
At about the same time as road 
crews clean Twin Cities streets of 
winter’s salt and grime, the Min-

nesota Magazine and Publications Associa-
tion (MMPA) will dust off the mats and 
prepare for the MMPA Summit and Expo 
June 12 at the Marriott Southwest in Min-
netonka.

A keynote speaker was yet to be announced 
at the time this edition of Fine Print went 
to print, but two headliners with extensive 
résumés and strong insights into the future 
of magazines will inject their expertise into 
the minds of Minnesota’s magazine world. 
Samir Husni, also known as Mr. Magazine, 
will headline the editorial/design break-
outs. Helen Berman, with experience in 
helping hundreds of media companies find 
sales success, will share her expertise in 
advertising sales.

It’s going to be a MMPA Summit and 
Expo full of information and discussions 
about the future of the written word. Fine 
Print is publishing the background info for 
each headliner, so attendees can anticipate 
connecting with the headliners and dream 
of clean streets.
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March 12
Publishers Roundtable
MMPA Office, St. Paul

March 19
Circulation Roundtable
MMPA Office, St. Paul

March 27
Deadline for “Call for Entries” 
Poster Design Contest Submissions

April 16
Editors Roundtable
MMPA Office, St. Paul

May 14
Production Roundtable
MMPA Office, St. Paul

June 12
MMPA Summit & Expo
Minneapolis Marriott Southwest

MARK YOUR CALENDARS

Magazine Summit & Expo
By Theodore Evans

SAMIR HUSNI

EDITORIAL/DESIGN 
TRACK

Summit & Expo continued on page 3

HELEN BERMAN

ADVERTISING SALES 
TRACK
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Summit & Expo continued from page 1

} Samir Husni

Samir Husni, aka “Mr. Magazine,” is chair of the journalism de-
partment at the University of Mississippi. He is also Professor and 
Hederman Lecturer of Journalism.

Dr. Husni is the author of the annual Samir Husni’s Guide to New 
Magazines, which is now in its 22nd year. He also is the author of 
Launch Your Own Magazine: A Guide for Succeeding in Today’s Mar-
ketplace, published by Hamblett House, Inc. and Selling Content: 
The Step-by-Step Art of Packaging Your Own Magazine, published by 
Kendall Hunt. He is the editor of The Future of Magazines.

He has presented seminars on trends in American magazines to 
the editorial, advertising and sales staff of the magazine groups 
of the Morris Communications Company, Hearst Corp., Hachette 
Filipacchi Magazines, Meredith Corp., Reader’s Digest magazine, 
ESPN The Magazine, Sail Magazine, American Airlines Publish-
ing, the National Geographic Society, the Swedish magazine group 
Bonnier, the Finnish magazine group Sanoma Magazines, Southern 
Progress Corporation, New South Publishing, Inc., the Society of 
Professional Journalists, the American Society of Magazine Editors, 
Vance Publishing Corporation, the Florida Magazine Association, 
The Magazine Association of Georgia, the National Society of 
Black Journalists, the Japanese Magazine Publishers Association, 
and the American Press Institute.

To contact Dr. Hasmir directly, send an e-mail to hsamir@olemiss.
edu or call (662) 915-1414.

} Helen Berman

A forerunner in advertising sales training and consulting, Helen 
Berman has spent more than two decades helping hundreds of me-
dia companies find their perfect path to sales success. Her expertise 
has served every type of media client, from small business maga-
zines to People Weekly from online sales divisions to international 
exhibition marketers to integrated media giants. Berman works 
in every magazine category, including high tech, manufacturing, 
farming, medical, to city, regional and special interest magazines 
– from aeronautics to zoology.

An exciting speaker and inspiring sales mentor, Berman has ap-
peared at dozens of media conferences and seminars worldwide, 
in addition to writing popular sales columns for Folio and Expo 
magazines. She’s also written the two-volume book, Ad Sales: Win-
ning Secrets of the Magazine Pros (available for purchase on her web 
site) and is working on a new book, Integrated Media Sales: Beyond 
the Page, Beyond the Banner.

To contact Helen directly, send an e-mail to 
hberman@helenberman.com or call (310) 230-3899 (PST). n

Theodore (Ted) Evans currently 
organizes marketing com-
munications for the hunger-

fighting nonprofit food bank, the 
Emergency Foodshelf Network, in 
New Hope; he has volunteered on the 
MMPA editorial committee for more 
than a year.  
 

