmeal-crusted flounder, 

drawing hungry supporters from 

all around and helping to keep the 

church’s doors open. 

Still, it wasn’t until last year that 

Soapstone Baptist Church became 

permanently protected through a 

conservation easement. Upstate 

Forever and other conservation 

organizations worked closely with 

Clarke to finally ensure that the church, 

the adjacent one-room schoolhouse 

and the nearby slave cemetery will 

remain safe from future residential or 

commercial developments.

“When I signed that paper, I’m 

telling you, I sat there and I cried,” 

says Clarke. “I know that this 

church cannot be sold, it cannot 

be pushed over. They can’t do 

anything to it but come and enjoy 

it.” —JOSH P. CROTZER  

PHOTO BY MILTON MORRIS

Mable Owens Clarke

CLAIM TO FAME: Matriarch of Soapstone 

Baptist Church and the Liberia community in 

Pickens County. 

LATEST ACHIEVEMENT: She was recently 

awarded the Order of the Palmetto, the state’s 

highest civilian honor, for her work creating 

the Soapstone Preservation Endowment 

(soapstonepe.org) and forever protecting the 

historic hilltop church from development.

HER SECRET WEAPON: Fried fish. For decades, 

Clarke hosted monthly fish fries that raised 

the money and community support needed to 

create a permanent conservation easement. 

WORDS TO LIVE BY: “We’re born in this world, 

not just to live for ourselves, but to give 

something back,” Clarke says. “That’s why 

I was challenged to do this.”

Stauer, 14101 Southcross Drive W., Ste 155, Dept. LAN468-05, Burnsville, MN 55337  www.stauer.com

This Necklace is NOT for  

Sale … It’s yours for FREE*

No kidding. Only Stauer can give you

200 carats of genuine amethyst for NOTHING. 

1-800-333-2045
Your Insider Offer Code: LAN468-05  

A F F O R D  T H E  E X T R A O R D I N A R Y

NEVER*

Impossible PriceBuy NOW, pay

You may think you understood the concept of “priceless” jewelry. For years, 

“priceless” meant “astronomically expensive.” That is, until now ...

Stauer smashes the luxury status quo with the release 

of our FREE* 200-Carat Lusso Amethyst Necklace. 

That’s right, we said FREE ... as in “priceless.” No 

charge.* ZERO dollars.* Call now and we’ll send 

you this impressive helping of genuine amethyst 

(independently appraised at $295) for FREE. We 

cut the price 100%. You only pay $24.95, our 

regular charge for shipping and processing. We’ll 

even pay you back with a $30 discount 

certificate –– that’s our Better Than 

Free Shipping!     

A collection of purple perfection. Your Lusso Amethyst Necklace is a 

200-carat symphony of smooth purple genuine gemstones. Each 

gemstone’s shape and translucence ignites the velvety, 

violet hues. The polished amethysts are hand-strung 

on double-knotted jeweler’s thread, and the 

stunning 18" necklace (with 2" extender) 

secures with a gold-finished lobster clasp. 

Too good to pass up. Too good to 

last long. Amethyst is one of the 

world’s most coveted gemstones 

and our supply is extremely 

limited. We can only offer 

such an outrageous deal for 

a short time every few years. 

Over 30,000 thrilled customers 

were  lucky enough to get this 

promotion last time. 

We only have about 2,500 left 

in stock. Act now!

* This offer is valid in the United States (and Puerto Rico) except in TX, FL, 

CO, OK, RI, NH, WV, OR, SC, VA, CA and ID. These state residents will be 

charged one cent ($.01) + shipping & processing for the item. Void where 

prohibited or restricted by law. Offer subject to state and local regulations. 

Not valid with any other offers and only while supplies last. This offer is lim-

ited to one item per shipping address. ** Free is only for customers using the offer 

code versus the price on Stauer.com without your offer code.  † For more information 

concerning the appraisal, visit www.stauer.com/appraisedvalues.asp.

Necklace Specifications: 

• 200 ctw of genuine amethyst

•  Gold-finished spacers 

• 18" + 2" length necklace

Lusso Amethyst Necklace: 

Lusso Amethyst Necklace (200 ctw)  $249** FREE*

* Pay only shipping & processing of $24.95. Special price only for customers using the offer code.

