
Minnesota Monthly reaches a highly desirable  
audience. Our readers are affluent, well-educated, 
professional individuals who are very involved  
in their communities.  

30% of Minnesota Monthly readers have a household income of 
$150,000 plus; 44% are millionaires.
Average HHI. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . $180,000 
Average Net Worth. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  $1,145,000 
Average Total Value of Investment Portfolio. .  .  .  . . . . . $793,000

Professional/Manager . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 50% 
Owner/Partner . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 21%
Member of a Board of Directors/Trustees. .  .  .  .  .  .  . . . . . . . . . . 16%

Minnesota Monthly readers are philanthropic and socially active.
45% have attended a charity event
31% took an active part in a local civic issue
40% wrote to a public official about a matter of public issue
21% have made philanthropic donations of $5,000 or more

With over 60,000 subscribers, Minnesota Monthly  
is invited into more homes each month than any  
other city/regional publication in the state.

Paid Circulation Overview: Rate Base 60,000*
Six-Month Average. . . . . . . . . . . . . . . . ..  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  68,459 
Paid & Verified Subscriptions. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 60,381
Newsstand Sales . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  5,602

Our readers have purchasing power and use the  
magazine when making their buying decisions.

46% saved items of interest

20% visited an advertiser’s website 

34% made a recommendation based on reading Minnesota Monthly

8% requested information on a product seen in Minnesota Monthly

37% shopped at a store they saw in Minnesota Monthly

25% bought a product based on Minnesota Monthly

30% attended an event they saw in Minnesota Monthly

67% dined at a restaurant seen in Minnesota Monthly

18% used Minnesota Monthly when they selected a restaurant

Sources: Ipsos Mendelsohn, October 2010.  CVC Audit, December 2009.
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Heartland 
restaurant 
& Farm Direct market1.

when sir thomas moore  first 
described a utopia in 1516, he prob-
ably wasn’t thinking of Lenny Rus-
so’s new downtown St. Paul restau-
rant and market. Probably. But who 
knows, maybe he had a futuristic 
vision—a vision of an experimental 
Midwestern restaurant and market 
attempting to operate apart from 
the evils of society (if those evils 
are defined as petro- and indus-
trial-chemical agriculture), a place 
where everything comes from local 
farmers doing the things that local 

farmers have done since time im-
memorial, like raising animals out 
of doors and letting those animals 
graze and fertilize the land on which 
they live. 

food is a joy, too, featuring the same 
kind of multi-course offerings that 
were the hallmark of the smaller 
Heartland: three-course prix-fixe 
meals of $30 (or so) for a vegetarian 
offering, and $36 (or so) for a meal 
with meat. They’re always surpris-
ing: Who knew goat chops were so 
tiny and sweet, who knew a local fri-
see salad could be delicate as lace?

As good as the food in the res-
taurant and wine bar is, however, 
the offerings in the new Heartland 
Market are even more astonishing. 
Gazing upon the shelves of the new 
Farm Direct Market at Heartland is 
like stepping back in time, to about 
the year 1890 or so. The carrots and 
tomatoes were grown by a local 
farmer. The pickled cherry toma-
toes were put up by the guy who 
owns the shop. The milk and butter 
are from the neighborhood, and the 
cakes, bread, and soups are all made 
on site. The headcheese was also 
put up by Heartland, made from lo-
cal hogs that have been turned into 
pork glacé in the freezer case. (Well, 
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Heartland
289 e. Fifth St., St. Paul 
651-699-3536
heartlandrestaurant.com

In other words, Heartland.
Heartland’s chef and owner Len-

ny Russo has been a local-foods 
pioneer in Minnesota ever since he 
moved here from Hoboken 30-odd 
years ago. But when his restaurant, 
Heartland, relocated this summer 
from its little Mac-Groveland spot 
to a grand red-brick warehouse 
overlooking the historic St. Paul 
Farmers’ Market, it was more than 
a mere restaurant expansion. It 
was the establishment of a locavore 
utopia, with locally minded foodies 
finally able to connect directly to 
local: farmers, meats, dairy, farm 
produce, liquor, pickles, jam, char-
cuterie, wedding cake, you name it. 

Which is nice, of course. But 
what’s in it for you? A lot. Sit at the 
wine bar and find out. There’s duck 
prosciutto like a fine Syrah made 
flesh; crepes filled with local sheep’s 
milk ricotta and local chanterelle 
mushrooms; smoked bison chops 
so intense and delicate you’ll feel 
like you’re eating in another distant 
country. In the dining room, the 

of northeastern Italy, a place where 
the ingredients are specific and 
important and untransportable. 
You can cook Austrian or Szechuan 
food in Minnesota, but you certainly 
can’t cook Heartland food in Austria 
or China; they simply don’t have the 
ingredients. In the world of food, 
that’s huge. That’s the difference 
between cooking and a cuisine. 