Ted was recruited for his ability to gather entertaining con-
tent under pressures of passing deadlines and the ability to 
attend Fine Print committee meetings. He likes to think of 
himself as a collateral creator peering into the world of pub-
lishing. Don’t be alarmed if he peers into your publications 
with a phone call or e-mail to cover the latest happenings in 
the next edition of Fine Print. n

New Fine Print Editor: 
Theodore J. Evans

The MMPA Circulation Roundtable on December 12 
continued the trend of recent events with terrific at-
tendance and a stimulating conversation. Leadership 

was provided by Rebecca Sterner, a consultant, and Aileen 
Hough, circulation manager at CSC Publishing (and brand 
new MMPA board member). The topic was “Laws and Regu-
lations” for circulation.  
 
The session was prompted by the ever-increasing regula-
tions that affect circulators, along with legal trends that hold 
individuals within corporations responsible for non-compli-
ance. Everything from sweepstakes rules to Canadian GST to 
Sarbanes-Oxley compliance was discussed.

We agreed early on to steer clear of circulation audit rules 
and regulations, since those topics have been covered in a 
past round table. The conversation about the laws relating to 
customer contact (“Do Not Call” lists, fax laws, SPAM regu-
lations, privacy requirements, etc.) was especially vigorous as 
the business, consumer and association circulators around the 
table traded cautionary tales. n

Circulation Roundtable 
Overview By Hervey Evans

Save the Dates!

Upcoming Circulation Roundtables:
March 19 and June 25}
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Flipping through the yellowing pages 
of the first Minnesota Medicine from 
1918, it’s clear that the magazine 

and the art of medicine have come a long 
way. Gone are the days of Pettijohns’ 
“doctor recommended” Famous Breakfast 
Dainty and the Mudcura Sanitarium that 
promised to “serve your patients that need 
rest or elimination.”

Minnesota Medicine began as a traditional 
medical journal of doctor submissions in 
a time before specialists. “It was a way for 
doctors from Kandiyohi County to write 
about something they were seeing in the 
hinterland; to communicate with other 
doctors all over the state,” explains as-
sociate editor Kim Kiser. As specialties 
emerged, the way doctors communicated 
and stayed up-to-date fundamentally 
changed. Managing editor Carmen Peota 
adds, “In the 1980s there was a realiza-
tion that specialists were relying on their 
specialty journals for most of their scien-
tific information, so what was the purpose 
of a state medical journal anymore?” This 
quest for relevance produced the Minnesota 
Medicine of today, which evolved over de-
cades into more of a magazine than classic 
medical journal.

Led by Editor-in-Chief Charles Myer, 
M.D., a practicing physician with a 
master’s degree in creative writing, the 

editorial board strives to 
provide timely and practi-
cal information that speaks 
to doctors across the state, 
from small rural clinics to 
the most specialized surgi-
cal centers. “We have to 
make connections between 
specialties and across disciplines, so we 
pick themes and go at them from different 
directions,” explains Peota. “Once a year 
we take ideas that we get out of the adviso-
ry board and build our editorial calendar.” 
A recent issue included a review of pediat-
ric Type II Diabetes, improving care from 
a legal perspective, a physician’s experience 
working in Mexico, and the challenges of 
understanding and communicating the sta-
tistics that drive cancer treatment choices. 
The advisory board of physicians, residents 
and medical students approaches the varied 
clinical, scientific and social forces shap-
ing medicine with a distinct “humanities 
bent.”

Writing for an audience of mostly physi-
cians provides unique challenges. “We 
saw a lot of potential stories out there,” 
says Kiser, “but the best way to tell them 
was to report on them in the way we do 
now, rather than to try to find somebody 
in the field. It’s always difficult to find 
people in the field who are able to write: 
they’re busy, they don’t have time, they 

may not like to write.” 
Peota adds, “We’ve had known writers in 
other markets who do great work, but they 
don’t have an idea about what a physician 
might care about or know.” Shifting to the 
more traditional editorial format allows for 
a more balanced and nuanced telling, seen 
in the MMPA Gold Award-winning feature 
on the scarcity of inpatient psychiatric beds 
in Minnesota. “You really have to take your 
writing and reporting to another level. A 
lot of these topics are not easy. Medicine is 
very complex with a language of its own.” 
Many articles are written by physicians 
or others with specific health care experi-
ence. Keeping in mind the complexity and 
need for accuracy, every article is reviewed 
by Dr. Myers or members of the advisory 
board, and biostatisticians double-check 
complex statistics and data.