FREE amethyst necklace 

limited to just the first 2,500 

responders to this ad!

200 carats of pure luxury 

independently appraised at 

$295† ... yours FREE!*
 

“This necklace is 

beautiful. I could not 

believe my eyes ... 

GREAT!” 

— Bonnie from Longs, SC
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Guy McClary
AGE: 70.
RESIDES IN: Kingstree.

CLAIM TO FAME: Veteran crop duster, owner 

of Williamsburg Air Service, and two-time 

recipient of the Williamsburg Hometown 

Chamber’s “Agriculturalist of the Year.”

ACE PITCHER TO ACE PILOT: Before becoming 

an agricultural pilot, McClary thought he might 

become a professional baseball player. “I had 

about eight professional teams looking at me, 

but I got bursitis in my shoulder,” he says. “So, 

I went to the school of hard knocks and got a 

Ph.D. in the business of people.”

DANGER ZONE: For all his ups, McClary has had 

some literal downs. But each time he’s run out 

of fuel or clipped a propeller, he’s managed 

to land the aircraft successfully in fields or on 

nearby roads.
CO-OP AFFILIATION: McClary is a member of 

Santee Electric Cooperative. 

SC | stories

Cream of the crop dusters

On one of his very first flights as a crop duster, the engine in 

Guy  McClary’s plane shut down. 

“I crashed it over there,” he says, pointing to a field beside 

the Williamsburg County Regional Airport, where he now operates 

Williamsburg Air Service. “But I got out and went and got in 

another one.”  
You can call it courage or craziness, but McClary calls it hard 

work—the kind he knew growing up farming tobacco, corn and 

beans like his father and grandfather before him. His aerial career 

path took flight in 1980 on the day he went to the local airport to 

help load pesticide into a friend’s crop-dusting plane, a Cessna 188.

“I never had flying in my mind until then,” he recalls. “I caught 

on pretty quick because I’d run all kinds of farm equipment as a kid.”

Nearly 50 years later, McClary now runs one of the most 

successful aerial application outfits in the state. He does all the 

mosquito control for Georgetown and Charleston counties with two 

sleek, state-of-the-art Air Tractor 502XP planes. In season, work may 

take him to Florida and the Midwest, but he always flies home to 

Kingstree and his South Carolina farming roots.

“People think it’s fun work, but let me tell you, it’s hard work,” he 

says of crop dusting. “There’s many a day I’d rather be out there in 

the tobacco field.” —HASTINGS HENSEL | PHOTO BY MIC SMITH
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The mascot keeper
It all started during the 2011 college football 

season when the Kappa Sigma fraternity at 

Coastal Carolina University hatched a plan: 

they’d get a live rooster mascot to show off 

at their tailgate. 

The Japanese Shamo they found for sale 

was just right—a fighting rooster like the 

Chanticleer, complete with feathers the same 

shade of teal as the school’s colors. But caring 

full time for a chicken, it turns out, isn’t exactly 

what frats do best. 

Enter Melissa Stalvey. Her husband’s family 

had been raising chickens in Myrtle Beach for 

a generation, and although she’d grown up in 

Indiana as a Notre Dame fan, she’d come to 

“bleed teal” in support of her husband’s alma 

mater. An arrangement was made whereby 

she would keep Maddox (named after the 

CCU English professor who picked the school’s 

mascot in the 1960s), allowing the Kappa Sigs 

to pick him up on game days. 

“But it just got to be too much for them, and 

we were going to games anyways,” she says. 

“So, they pretty much just gave us Maddox, 

and that was history.”

These days, the Stalveys and the current 

live mascot, Maddox II, attend every home 

football game and many home basketball and 

baseball games, where the rooster is always a 

crowd favorite. During the games, you’ll even 

see him strutting his stuff on the “Maddox 

Cam” after big plays. 