Still, is it really a cuisine if one 
lone man, chef and owner Lenny 
Russo is the only one doing it? In 
fact, one person can change the 
world of food. Odessa Piper, in Mad-
ison, Wisconsin, demonstrated that 
cooking from a northern place could 
be done year-round. Ferran Adria 
messed around with agar agar and 
liquid nitrogen and changed what 
was served in restaurants world-
wide. Why couldn’t Lenny Russo be 
the person to change the worldwide 
perception of Minnesota food, from 
lutefisk to pickled daylily buds and 
grouse? Heartland is so much more 
than a restaurant: It’s an experi-
ment in utopia, in the medium of 
Midwestern food.

scratch that; it’s the year 1890, plus 
refrigeration.) There are also quarts 
of frozen soup for those who prefer 
to defrost a little three-star-restau-
rant cooking in the privacy of their 
own microwaves. 

Three-star, if admittedly rarely 
four. Food at Heartland has never 
been dish-for-dish perfect; I once 
had a chilled golden-beet borscht 
that tasted like underseasoned baby 
food, a plate of roast goat swamped 
by its sour sauce. But the ambition 
and, often, realization of the uto-
pian dream is what makes this the 
restaurant of the year. Nowhere 
else can actually change your idea 
of what it means to eat in North 
America. Wild-boar braunschwei-
ger and headcheese; Lake Supe-
rior trout with walnut-oil poached 
mushrooms; smoked lamb ribs 
with Door County cherry glace de 
viande; a dessert of meringue-and-
ground-nut layers in the style of 
Ferdinand Point, layered with fresh 
sheep’s-milk ricotta and Zestar ap-
ple slices—this is living and cooking 
in Minnesota as if it were a pocket 

The dining 
room; the Chef 
Lenny Russo; 
the duck 
prosciutto that 
will change 
your mind 
about duck 
prosciutto.
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the deviled duck egg  that recently 
appeared on the ever-changing menu at 
Piccolo was everything fine dining should 
be. It was surprising (as big as a tanger-
ine!). It was eye-opening (creamy as Brie!). 
It was sensuous (the contrast of rich duck 
egg with herbal wild asparagus!). It was 
luxurious (black truffles in the house-made 
crackers!). And it was costly (eight bucks 
for half an egg?). But that’s fine dining—a 
sort of dining, to a restaurant lover, as 
distinct from regular eating as say, a sym-
phony orchestra is distinct from music. 

Fine-dining restaurants 
deploy the world’s costli-
est and best ingredients 
and transform them by the 
most difficult or time-con-
suming techniques to pro-
duce the most exquisite 
foods possible, typically 

Piccolo
2.

Piccolo’s mo-
jama, Spanish 
cured tuna with 
hot pepper and 
olive oil gelée.

Photographs by todd buchanan
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Our readers spend an average of 54 minutes reading each issue.

Average number of readers per issue is 2.9

88% read three out of four issues

46% save their issues

73% pass their issue along to someone else

Attended College. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 96% 
Graduated College . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 80% 
Postgraduate Degree. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 30% 

36% of Minnesota Monthly readers are between 35-54 

       — the age group with purchase power

     Average Age: 54

Own Residence. . . . . . . . . . . . . . . . . . . . ..  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 90% 
Average Home Value. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . $561,000 
Own Vacation Home. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 24% 

           Gender                          Marital Status

Minnesota Monthly readers are passionate  
about life. They travel, enjoy fine food and  
spirits, and appreciate the arts.

93% of readers plan to travel in the next year

77% of readers find ads in Minnesota Monthly helpful when 
selecting a travel destination

Readers spend an average of $4,666 on travel every year.

92% have dined out at a fine restaurant in the past year  
(average annual expenditure: $1,126)

88% have entertained at home in the past year

8% used a caterer

35% of our readers purchased four or more cases of wine/
distilled liquor in the past year

In the past year:
81% attended live show theatre

69% visited art/antique/museum events 

In the past year our readers:
Walked. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 85%
Gardened . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 82% 
Biked. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 54%
Golfed. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 28% 
Boated/Sailed. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 33%
Cooked-Gourmet/Fine Cooking. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 60% 
Visited a Spa . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 31% 
Yoga/Pilates . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 30%

Sources: Ipsos Mendelsohn, October 2010.  CVC Audit, December 2009.
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