While the major shift in editorial content 
occurred in the 1980s, in 2004 Minnesota 
Medicine moved even further to a magazine 
format with the FOB section undergo-
ing the most change. The focus narrowed 
to three or four features with a spread of 

Part Magazine, 
Part Medical Journal, 

Minnesota Medicine 
Strikes a Healthy 
Balance

By Katja Rowell, M.D., Freelance writer

MAGAZINE PROFILE
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Breaking Point
Minnesota researchers are redefi ning the way we view osteoporosis.

The Stories 
in Bones

Women and 
Knee Injuries

Return of 
Rickets

Minnesota Medicine continued on page 5
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shorter stories, often including a pullout section with 
a graphic emphasis. According to a 2005 survey, the 
changes appeal to readers. Minnesota Medicine is read by 
96% of the roughly 11,000 physicians, residents, and 
medical students who receive it as a benefi t of member-
ship in the Minnesota Medical Association. In addi-
tion, many physicians make the magazine available in 
their waiting rooms, boosting estimated readership to 
12,000.

While medical technology and know-how will advance 
in unforeseeable ways, the art of storytelling, like a 
good bedside manner, will always be of value. Minnesota 
Medicine is poised to continue to deliver the stories, 
news and information that future generations of Min-
nesota physicians will rely on, just as past generations 
have for almost 90 years. n

TIPS FOR FREELANCERS:

Minnesota Medicine hires one or two freelancers a 
month from a group of regulars, for either a few 
short pieces or one long story. Writers new to 
the journal need to demonstrate experience with 
healthcare writing. Rather than the traditional ap-
proach with queries, mail or e-mail Carmen Peota 
at cpeota@mnmed.org with clips and areas of in-
terest and expertise. Guidelines for articles appear 
on the Web site, as does the editorial calendar.

Where to get it:
You don’t have to be a member of the Minnesota 
Medical Association to get Minnesota Medicine 
twelve times a year. Subscribe online, and view 
current and limited back issues at www.minnesota-
medicine.com

HOW DOES MINNESOTA 
MEDICAL ASSOCIATION 
SHAPE MINNESOTA MEDICINE?

While published by the MMA, only three to four 
pages specifi cally cover MMA content, with hot 
topics affecting Minnesota physicians such as new 
Medicare rules, SCHIP, or “pay for performance.” 
Much of the MMA’s political work and advocacy 
are reported elsewhere. Operating costs are covered 
largely by Minnesota Medical Association member 
dues, but revenue from advertising is taking on 
more of the burden. 

Minnesota Medicine continued from page 4

In-Flight Profi les
MAGAZINE PROFILE

Minnesota’s two airlines contract with Minnesota publishers to 
produce their in-fl ight magazines. And to no one’s surprise, 
these magazines are as similar, and as different, as their corpo-

rate sponsors.

In-fl ights serve several masters. Like their general circulation counterparts, 
advertisers need to be assured that their messages will reach the target 
demographic, and that those messages are in sync with editorial con-
tent. Readers expect to be informed, entertained, and often both. And, as 
contract publications, they are also beholden to the client whose corporate 
image is being represented. Distinct marketing objectives may mean tight 
constraints on both editorial and advertising content.

Yet in-fl ights have both the advantage and disadvantage of a captive audi-
ence: with little else to do, passengers are likely to read – and scrutinize 
– everything that’s put in front of them.

} NWA WORLDTRAVELER

Northwest Airlines’ NWA WorldTrav-
eler is a legacy carrier’s magazine. MSP 
Communications took over the reins of 
the 39-year-old publication three years 
ago, and strives for it to be “a great 
travel magazine,” says editor Olivia 
Herstein.

It’s a challenge to produce an in-fl ight 
because just about everyone who fl ies 
into, out of, or through one of North-
west’s hubs is a potential reader, she 
confesses. And while much of NWAWT’s content refl ects that diversity, 
Herstein acknowledges that its target demographic is mostly well-to-do 
business and leisure travelers. 

“Which is why we have a section in the front of the book called ‘Pam-
pered,’ which is all about rich living,” Herstein notes. The dining column 
is very popular, “and we do a lot of stuff on gadgets, because business 
travelers love gadgets.” 

NWAWT contains many features of a travel magazine, including travel-
ers’ tips, short pieces on different cities (including a recurring “About 
Town” department based on the airline’s hubs of Minneapolis, Memphis, 
and Detroit, and sometimes Indianapolis), and of course major destination 
features.