“He loves the attention,” says Stalvey, who 

is not officially affiliated with the university but 

allowed to bring Maddox II to her own end-zone 

seats near the student section. “It’s like he 

knows. He’ll raise that head up, he’ll stretch, 

and he’ll turn his head in the right pose for a 

picture. He knows it’s game day.”

After Stalvey and her bird have posed 

for countless fan photos, they head back 

home, where Maddox III is running around in 

the backyard and waiting, as it were, in the 

wings. Even though Maddox II is approaching 

retirement age, the Stalveys aren’t sure 

he’s ready to hang up his spurs just yet. 

—HASTINGS HENSEL | PHOTO BY MIC SMITH

SC | stories

Melissa Stalvey
AGE: 59.
RESIDES IN: Myrtle Beach.

CLAIM TO FAME: Owner and caretaker 

of Maddox II, the live mascot of 

Coastal Carolina University.

MISTAKEN IDENTITY: Maddox II is not 

to be confused with Chauncey, the 

costumed Chanticleer. 

GET SOCIAL: Follow Stalvey and 

Maddox II on Instagram @ccumaddox.

ANIMAL ATTRACTION: The Stalveys 

also keep two dogs, four cats, two 

goats, an aquarium, a turkey named 

Tom, and 40 chickens.

PASSING THE TORCH: Maddox, the 

original live mascot and father of 

Maddox II, passed away in 2016, on 

the day CCU won the College World 

Series in baseball.

Melissa Stalvey
AGE: 59.
RESIDES IN: Myrtle Beach.

CLAIM TO FAME: Owner and caretaker 

of Maddox II, the live mascot of 

Coastal Carolina University.

MISTAKEN IDENTITY: Maddox II is not 

to be confused with Chauncey, the 

costumed Chanticleer. 

GET SOCIAL: Follow Stalvey and 

Maddox II on Instagram @ccumaddox.

ANIMAL ATTRACTION: The Stalveys 

also keep two dogs, four cats, two 

goats, an aquarium, a turkey named 

Tom, and 40 chickens.

PASSING THE TORCH: Maddox, the 

original live mascot and father of 

Maddox II, passed away in 2016, on 

the day CCU won the College World 

Series in baseball.
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85%
Agree South Carolina 
Living is a “must read”

80%
Read every issue

88%
Interact with or save 
articles or ads

88%
Agree that 
advertisements 
in South Carolina 
Living are useful and 
informative

60%
Have shared articles 
or ads

39 minutes
Average time spent 
reading each issue
Source:  MRI-Simmons 2022 Reader 
Survey
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OUR READERS ARE ENGAGED 
Align your brand with our loyal readers
�When you align your brand with South Carolina Living, you are surrounded by a legacy  
of passionate subscriber loyalty and trust that extends to our valued advertisers. 

South Carolina Living readers are interested in stories about
Travel &  
tourism
Our readers love to  
travel the Southeast:  
82% have taken a 
domestic vacation with 
at least one overnight 
stay. They average 3+ 
car-based trips per year 
and stay 6.5 nights in 
hotels, which is twice 
the national average.

Food & 
entertaining
Our readers are foodies 
who love to cook and 
entertain. Our tasty 
SC Recipe section is 
a reader favorite, and 
65% of readers cut out 
and save recipes on a 
regular basis. 

Home 
improvement
South Carolina Living 
readers are “house 
proud”— 96% own at 
least one home and 
76% plan to make  
home improvements 
or renovations in the 
next 12 months.

Pets
Our readers LOVE their 
pets and regard them 
as part of their family. In 
fact, 60% of our readers 
have a family pet and 
more than 34% own 
three or more pets. 

Lawn & garden
South Carolina Living 
readers own an average 
of 10 acres and enjoy 
being close to the 
soil. They turn to the 
magazine for advice 
on gardening, hobby 
farming and improving 
their landscape. 

