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QI
Economy. Community. Philanthropy.



Advertise where

Smart Leaders go for

Smart Answers

Compelling Stories. 
Cutting-edge Information.
Captivating Photography.

IQ is an intelligent advertising choice if you need to reach a regional 
marketplace and enhance your brand reputation as a community-focused 
organization. Published by the Initiative Foundation, IQ is a national award-
winning magazine. IQ complements the work of the Foundation by featuring a 
variety of articles on the economy, communities and philanthropy of Central 
Minnesota while cover stories delve more deeply into regional trends. 

The magazine is a source of insight and intelligence for busy leaders. We 
inspire knowledge that inspires action. 

Sure, you’ll find us proudly displayed in lobbies and on cabin coffee tables. 
But we’re also bookmarked, dog-eared, sticky-noted and tucked away in the 
personal files of CEOs and legislators. IQ readers are leaders. We put your ad 
in their hands.

More Leaders
IQ reaches a far greater 
circulation than other 
regional magazines. 

More Shelf Life
Leaders often save and 
reference IQ for up 
to two years after 
publication. 

Less Clutter
IQ is designed to 
showcase advertising, 
not bury it. Only 35% of 
our content is reserved 
for ad space.

Less Invoice
We’re nonprofit. 
Compare our rates to 
other media.

A Smart Buy
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GOLD STARS FOR 
KINDERGARTEN 
READINESS
How three communities are  
closing the achievement gap  
before students even start school.  

BUSINESS
Leech Lake’s Next-Gen Leader— 
LeRoy Staples Fairbanks III wants  
a community grounded in hope.  
Pg. 10

ECONOMY 
New Lives, New Businesses— 
Immigrant-run businesses add real  
value to Central Minnesota towns.  
Pg. 12

PHILANTHROPY
Donor-Advised, Community Ties—
Partner Funds provide easy, efficient  
way to give, invest locally.  
Pg. 16

4TH QUARTER 2016

1ST QUARTER 2015

Pg. 18

FOLLOW THE  
(EMERGING) LEADER
As baby boomers retire, a new 
generation discovers the rewards  
of public service. 

QI ECONOMY
Jobs Pipeline— 
Pneumatic pipe plug manufacturer 
poised for success, job creation. Pg. 10

PHILANTHROPY 
Toasting Success— 
Area foundation says “Cheers!” 
to Central Minnesota’s young 
professionals. Pg. 14

CELEBRATING  
30 YEARS  

OF COMMUNITY 
INVESTMENTS.

2015 ANNUAL REPORT

2ND QUARTER 2016

3RD QUARTER 2015 2928 Initiative Foundation Quarterly   ifound.org

TO MARKET: Sprout has helped grower  
Barry Thoele reach a broader customer base. 

Food hubs help farmers scale up and improve their bottom lines. 

Barry Thoele loves working the land. He started 
raising bait minnows in 1992 and eventually expanded into produce, 
growing anything from romaine lettuce to kale to cherry tomatoes 
that are so sweet he says moms from across the region serve them to 
their kids for treats. His farm, called Barry’s Cherries —named for 
those delicious tomatoes—sits on 22 acres in Staples. But because 
Thoele also uses hydroponics, which replaces soil with a nutrient-rich 
mineral and water solution, he’s been able to boost his capacity well 
beyond what the land alone would provide and extend his growing 
season with 7,000 square feet of plastic-wrapped high tunnels and a 
green house. “I do a lot of research into sustainable practices,” he said. 
“It’s my life’s dedication.” 

Thoele isn’t as adept at the hustle and bustle involved to get those 
products to new customers. While he grows far more vegetables than 
he could personally sell at the farmers markets he attends, Barry’s 
Cherries is too small an operation to attract large-scale customers 
such as school districts, senior residences, restaurants and hospitals.

Luckily for Thoele and other small and mid-size growers like him, 
there’s a new way for their food products to reach a broader customer 
base. Called food hubs, these regional businesses and nonprofits 
manage the aggregation, distribution, billing and marketing of 
products from local and regional farmers to wholesale, retail and 
institutional customers. A farmer growing basil, for example, can 
now take her weekly yield to a food hub, where it will be combined 
with other farmers’ basil to satisfy a nearby restaurant’s need.

It’s a possible solution that excites regional economic experts. 
“Central Minnesota has a short growing season and many of our 
counties have marginal soil quality and limited production capacity,” 
said Don Hickman, the Initiative Foundation’s vice president for 

community and economic development. “We can’t compete in 
international markets, so food hubs allow small, local farmers to 
scale up and become economically viable.” The Foundation has 
provided funding for food hub feasibility studies in the region and 
supports initiatives that benefit small farms through its Family  
Farm Fund.

GROWING BUSINESS
Today, most of the food we buy at the grocery store is grown 

and raised on large corporate farms in California, Florida and 
Mexico, according to a report by the United States Department of 
Agriculture’s Economic Research Service. Because mid-size and 
small commercial farms can’t compete with the big farms’ prices or 
distribution reach, they have typically relied on direct-to-consumer 
channels, including community sponsored agriculture (CSA) and 
farmers markets.