All of the places featured in NWAWT are places that are important 
to Northwest: the hubs, “focus cities” like Indianapolis, international 

By Josh P. Roberts

WorldTraveler

NOVEMBER 2007

SPECIAL SECTION: SPOTLIGHT ON
MINNEAPOLIS AND ST. PAUL, P. 81

nwa.com check-in  

In-Flight Profi les continued on page 9
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Numerous green certifi cation programs consider 
products, fi nished buildings and people. But LBM 
Journal, a national publication for lumber and build-

ing material dealers, noticed its readers were being left out of 
the loop.

Now, the Lakeville, Minn.-based journal has developed a Web-
based certifi cation program to teach building material dealers 
and lumberyard workers the basic science of green building, 
and how they can help customers looking for green resources.

The Certifi ed Green Dealer Program is based on online infor-
mation sessions that discuss everything from mold to roofi ng 
to air sealing. A lumberyard or material dealer gets certifi ed 
by paying a fee and having 75 percent of its sales personnel 
pass tests after watching a series of online training videos. The 
lumberyard or dealer can then brand itself as a certifi ed source 
of information about green building techniques and products.

The program concentrates on science, offering tips and sugges-
tions on how lumberyards or material dealers can use greener 
practices in their own work, and recommend practices and 
types of products to clients. It does not recommend any specifi c 
product and is not affi liated with any standards-setting organi-
zation like the U.S. Green Building Council.

John Wagner, manager of the program, said the goal is to give 
lumberyards and material dealers a general understanding of 
green building. The central point is that there are more op-
tions in materials now, and many of them are low- and non-
toxic products. The program isn’t designed to push any specifi c 
agenda or theory, but instead educates on various possibilities 
and techniques.

“We’re not just saying ‘buy cladding from this company be-
cause it has a lower carbon dioxide footprint,’” Wagner said. 
“We want people to see the (building’s) health as a system ... 
in the context of the house as a thermal envelope. As a durable 
product.”

DURABILITY OF A BUILDING
Durability is another focus of the program.

“You can make the greenest house in the world, but it’s not 
very green in the end if it has to be trashed every seven years,” 
Wagner said.

The program shows how properly considering different layers 
of a building can give it a longer lifespan by reducing prob-
lems that would require material or system replacements. 
Many of the strategies are basic building science techniques.

Lumberyards, 

Material Suppliers 

Get Green

By Katie Zemtseff, Reprinted by permission of Seattle Daily Journal of Commerce

INDUSTRY NEWS
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For example, the program talks about how 
moisture in a home causes mold. Mold cre-
ates an unhealthy environment by reduc-
ing indoor air quality and can shorten the 
lifespan of the house. Replacing materi-
als, such as walls, increases the amount of 
embodied energy to keep a house usable 
and the chance that it will be remodeled 
or demolished. So, making sure moisture 
doesn’t get into a home is important.

One way to do that, according to the pro-
gram, is by choosing a drainable building 
wrap instead of a typical building wrap. 
The drainable wrap, combined with flash-
ing systems, will manage moisture that 
gets behind the wrap by draining it out, 
reducing the risk of mold.

20 MINUTES TO GREEN
The program is also very detailed in a short 
amount of time. The “What Green Means” 
session, for example, discusses the defini-
tion of green, the difference between green 
and sustainable, identifying a green prod-
uct, embodied energy, lifecycle costs, green 
building certification systems, certification 
systems for products and green-washing.

If you’re a novice in green systems, that’s a 
lot to understand in 20 minutes. Wagner 
agreed that the videos give an “enormous” 
amount of detail, but said the program’s 
purpose is to provide so much informa-
tion that some of it will stick in a novice’s 
head. Viewers can also learn by repeatedly 
watching the video, and can watch videos 
with customers, if customers have specific 
questions.

The information will help people become 
“conversant in green” so when a contractor 
asks about a product or certification, he or 
she can use the videos as a resource.

John Amor said the program has already 
helped his company do that. Amor is presi-
dent of Great American Building Materials 
in Kansas City, Mo., a siding, window and 
door distributor. The company has distrib-
uted Energy Star appliances for some time, 

but Amor wanted to know more about 
green and the science behind it so he began 
searching for an educational system a year 
ago.

He couldn’t find one that fit his needs.

“The other green programs that were avail-
able to me were all directed to home im-
provement contractors and that isn’t what 
we do. So as far as I was concerned, none 
of the education out there (was) directed at 
people like us.”

Amor’s company was the first to sign up 
for the program and the first to complete 
it. The certification is important, he said, 
because plenty of companies “spout green” 
but his employees actually did the work, 
learned something and now can talk intel-
ligibly about green processes.