FOR MORE INFORMATION
Mary Watts
803-739-5074
Mary.Watts@ecsc.org
SCLiving.coop



VALUED CONTENT 
Sharing South Carolina’s stories is  
what we do

FOR MORE INFORMATION
Mary Watts
803-739-5074
Mary.Watts@ecsc.org
SCLiving.coop

South Carolina 
Living celebrates 
the Palmetto State 
with entertaining 
storytelling and 
stunning photography 
that reflects the 
beauty, history, food, 
travel destinations and 
unique culture of the 
state we love. 
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of the world’s largest T-6 flight-training school, Warbird 
Adventures—is now telling me from the rear seat to grab the 
control stick and put my feet on the rudder pedals. 

I have two thoughts running through my head at 200 miles 
per hour. One is born out of fear. When I was a kid, my favor-
ite book was Gary Paulsen’s Hatchet, which begins with a 
pilot having a heart attack, forcing a 13-year-old boy to land a 
small plane in the Canadian wilderness. Ever since, I’ve imag-
ined this life-or-death scenario. The other is born out of deter-
mination: my grandfather was a World War II bomber pilot 
who flew more than 100 missions in Europe. Surely, I’ve got 
something of the aviator’s instinct coursing through my flesh 
and blood. 

Both thoughts reach the same conclusion: I have no choice 
but to learn how to fly this thing. 

So, I take control of the airplane and let Richard talk me 
through it. With a forward thrust of the control stick, the nose 
dips; with a backward thrust, it pulls up. When I maneuver 

the stick to the right or left, the plane rolls in that direction. 
When I press the rudder pedals, the plane yaws to either side. 
It’s hard to believe how sensitive the controls are, yet also how 
intuitive. 

But this isn’t one of those virtual reality simulations. I am 
truly flying a warplane.

Thom Richard is the archetype of an aviator—Top Gun-
handsome, his features lean and angular, as if carved by the 
wind. He talks in a pilot’s cadence, clipped and clear and 
 matter-of-fact. His story, too, is one of many air miles logged, 
and when you meet him, you trust he’s the guy you want to 
teach you to fly. 

“I grew up in Sweden,” he says. “When I was 7 years old, 
I decided I wanted to go air racing for a living because I read 
an article about that specific subject and thought it was the 
coolest thing I’d ever seen. So, everything I did from that 
point on was to move towards that goal.” uu

Learning to fly World War II  
aircraft with Warbird  
Adventures

Into the wild blue  yonder

BY HASTINGS HENSEL | PHOTOS BY TRAVIS BELL

At 5,500 feet above 
the ground, we can see for miles. We can see the farmlands 
and woods and small towns of at least four counties. We can 
see the 11,000-plus acres of Lake Greenwood spread out like 
a mere puddle. We can see birds flying between the clouds 
because we, too, are flying between the clouds—the fiercest 
bird of all, a yellow World War II-era T-6 Texan, 2½ tons of 
metal and whirring propeller blade. 

But then the world, for all its vastness, goes very small. 
“Are you ready,” I hear a voice reverberate through my 

headset, “to learn how to fly this thing?”
Suddenly: tunnel vision, a near-vertigo. I see only the 

inside of the cockpit into which I’m strapped—a dashboard of 
knobs and dials whose readings might as well be in a foreign 
language. 

Until now, I’ve been on cloud nine, along for the most 
mind-blowing flight of my life. But Aiken Electric Cooperative 
member Thom Richard—my flight instructor and the owner 

CLEAR SKIES ABOVE The American Dream 
SkyRanch is a registered airport with a 4,250-foot 
lighted grass runway that can accommodate most 
aircraft and host air shows, but it’s located outside 
of traditional air travel corridors, Thom Richard says. 
“We can do aerobatics right on top of the property 
all day long, which is fantastic for our purposes.”

READY FOR TAKEOFF Thom Richard, flight instructor and owner of Warbird 
Adventures, helps writer Hastings Hensel strap into the front seat of a 
World War II-era T-6 Texan for his first flight lesson at the American Dream 
SkyRanch. The fun-to-fly T-6 is known as “the pilot maker,” Richard says. 
“This is the aircraft you would fly as a fighter pilot before you transitioned to 
a single-seat fighter.”
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FOR MORE INFORMATION
Mary Watts
803-739-5074
Mary.Watts@ecsc.org
SCLiving.coop

POWER UP YOUR BUY
Combine print with digital and social media for greater reach
Combining our print, digital and social media tools will maximize your ROI.  
Enhance your print campaign with special rates on our trusted digital products, including 

Dedicated  
e-blasts
Enjoy 100% share of voice when 
we mail your sponsored message 
to more than 30,000 opt-in 
newsletter subscribers.