While the popularity of those markets has certainly been a 
win for customers seeking the most flavorful and nutritious food 
available, it hasn’t always meant economic success for farmers. 
“A grower could do three or four farmers markets a week, which 
involves a lot of work harvesting, sorting and transporting the 
product to the market, which could be more than an hour away, all 
the while keeping it fresh,” said Greg Schweser, an associate program 
director for the Regional Sustainable Development Partnerships 
(RSDP) at University of Minnesota Extension. “If it’s raining or the 
market isn’t always crowded, you might have a hard time making 
your money back.”

Selling through a food hub expands and diversifies a grower’s 
business model. As the enthusiasm for the local food movement 

“ We can’t compete in international markets, so food hubs allow 
smaller, local farmers to scale up and become economically viable.” 

By Elizabeth Foy Larsen  |  Photography by John Linn



Reach Influential People 
with Influential Information
Total Circulation: 15,000+
IQ readers are business and community leaders within the 14 counties of 
Central Minnesota. Complimentary subscriptions and publishing 
partnerships increase circulation with every issue. Each edition of IQ has 
an estimated pass-along readership of 60,000–80,000.

Subscriber Profile
AGE .............................41% are age 35–49  /  26% are over age 50

EDUCATION............79% have a college or post-graduate degree

PROFESSION .........52% work as managers, senior managers or CEOs

INCOME....................66% earn more than $50,000  /  40% earn more than $75,000

REACH .......................44% share IQ with at least 3-4 other readers

Greater St. Cloud & Elk River Area  39%
Benton, Sherburne, Stearns, Wright

Brainerd & Mille Lacs Lakes Area  29%
Cass, Crow Wing, Mille Lacs

Little Falls Area & West Central Minnesota  15%
Morrison, Todd, Wadena 

East Central Minnesota  11%
Chisago, Isanti, Kanabec, Pine 

Outside Central Minnesota  6%

List Segmentation Geographic Segmentation

Initiative Foundation Supporters  
& Leadership Program Participants

Business Leaders & Chamber 
Members

Public Reading Locations 
Includes lobbies of hospitals, salons, 
hotels, churches, etc.

Nonprofit & Government Leaders

Requested Subscribers

ECONOMY
The Automated Employee
How robotics increase efficiencies.
Pg. 10

RURAL REBOUND
Why families are moving to small towns.
Pg. 18

PROFITING THE 
COMMUNITY
Social enterprise fuels innovation.
Pg. 44

4TH QUARTER 2015

30  YEARS 
How the Minnesota  

Initiative Foundations  
became a model for  

rural philanthropy  
and economic
development.

Pg. 22
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Ad Sizes
 SIZE  WIDTH HEIGHT

 Magazine Trim Size 9” 10.75” (saddle-stitched)

Full page, with bleed 9.25” 11”

Full page 7.75” 9.5”

2/3 page, vertical 5.083” 9.5”

1/2 page, vertical 5.083” 7.062”

1/2 page, horizontal 7.75” 4.625”

1/3 page, vertical 2.417” 9.5”

1/3 page, square 5.083” 4.625”

1/6 page, vertical 2.417” 4.625”

1/6 page, horizontal 5.083” 2.187”

Advertising Rates

1/3 Sq

1/2 H

1/6 V
1/6 H

1/2 V
1/3 VFull Page 2/3 V

Brian Lehman 
Advertising Director 

(218) 838.4158

lehmanconsulting2@nisswa.net

Ashly Gilson 
Advertising Manager 

(218) 251.1714
Ashly.Gilson@gmail.com

Lois Head 
Advertising Manager

(320) 252.7348
lmhead@stcloudstate.edu

Julie Engelmeyer 
Advertising Coordinator 

(218) 824.1846

jengelmeyer@rangedelivers.com

Tech Specs
IQ only accepts press-ready 
PDF files by e-mail or CD/DVD. 
All artwork must be submitted in 
CMYK process format with images 
at 300-dpi or greater resolution. 
To guarantee that ads are printed 
to exact specifications, advertisers 
should include a high-quality color 
proof. For advertisers who choose to 
submit a PDF only, IQ will supply an 
electronic proof for approval.

Contact Julie for more information.

ifound.org
(877) 632-9255

405 First Street SE 
Little Falls, MN 56345

2 Editions  1 Edition

Outside Back Cover $1,945 $2,425 

Inside Front Cover $1,865 $2,335

Inside Back Cover $1,795 $2,235

Page 1 $1,795 $2,235

Full Page $1,595 $1,865

2/3 Page $1,195 $1,365

1/2 Page $875 $995

1/3 Page $615 $795

1/6 Page $325 $425

IQ
Each edition of IQ Magazine is available online, 
so readers can see your advertisements on all  
their devices.