Knowing about green systems in general 
has also pushed him to want to know more 
about the green products he carries. Al-
ready, Amor said he has had better conver-
sations regarding green glass coatings for 
windows.

“We’re just trying to become experts at our 
little niche,” he said.

THE FUTURE OF GREEN
The program was launched at the end of 
November, 2007, and 40 lumberyards and 
material dealers had signed up by mid-De-
cember. Wagner said 500 companies have 
expressed interest and he expected to have 
that many signed on by February 2008. 

Rick Schumacher, editor and publisher of 
LBM Journal, first thought of the certifica-
tion. Schumacher quoted a recent McGraw 
Hill survey that found green building 
would be a $40 billion-$50 billion market 
by 2010.

“A $50 billion green building market 
within three years represents a huge jump 
in spending on green building components 
from the $7.4 billion expended in 2006,” 

he said. “(Dealers can) position themselves 
to take advantage of this emerging market 
by offering high-margin premium green 
products.”

But aside from benefiting from an expand-
ing business, knowing about the mar-
ket also could help material dealers and 
lumberyards provide their customers with 
better information.

Dunn Lumber in Seattle bills itself as an 
environmentally conscious lumberyard and 
three of its yards are FSC certified.

Bill Jones, manager of the product team at 
Dunn, said having green products is virtu-
ally required in the Seattle area. “There’s an 
awfully sensitive consumer base in Seattle 
that are really focused on green and it’s 
pointless to ignore that,” he said.

But, Jones said there is “a really large void” 
in the ability of people in the industry who 
work at the counter to speak intelligently 
about green systems. Because of that, 
sometimes it takes a while for a contractor’s 
questions to be answered.

Jones said Dunn would look at the certifi-
cation closely, but another issue is the di-
chotomy between green products and very 
high-end ones. The problem is that people 
who can afford very green systems also 
want the highest-end products. Sometimes, 
he said, those two are at cross-purposes.

The program costs $899 per dealer loca-
tion for the first year and $599 yearly per 
location after that. That fee is reduced for 
volume purchases of more than 50 dealer 
locations.

For that fee, the dealer gets unlimited 
viewing rights to the education training 
sessions and gets educational materials. 
For more information, visit www.certi-
fiedgreendealer.com. n

INDUSTRY NEWS
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There are many grammar goofs that boil the 
blood of our MMPA members. Seeing all 
the responses left me groaning in commis-

eration more than once. Besides the unnamed scuba 
magazine that didn’t know the difference between 
breath and breathe, I remembered another pet 
peeve or two that have been passed down from copy 
editors that I’ve worked with. 

One of those annoyances, which some consider a 
rule, and other would classify as a preference, is a 
former copy editor’s assertion that you should al-
ways use the phrase ‘more than’ or ‘less than’ when 
referring to a numerical value rather than over or 
under. Her sound logic was that ‘over’ is a spatial 
relationship (i.e. under or over the fence) while 
‘more than’ indicates an extension of the numeri-
cal value. (i.e. Betty makes more than $50,000 per 
year). I admit that I try to stick to the former, but 
have had editors since that pish-posh the “rule” and 
will edit my ‘more than’ to ‘over’ for space.

Another rule I remembered deals with percentages. 
In fact, I didn’t even realize I was breaking this rule 
early on in my writing career until savvy and pa-
tient editor explained the difference to me. (Thank 
you Neil!) I would wager this rule is broken more 
than we realize, but we often don’t have enough 
of the original statistical information to know for 
sure. Many writers use the term ‘percentage’ when 
they really mean ‘percentage points’. (i.e. If Mag-
gie’s score dropped from 80% to 60% it dropped 
by 20 percentage points not 20 percent. Since 20 
percent of 80 is 16, Maggie’s score either dropped 
16 percent or 20 percentage points.) I say take the 
easy way out, skip the math, and just add the word 
‘points’ onto your percentage.

By Sherry Collins, Freelancer

Grammmer 

Goophs

HERE ARE SOME OF THE OTHER BLOOD BOILING 
GRAMMAR GOOFS SUBMITTED BY FINE PRINT READERS:

1. “Prophecy (see) is a noun.  Prophesy (sigh) is a verb.  Invariably, readers 
at church will pronounce them incorrectly and use the verb as a noun and 
vice versa.  Jeremiah prophesied doom, and his prophecy came true with 
the Assyrian and Babylonian captivities.”

2. “Comprise/compose are often misused.”