Monthly email 
newsletter 
banner ads
Promote brand awareness 
with banner ads or sponsored 
content items in our monthly 
editorial newsletter.

Sponsored  
Facebook posts
Harness the power of our 
137,000 highly engaged followers 
who love their state. Geographic 
and demographic targeting 
options available.

Sponsored 
Content Teaser
Capture our 20,550 pageviews 
and drive traffic to your website 
or promotion with this premium 
position sponsored content 
teaser on SCLiving.coop’s home 
page gallery.

Banner ads on 
SCLiving.coop
Home to all our digital content, 
the latest videos, web-extra 
stories and reader sweepstakes, 
our website delivers over 
20,550 pageviews each month. 



REGIONAL ADVERTISING
Geo-targeting to match your ideal audience

Oconee

Pickens

Greenville

Greenwood

Edgefield
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York

Union

Anderson Laurens

Newberry

Saluda

Lexington

Fairfield

Chester Lancaster

Kershaw Darlington

Marlboro

Dillon

Florence
Marion
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Lee

Sumter
Richland

Calhoun Clarendon Williamsburg

Georgetown

BerkeleyDorchester

Orangeburg
Aiken

Barnwell
Bamberg

Allendale
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Hampton
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Charleston
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Chesterfield

Abbeville

McCormick

Upstate uuuu
R E G I O N  2
Greenville, Spartanburg, 
Anderson, Rock Hill areas

150,300	 450,900
CIRCULATION	 READERS

Midlands uuuuuuu
R E G I O N  1
Greater Columbia, Aiken, 
Orangeburg, Newberry areas

157,600	 472,800
CIRCULATION	 READERS

Pee Dee
R E G I O N  3
Greater Florence, 
Myrtle Beach, 
Georgetown areas

158,900	 476,700
CIRCULATION	 READERS

Reach readers who live closest to your business 
or service territory. South Carolina Living’s 
regional distribution options targets ready-to-buy 
consumers at a fraction of the statewide price.

Lowcountry
R E G I O N  4
Charleston, Beaufort,  
Hilton Head areas

168,600	 505,800
CIRCULATION	 READERS
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tttttt

FOR MORE INFORMATION
Mary Watts
803-739-5074
Mary.Watts@ecsc.org
SCLiving.coop



2025  
AT-A- 
GLANCE
Important deadlines  
and special issues
Your message travels 
with entertaining and 
colorful articles about 
out-of-the-way places, 
interesting people, 
delicious recipes, home-
improvement projects, 
travel opportunities and 
a statewide listing of 
festival and events.

ISSUE  
MONTH

SPACE  
DEADLINE

AD MATERIALS  
DUE SPECIAL ISSUE

2025
JANUARY Dec. 2, 2024 Dec. 9, 2024

FEBRUARY Jan. 2, 2025 Jan. 7, 2025 Legislative Issue

MARCH Feb. 3 Feb. 7 Lawn & Garden

APRIL March 3 March 7 Spring & Summer Travel

MAY April 1 April 7 Home Improvement

JUNE May 1 May 7
JULY June 2 June 9

AUGUST July 1 July 7
SEPTEMBER Aug. 1 Aug. 7 Fall & Winter Travel

OCTOBER Sept. 1 Sept. 8
NOV/DEC Oct. 1 Oct. 7

DECEMBER  
WEB ONLY N/A N/A

2026
JANUARY Dec. 1, 2025 Dec. 8, 2025

FEBRUARY Jan. 2, 2026 Jan. 7, 2026
MARCH Feb. 2 Feb. 9 Lawn & Garden

APRIL March 2 March 9 Spring & Summer Travel

MAY April 1 April 7 Home Improvement

JUNE May 1 May 7

FOR MORE INFORMATION
Mary Watts
803-739-5074
Mary.Watts@ecsc.org
SCLiving.coop

SC TRAVELS 

Nature rules at 

Cypress Gardens

SC RECIPE

Dinner for $10

Tuned 
in

Join the fun  

at SkunkFest

Make a joyful  

noise with the 

Hallelujah  

Singers
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AD SIZES
NON-BLEED	 WIDTH 	 HEIGHT

