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

affluent

20% of Minnesota Monthly readers have a household income of $150,000 
plus 20% are millionaires.

Average HHI. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . . . . . . . . . . . . . ..  .  .  .  . $187,800 
Average Net Worth. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . . . . . . . . . . . . . ..  .  .  $1,195,500 
Average Total Value of Investment Portfolio . .  .  .  .  .  .  .  .  .  .  $1,296,400

Opinion leaders
Professional/Manager . .  .  .  .  .  .  .  .  .  .  .  .  .  .  . . . . . . . . . . . . . ..  .  .  .  .  .  .  .  47% 
Owner/Partner. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . . . . . . . . . . . . . ..  .  .  .  .  .  .  .  25%
Member of a Board of Directors/Trustees . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  15%

community conscious

Minnesota Monthly readers are philanthropic and socially active.

45% have attended a charity event
25% took an active part in a local civic issue
27% wrote to a public official about a matter of public issue

15% have made philanthropic donations of $5,000 or more

With over 64,400 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. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . . . . . . . . . . . . . ..  .  .  .  .  .  . 66,129 
Paid Subscriptions. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . . . . . . . . . . . . . ..  .  .  .  .  .  . 60,581
Newsstand Sales. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . . . . . . . . . . . . . ..  .  .  .  .  .  .  . 5,548

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

48% saved items of interest

20% visited an advertiser’s website 

32% made a recommendation based on reading Minnesota Monthly

8% requested information on a product seen in Minnesota Monthly

28% shopped a store they saw in Minnesota Monthly

22% bought a product based on Minnesota Monthly

30% attended an event they saw in Minnesota Monthly

55% dined at a restaurant seen in Minnesota Monthly

20% used Minnesota Monthly when they selected a restaurant

* ABC Audit from December 2008
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What’s the PPTI? It’s a pepper-
oni-studded variation of the famed 
Myers-Briggs Type Indicator, the 
personality test derived, kinda sorta, 
from the work of psychologist Carl 
Jung that’s designed to measure how 
people see the world and make deci-
sions. But while Myers-Briggs asks 
probing questions to determine who 
you are, the PPTI asks probing ques-
tions to determine what you want 
for dinner—and why! Have you ever 
wondered why your spouse loves 
pizza that you find despicable? Per-

haps it’s because 
you’re cerebral and 
traditional but have 
married a happy-
go-lucky luxury-
lover. Imagine the 
heartaches avoid-
ed if only this test 
had been invented 
years ago!

Of course, the 
real Myers-Briggs 
is controversial 
due its reliability, 

or lack thereof. The PPTI, however, 
is completely, totally, 139 percent 
accurate. 

  So get out your pencils and take 
the test. Make your spouse take it. 
Adminster it to your softball team 
so you can finally figure where to go 
after the game, once and for all. 

One thing is for sure: Before the 
PPTI, the question of who has the 
best pizza in Minnesota was essen-
tially unknowable. Now, you’ll see 
that the answer is simply, profoundly 
personal. Who has the best pizza for 
you? Take the test. You’ll find out.
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Dedicated

Our readers spend an average of 59 minutes reading each issue

Average number of readers per issue is 2.4

89% read three out of four issues

56% save their issues

50% pass their issue along to someone else

Educated

Attended college. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . . . . . . . . . . . . . ..  .  .  .  .  .  .  .  94% 

Graduated college . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . . . . . . . . . . . . . ..  .  .  .  .  .  .  .  73% 

Postgraduate degree. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . . . . . . . . . . . . . ..  .  .  .  .  .  .  .  21% 

Age

45% of Minnesota Monthly readers are between 35-54 

       — the age group with purchase power

     Average Age: 54

Residence Ownership

Own Residence. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . . . . . . . . . . . . . ..  .  .  .  .  .  .  .  94% 

Average Home Value . .  .  .  .  .  .  .  .  .  .  .  .  .  .  . . . . . . . . . . . . . ..  .  .  .  . $560,000 

Own Vacation Home. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . . . . . . . . . . . . . ..  .  .  .  .  .  .  .  24% 

Average Vacation Home Value. .  .  .  .  .  .  . . . . . . . . . . . . . ..  .  .  .  . $542,000 

Gender                 Marital Status

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

Well Traveled

76% 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 on an average of $5,507 on travel every year

Connoisseurs

97% have dined out in the past 30 days (average 8 times per month)

84% have entertained at home in the past 30 days

9% used a caterer

24% of our readers purchased four or more cases of wine/distilled 
liquor in the past year

Readers spend on average $138/month dining out

Culturally refined

In the past year:

85% attended live show theatre

78% visited art/antique/museum events 

Active

In the past year our readers:

Walked. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . . . . . . . . . . . . . ..  .  .  .  .  .  .  .  81%

Gardened . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . . . . . . . . . . . . . ..  .  .  .  .  .  .  .  88% 

Biked . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . . . . . . . . . . . . . ..  .  .  .  .  .  .  .  50%

Golfed . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . . . . . . . . . . . . . ..  .  .  .  .  .  .  .  40% 

Boated/sailed. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . . . . . . . . . . . . . ..  .  .  .  .  .  .  .  48%

Cooked-gourmet/fine cooking. .  .  .  .  .  .  .  . . . . . . . . . . . . . ..  .  .  .  .  .  .  .  69% 

Visited a spa . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . . . . . . . . . . . . . ..  .  .  .  .  .  .  .  37%

Minnesota Monthly readers use the Internet.

Our readers go online for:

Advertising information. .  .  .  .  .  .  .  .  .  .  .  .  . . . . . . . . . . . . . ..  .  .  .  .  .  .  .  36% 

Dining listings and reviews . .  .  .  .  .  .  .  .  .  . . . . . . . . . . . . . ..  .  .  .  .  .  .  .  73% 

Travel. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . . . . . . . . . . . . . ..  .  .  .  .  .  .  .  55% 

Shopping. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . . . . . . . . . . . . . ..  .  .  .  .  .  .  .  30% 

Events. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . . . . . . . . . . . . . ..  .  .  .  .  .  .  .  61%

33% of readers use the Internet over 11 hours on average per week

 Sources: MMR Subscriber Study, October 2008

ABC Audit December 31, 2008

Dates, 
Diversions 

& Hot Spots 
for 

Summer

MN at 150: AN UNAPOLOGETIC 
GUIDE to OUR GREATNESS

( Read it and weep, Wisconsin)

18-34      35-44       45-54       55-64        65+ 
7%     18%     27%     25%     23%

76%
Married

  13%   Widowed,
              Separated, or

   Divorced11% 

Single

79%
Female

21%
Male
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