3. “I have a growing aversion to disagreements between pronouns and 
their antecedents. It’s so common that I think it slips past even many edi-
tors: Every employee must submit their timecard by 4 p.m. Please, when 
(rightly) avoiding gender-specifi c pronouns, simply make the subject plu-
ral: Employees must submit their timecards by 4 p.m.”

4. “Mixing singular and plural – I cannot stand it!! i.e, “A person who loses 
their luggage should go to the counter.”

5. Me, myself and I ...
 “Me and John went fi shing, or John and myself went fi shing, or send that 
fi shing invitation to John and myself ... aaaaghhhh!!!”

6. “I must say that the all-time worst pet peeve (in my opinion) is when 
writers cannot tell the difference between ‘your and ‘you’re.’ It seems as 
though only 2% of Americans know the difference, and even those that 
know the difference often seem too lazy to add the contraction to the word 
‘your.’ It drives me crazy!”

7. “I think its and it’s falls on that same list, as do there and their.”

8. “Writers who use criteria (pl.) where criterion (s.) is intended.

9. “Writers who use “comprise” where “constitute” is meant: (comprise is 
the collective, not the constitutive term.)

10. “Writers who (or whose spellcheckers) fail to distinguish between 
“principal” and “principle.” 

11. “It is painful to hear someone say “I borrowed them my pencil,” when 
it should be “I loaned them my pencil.”  What is even more disturbing is 
to hear transplants to the state of Minnesota saying this is specifi c to Min-
nesota.  It makes my home state sound uneducated.”

12. “I think my biggest pet peeve is when I read a published piece and it’s 
obvious that the spelling was checked but never read carefully. Spell check-
ing doesn’t catch the words that might be spelled correctly but are the 
wrong word or two words that should be one. Even grammar checkers don’t 
catch everything. I use both to catch the basics, then read the whole thing 
out loud to catch the rest, and I’m not afraid to open up my AP Stylebook 
or dictionary.”

Good point! While the squiggly red line can be our friend, nothing beats know-
ing the rules, paying attention and just proofi ng closely. Keep on sending your 
grammar goofs or good ways to remember the rules to fi neprint@mmpa.net! n

a

Goofs
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gateways like Boston, Portland, and San Francisco, as well as 
international destinations themselves. Small heartland markets 
– like Green Bay, Wisconsin, and Grand Rapids, Michigan, which 
are strategically significant to the airline, find their way into the 
magazine as well.

Yet the first place readers turn, Herstein says, is to the back of the 
book: “What are the snacks? What are the beverages?”

All of NWAWT’s content – whether it’s a celebrity profile or a 
city tip – is vetted by the airline sponsor. And sometimes – as was 
the case with a recent destination feature on Dubai – it’s actually 
requested by the airline.

} ESCAPE

Sun Country is an upstart air-
line with a start-up magazine.

When Tom Petters bought 
the bankrupt carrier in 2006, 
its magazine was a small, tra-
ditional in-flight without any 
particular sense of community 
– it could have been on any 
airline, says editor Melinda 
Nelson. Petters hired Met-
ropolitan Media Group “to 
create a lifestyle magazine that 
could stand on its own, but still say ‘Sun Country’.” 

Sun Country takes its “other” and “underdog” reputation seriously, 
and Escape – which hit the planes this past summer – is meant to 
reflect that. It’s another point in a continuum from arriving and 
leaving from the easily-accessible Humphrey Terminal, to hot food 
and warm chocolate chip cookies during flights, to “people who 
are truly friendly and really care,” explains Nelson. 

Escape tries to speak directly to Sun Country’s passengers – with 
a sense of the warmth and appreciation for value that characterize 
Minnesota – with content that is “really approachable and down 
to earth,” says Nelson. That content is meant to appeal to a wide 
demographic. From (Minnesota-rooted) celebrity profiles to inside 

tips about a restaurant or a thrift shop, the magazine conveys a 
sense of high style and great taste artfully combined with good 
value.

Yet first and foremost, it should “entertain, and inform, and 
delight ... and acknowledge that any traveler – business or leisure 
– wants to escape at some point from whatever roles they’ve been 
put into,” she adds. “It’s called Escape for a reason. This is a feel-
good thing.”

Nelson, who comes from a career in marketing, unabashedly em-
braces the concept that editorial and advertising content can have 
a symbiotic relationship “without ever writing for the advertiser.” 
Escape is of a piece, she explains: the ads support the content, the 
content supports the ads, and it’s all fun to look at. n

In-Flight Profiles continued from page 5

TIPS FOR FREELANCERS:

} NWA WORLDTRAVELER

Percent freelance written: almost 100%, although many of the 
columns have regular authors.