FULL PAGE 	 7.5" ( 7 H") 	 9.875" (9 M")
2/3-PAGE VERTICAL 	 5" 	 9.875" (9 M")
1/2-PAGE HORIZONTAL 	 7.5" ( 7 H") 	 4.875" (4 M")
1/3-PAGE VERTICAL 	 2.375" (2 K") 	 9.875" (9 M")
1/3-PAGE HORIZONTAL	 5" 	 4.875" (4 M")
1/6-PAGE VERTICAL 	 2.375" (2 K") 	 4.875" (4 M")
2" OR 3"	 2.375" (2 K") 	 Even inches

BLEED	 TRIM WIDTH	 TRIM HEIGHT	 BLEED WIDTH	 BLEED HEIGHT

FULL PAGE 	 8.375" (8 K") 	 10.875" (10 M")	 8.625" (8 L") 	 11.125" (11 J")
2-PAGE SPREAD 	 16.75"	 10.875" (10 M")	 17"	 11.125" (11 J")
1/2-PAGE SPREAD	 16.75"	 5.5" (5 H")	 17"	 5.625" (5 L") 
				    (no top bleed needed)
COPY SAFETY MARGIN – 0.25" ( G") inside of trim
PUBLICATION TRIM SIZE – 8.375" (8 K") x 10.875" (10 M")
MINIMUM AD SIZE – 2" x 1 column.  
Ads smaller than 1/6 Vertical run in Palmetto State Marketplace
PRINTED on a heat set web press using four-color process inks and saddle-stitched

PDF FILE GUIDELINES
PRESS-OPTIMIZED PDF FILES ARE REQUIRED
• �PDF/X-4:2010 preferred, using pre‑set defaults for 

compression and transparency flattening. Earlier 
press-optimized settings (down to PDF/X-1a:2001) 
are acceptable but “Compatibility” must be set to 
Acrobat 7 or later.

• �PDF should be dimensions of ad (e.g., don’t float a 
1/6 ad in the middle of a larger page).

• �No printer/crop marks or bleeds on non-bleed ads
• �All color builds and images must be CMYK. Publisher 

is not responsible for print quality of embedded RGB 
images or PMS colors that convert to CMYK.

• �Images should be at least 300 ppi at 100% of the 
final print size. 

• �Fonts and images must be embedded.

• �Full-page ads that bleed must include 1/8" bleed on 
all four sides or ad will be resized to accommodate 
bleed. Crop marks not necessary.

• �Preferred native software is Adobe InDesign, 
Photoshop, Illustrator, or QuarkXPress.

• �A live URL link is recommended for the SCL digital 
edition. 

• �Your advertising representative will provide 
instructions on how to submit your press‑optimized 
PDF by email or FTP.

Inaccurate PDFs that require production work may 
be assessed an additional $100 fee. For further 
instructions on proper creation of digital files, please 
contact the advertising representative.
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PRINT AD DEADLINES
CONTRACT DEADLINE
The closing (deadline) date for space contracts is 

5 p.m. on first day of the month 
prior to the month of publication.

For example, ads are due April 1 for the May issue, or earlier 
if allotted space is sold. If the first day of the month occurs on 
a weekend or holiday, the closing date will be the following 
business day.

ART DEADLINE
The deadline for receipt of print-ready art is 

5 p.m. on the seventh day of the month 
prior to the month of publication.

For example, ads are due April 7 for the May issue. If the seventh 
day of the month occurs on a weekend or holiday, the deadline 
date will be the following business day.

DELIVERY OF PRINT AD MATERIALS
Submit PDFs to Mary.Watts@ecsc.org as an email attachment. 

Please include advertiser name and issue month in the 
file name.

If you would like South Carolina Living to pick up creative from 
your website, please send specific instructions and website 
address.

PRINT AD SPECIFICATIONS
Advertisements will be accepted only in the following dimensions.  
The publisher reserves the right to resize any advertisement that is inaccurate.

FOR MORE INFORMATION
Mary Watts
803-739-5074
Mary.Watts@ecsc.org
SCLiving.coop



WEBSITE BANNER ADS
300 X 250 PIXELS — right side (rail) of page
728 X 90 PIXELS — top of page, bottom of page
• �Creative formats accepted — .gif, .jpg/.jpeg or  

any rich media supported by DFP5
• �Include one URL for live link

MONTHLY E-NEWSLETTER ADS
300 X 250 PIXELS
• �Creative formats accepted —  

.gif, .jpg/.jpeg, .png, .tif, .pdf and .eps
• �Include one URL for the live link

DEDICATED E-BLAST
LIMITED INVENTORY

Ad units must be one image —  
560 PIXELS WIDE AND NO MORE THAN 1,120 PIXELS TALL
• �Accepted formats — .jpg/.jpeg, .png, .tif, .pdf and .eps
• �Provide a subject line/call to action — no more than 75 characters
• �Include one URL for the live link

SPONSORED FACEBOOK POST
LIMITED INVENTORY

We design and curate South Carolina Living’s Facebook page to celebrate 
the wonders and beauty of the state and Southern lifestyle. Posts that do not 
conform to our messaging guidelines and standards will be rejected.
Posts must have an engaging image or video
Image size is 1,200 X 630 PIXELS
• �Videos should be short. We recommend 15 to 30 seconds in length,  

and in either an mp4 or wmv format
• �Our social media team will help craft your content to ensure that it is 

complementary to our message. Posts will include: 
• �Short and engaging text—a call to action that is 25 words or less
• �Your website URL

• �Posts generally launch between 1 p.m. and 3 p.m. on scheduled dates.

SPONSORED CONTENT TEASER
LIMITED ONE PER MONTH

• �Image size is 640 WIDE X 480 PIXELS TALL. Must be one image  
(will be labeled as “Sponsored Content”)

• �Two lines of teaser copy (25 words)
• �Include one external URL for the live link

DIGITAL SPECIFICATIONS
All dimensions are WIDTH X HEIGHT.

DIGITAL DEADLINES 
All digital ad materials and files must be received on or before the 

seventh day of the month 
prior to the month of launch.

For example, files are due April 7 deadline for launch in May. If the 
seventh day of the month occurs on a weekend or holiday, the 
deadline date will be the following business day.

WEB ADS  
Run the from the first of the month until last day of the month.

MONTHLY E-NEWSLETTER 
Sent on or about the first day of the month.

DEDICATED E-BLASTs  
are sent on reserved dates.

FACEBOOK POSTS  
are posted on reserved dates.

SPONSORED CONTENT TEASER 
On the SCLiving.coop home page and run from the first of the 
month until last day of the month.

DELIVERY OF DIGITAL MATERIALS
Submit properly-formatted files to Mary.Watts@ecsc.org as an 
email attachment. 

Please include advertiser name and issue month in the 
file name.

If you would like South Carolina Living to pick up creative from 
your website, please send specific instructions and website 
address.

FOR MORE INFORMATION
Mary Watts
803-739-5074
Mary.Watts@ecsc.org
SCLiving.coop



STANDARD TERMS AND CONDITIONS  
FOR ADVERTISING CONTRACTS

1. �All advertisements are subject to the 
Publisher’s approval. The Publisher 
reserves the right to reject any 
advertisement or portion thereof.

2. �Accepted advertising must be in 
accordance with certain standards. We 
generally refuse advertising for political 
candidates, parties and campaigns; 
health products lacking FDA approval; a 
firm or individual that could be in conflict 
of interest with S.C. electric cooperatives 
or give the appearance thereof; an 
employee or trustee of an electric 
cooperative; and alcoholic beverages. 
However, at the Publisher’s discretion 
we may accept ads for distillery, brewery, 
winery and cidery tours.

3. �Advertorial, sponsored or “native 
content” may be accepted when it 
conforms to Publisher’s guidelines and all 
relevant USPS and FTC regulations.