How to break in: Look at the archives to see what kind of 
stories the magazine runs, and what’s already been covered. 
Know the markets that Northwest serves (and doesn’t). Send 
clips or a resume before, or at least along with, a pitch.

Send resume, clips, and pitches to the editor, Olivia Herstein 
(oherstein@mspcommunications.com).

} ESCAPE

Percent freelance written: about 20%.

How to break in: Concentrate on The Source – the upfront 
section – with 75-250 word pieces about food, fashion, books, 
film, and lifestyle/entertainment.

Send editorial inquiries to the editor, Melinda Nelson (me-
linda.nelson@metmediagroup.com).

We Want Your News!
Company hirings? New magazine launches? E-zines? Revamped web sites? 
Other various projects? Submit your news for the FinePrint newsletter and online news!

Submit your information to MMPA FinePrint editor, Laurie Pumper, at lauriep@ewald.com.
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Grace McNamara Inc. 
Celebrates Staff Anniversary 
and Announces New Team 
Additions 
Grace McNamara Inc., publisher of Window 
Fashions, the premier window fashions 
industry magazine, and producer of the 
International Window Coverings EXPO 
(IWCE), is proud to announce Barb 
Loberg’s 15 years of service as office man-
ager. In addition, Grace McNamara Inc. 
has welcomed Sarah Piotraschke and Vicki 
Seidl as account executives and Jennie 
Jacob as assistant editor of Window Fashions. 
For more information, please visit www.
gracemcnamara.inc.

DaisyMaeDesign Launches 
New Site
Kathryn Forss of DaisyMaeDesign has 
launched a new web site (www.daisy-
maedesign.com) to better showcase recent 
projects and to highlight the philosophy 
she works by: simplicity, clarity and beauty 
– it’s what sets her apart. When you visit, 
you’ll see fresh, new examples of editorial 
design (her specialty), logos, brochures, 
identity design, and lots of new product 
photography.

BH Publishing Revamps Site
Bill C. Holm, owner and publisher of BH 
Publishing LLC, reports that the company’s 
web site (www.yourworldoutdoors.com) is 
going through a revamp to polish its look. 
He hopes the outdoor web site will one day 
grow into a full-fledged print magazine. 

University of St. Thomas 
Launches Magazine
The first issue of St. Thomas Lawyer maga-
zine was published in February by the Uni-
versity of St. Thomas School of Law. The 
School of Law in downtown Minneapolis 
was established in 1999. Patricia Petersen, 
a former MMPA board member, is the 
editor of the biannual, 32-page, four-color 
publication. 

Minnesota Monthly Welcomes 
Dara Moskowitz Grumdahl to 
Staff
Minnesota Monthly is pleased to announce 
that Dara Moskowitz Grumdahl has joined 
the magazine as a senior editor. In her new 
role, Moskowitz will serve as the maga-
zine’s principal food critic, as well as write 
and edit feature stories.

“Dara is one of the best food writers in the 
country—a gifted storyteller who is adored 
by readers and enormously respected by 
professionals in the food world,” said Min-
nesota Monthly editor Andrew Putz. “Plus, 
she’s smart as hell. I expect her to be a key 
player in making the magazine a must-read 
for anyone who enjoys good food—and 
good writing. We couldn’t be happier to 
have her on board.”

Prior to joining Minnesota Monthly, Mos-
kowitz was the restaurant, food, and wine 
critic for Minneapolis’ alternative weekly, 
City Pages, where she became one of the 
most celebrated food writers in the coun-
try. Nominated seven times for the highest 
award in her profession, the James Beard 
Foundation Award, she has won the honor 
four times: twice for wine writing and 
twice for restaurant criticism. Her work has 
also been chosen six times for inclusion in 
the annual anthology, Best Food Writing in 
America.

Moskowitz has also won awards from the 
Association of Food Journalists, the Society 
of Professional Journalists, and the Associa-
tion of Alternative Newsweeklies. In addi-
tion to those accolades, she was regularly 
voted as Best Columnist in Minnesota in 
City Pages’ annual readers choice awards. 
Her journalism has been featured in USA 
Today, Gourmet, Bon Appetit, Midwest 
Living, Wine & Spirits, and many other 
magazines. Also well regarded for her 
fiction writing, Moskowitz has won two 
Minnesota State Arts Board grants and 
a fellowship from the Loft McKnight 
foundation. n

MEMBER NEWS Don’t Miss Your 
Chance to Shine! 
Enter the “Call for 
Entries” Poster Contest

Deadline: March 27

Now is your chance to shine 
by designing the Call for 
Entries Poster for the 2008 

Annual Minnesota Publishing Excel-
lence Awards. Take advantage of this 
opportunity to showcase your talent 
and to volunteer for MMPA.