4. �Contract deadlines: The closing 
(deadline) date for space contracts is 5 
p.m. on first (1st) day of the month prior 
to the month of publication, for example, 
April 1 for the May issue, or earlier if 
allotted space is sold. If the first day of the 
month occurs on a weekend or holiday, 
the closing date will be the following 
business day.

5. �Art deadline: The deadline for receipt of 
print-ready art is 5 p.m. on the seventh 
(7th) day of the month prior to the month 
of publication, for example, April 7 for 
the May issue. If the seventh day of the 
month occurs on a weekend or holiday, 
the deadline date will be the following 
business day.

6. �First-time advertisers are required to pay 
in advance. Proof of creditworthiness and 
good standing with customers may be 
required.

7. �Terms: net 30 days from date of invoice 
with approved credit.

8. �Methods of payment: The Publisher 
accepts checks. Cash discounts are not 
available.

9. �Liability for payment: Publisher may 
hold Advertiser and agency jointly and 
severally liable for all sums due and 
payable to the Publisher.

10. �Frequency rates: Advertising ordered 
at a frequency discount rate and not 
earned within 12 months of the first 
insertion will be billed at the earned rate 
(short rate).

11. �Positions: Guaranteed position rates 
are available. Otherwise, all ads are 
accepted as run-of-publication with 
positioning at the Publisher’s discretion 
and the Advertiser’s requests followed 
to the extent practical within regular 
makeup limitations and policies.

12. �Inserts: Rates available on request. 
Insertion order and a sample or mock-up 
of insert should be provided to Publisher 
60 days prior to the intended month of 
publication. Inserts must meet postal 
regulations and printer’s specifications. 
Advertiser is subject to additional cost 
if postage increases due to weight of 
insert.

13. �Classified advertising: The Publisher 
does not accept classified advertising.

14. �Editorial space in the Magazine cannot 
be purchased. Such space is not sold.

15. �Publisher’s liability: The Publisher is not 
responsible for errors in key numbers/
codes or for copy changes received 
after the closing date. If a scheduled 
advertisement is not published, 
Publisher’s liability is limited to a refund 
to the agency or Advertiser of an 
advance payment, if any, for the omitted 
advertisement. Liability for any error in a 
published advertisement will not exceed 
the cost of the space occupied by the 
advertisement.

16. �Agreements between the parties for 
the Advertiser to purchase marketing or 
advertising assistance must be in writing. 
Verbal orders will not be accepted. Any 
amendments, extensions, renewals, or 
modifications must also be agreed to 
in writing, which may be accomplished 
electronically. Cancellations also must be 
made in writing.

17. �After the closing (deadline) date, 
cancellations will not be accepted.

18. �Cooperation: The parties agree to work 
together on all layout and design issues.

19. �Choice of Law: The parties agree that 
this agreement and any amendments, 
extensions, renewals, or modifications 
thereof shall be governed by South 
Carolina law.

20. �Paid advertisements are not 
endorsements or promotions by any 
electric cooperative or by the Publisher.

21. �The printed Magazine is published 
monthly except December.

22. �South Carolina Living Magazine 
and all of its media properties are 
owned by The Electric Cooperatives of 
South Carolina Inc., 808 Knox Abbott 
Drive, Cayce, SC 29033. Phone: (803) 
739-5074.

These terms and conditions 
describe the requirements 
for advertising in all the 
media properties of South 
Carolina Living Magazine 
(the “Publisher”) for any 
person or entity choosing 
to purchase marketing or 
advertising assistance (the 
“Advertiser”).

The media properties 
include, but are not limited 
to, the printed monthly 
magazine, the digital 
edition of the printed 
magazine, the website 
www.SCLiving.coop, one 
or more emailed electronic 
newsletters, the Facebook 
page www.facebook.com/​
SouthCarolinaLiving, videos, 
and various events at which 
the Advertiser may exhibit its 
products or services. 

FOR MORE INFORMATION
Mary Watts
803-739-5074
Mary.Watts@ecsc.org
SCLiving.coop