Our printed design will be distributed 
to nearly 2,000 professionals in the 
publishing industry, you will receive 
personal and company recognition on 
all promotional materials and you will 
be publicly recognized at the 12th 
Annual Minnesota Publishing Excel-
lence Awards Gala coming up this fall.

Design entries are due by noon on 
Thursday, March 27, 2008. The win-
ner will be notified by April 7. At 
that time, the designer will receive the 
necessary text for the back of the poster 
in electronic format. A print-ready 
file of the final Call for Entries Poster, 
including any changes or updates, will 
be due by May 7, 2008. 

If you are interested in submitting a 
design, please visit www.mmpa.net for  
details and contest requirements. n 
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It’s time to start thinking about the annual MMPA Excellence Awards. We are making our annual request to magazine professionals 
to contribute their time and expertise to the MMPA in the form of serving as judges for the annual awards. 

We know that there are many very qualified professionals in the association who have donated their time in the past and we thank 
you. We also know there are many qualified people who have not, for one reason or another, and we encourage you to step forward. 
Those interested in judging can contact us at 651-290-6281 or at info@mmpa.net.

JUDGES’ GENERAL INFORMATION FORM

Name: _________________________________________________________________________________  
Company: _______________________________________________________________________________
Publication(s) you work for:  _________________________________________________________________
* If you’re a freelancer or independent consultant, please list Minnesota publications or magazine publishing companies that you cur-
rently do work for or that you’ve done work for in the past and that might present a conflict of interest for you if you were asked to 
judge their work in competition with others.
Address: ________________________________________________________________________________  
City, State, Zip: __________________________________________________________________________   
Phone: _________________________________________________________________________________   
Fax:  ___________________________________________________________________________________  
E-mail Address:  __________________________________________________________________________  
NOTE: Please be sure to list your e-mail address as it will be used to send important updates and information before, during and 
after the judging process. 
 What is your current job title?  ______________________________________________________________  
How many years have you been in your current position? ___________________________________________   
Please list any of your past publishing job titles: __________________________________________________   
How many years have you been in the publishing industry? _________________________________________   

In what area(s) do you consider yourself qualified to judge?
q Editorial    q Design    q Marketing  q Internet    q Circulation 

INFORMATION ABOUT THE JUDGING PROCESS

• Judges are assigned according to their areas of expertise and the magazines they represent. To avoid conflict of inter-
est, you will not be assigned to judge an entry that falls into the same category as a magazine published by your com-
pany.

• In most cases, you will judge the material on your own. You will be asked to contact your “co-judge” by phone, e-
mail, or in person, to discuss your ratings and to reach a consensus. MMPA will provide you with your co-judge’s name 
and contact information.

• If you are judging design material, you will meet on-site for a judging session with your peers. MMPA will let you 
know when and where to meet.

PLEASE FAX OR E-MAIL YOUR FORM TO:

Drew Meyermann, MMPA Meeting Planner
Fax: 651-290-2266, drewm@ewald.com

EXCELLENCE AWARDS

I want to be a judge for the 
2008 MMPA Excellence Awards!



12

Printing & Distribution • Data Management • Premedia Solutions • Fulfillment • Direct Marketing

SAY YES! COMMIT TO PRINT.

For impact, quality, results and inspiration, there's still nothing
quite like print. Get noticed. Print with Transcontinental.

Visit us at
transcontinental-printing.com

INNOVATION

CREATIVITY

ENTREPRENEURSHIP

LEADERSHIP

TRA_6906_jenny_printthis 3/5/07 12:39 PM Page 1

imagine
what we can do for you.

graphic design and 

visual communications

612 343 0011

www.rubincordaro.com

St. Croix Press, Inc.
Tel: 1 800 826 6622  Fax: 715 246 2486  
Contact sales@stcroixpress.com
1185 South Knowles Avenue
New Richmond, WI 54017 
web: www.stcroixpress.com

MORE JUICE

ON THE PAGE
Full service, 

short to medium run catalog 
and magazine printer.

Fine Print
1000 Westgate Drive, Suite 252 
Saint Paul, Minnesota 55114
Tel 651-290-6281
Fax 651-290-2266
fineprint@mmpa.net
www.mmpa.net

PRSRT Standard
US Postage

PAID
Minneapolis, MN
Permit No. 3844


