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INTRODUCTION

Direct mailed to over 16,000 farmers of 500+ acres or 
more + 2,000 farm business service & product companies 
and stand distribution in Fargo, Moorhead and West FargoHow

Beginning in January 2020When

a year

Jan/Feb Mar/Apr May/Jun Jul/Aug Sep/Oct Nov/Dec

6 IssuesWhat
copies printed per issue

20,000

Farms in 
MN & NDWhere

Why 
ULTRA FOCUSED... The magazine will be mailed to all farms of 500+ acres in ND 
and MN. We have a thorough database of the farmers we are sending the magazines 
to so we know exactly what crops they farm, how many acres, gross farm income and 
more so we can paint an accurate picture of our readers. 

NEXT GENERATION RESOURCES... With the large shift happening as the next 
generation takes over the farm, it is important that these new farmers are informed 
and the information is presented in a way that is engaging to the new generation.

QUALITY CONTENT... We have produced over 500 quality magazines over the 
past 10 years and have won the National Media Company of the Year Award. It’s 
safe to say we believe that quality content is the absolute key to success.

EXPOSURE... We dig deep to find the most impactful people and resources to 
ensure they are being exposed to our readers to not only help inform our readers but 
support these people, products and services. 
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“A business magazine for 
some of the most overlooked 
business people...FARMERS!”



Editorial
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Editorial Calendar

FARM PLANNING/FINANCES

NOVEMBER/DECEMBER

HARVEST

SEPTEMBER/OCTOBER

THE STATE OF AG-TECH

JANUARY/FEBRUARY

A comprehensive look at where we’re at right now with ag-
tech. We’ll do an extensive survey with farmers about how 
they’re incorporating ag-tech on their farms. 

THE FAILURE ISSUE

JULY/AUGUST

Failure is a part of life. No one gets out unscathed. We’re 
highlighting the benefits of failure and how to bounce back 
when hope is dismal. In this issue we will be featuring real 
people who have failed, and claim it’s one of their biggest 
assets. 

EDUCATION

MARCH/APRIL

North Dakota and Minnesota are home to more than a 
dozen ag education institutions. We are going to highlight  
the future of ag and where efforts are being invested right 
now. Using our backyard, ag schools and students will be 
the highlight of this issue. 

FIGURES OF AG BUSINESS & WOMEN IN AG

MAY/JUNE

Farming is a business like no other. Who are the faces of 
this world and what is their advice? Women also make 
up a large component of the ag sphere. We’re looking to 
highlight these noble women and the work they do every 
day to feed the world. 

How can farmers prepare for the most seamless harvest 
season? Monitoring market prices, watching the weather and 
other factors all play a role in a successful harvest season. 

Preparing for the end of the year is always busy on the 
farm. By including farmers and finance managers in the 
conversations, we will present options for what farmers can 
do to make 2020 the best looking on paper. 



Editorial

PROFITABILITY RESOURCES

FARM TECH

USEFUL DATA

FARM BUSINESS

RECOMMENDED PRODUCTS  
& SERVICES
LATEST TRENDS

WORK/LIFE BALANCE

HOW TO’S

We will be creating an editorial advisory board formed of industry experts from a variety 
of non-biased organizations and farmers to guide us in creating the most impactful and 
engaging content as possible. If you are interested in participating on the editorial side, 
contact us at agriculture@spotlightmediafargo.com.
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Editorial Resources

2020 SCHEDULE
JANUARY  •  MARCH  •  MAY  •  JULY  

SEPTEMBER  •  NOVEMBER

What you can expect



EDITORIAL: PEOPLE

People First Content
Farming is a profession driven by people who have a passion for the land. While 
we will report on the latest news from agriculture and provide many resources 
for farmers, we will be people driven first. In our years of publishing, we’ve also 
discovered that the more people first content you do, the more shares it will have 
and, therefore, more reads for advertisers. 
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EDITORIAL: INFLUENCERS

The People Making The News
For two “fly-over” states, there is a lot of news coming out of Minnesota and North 
Dakota. From politicians to industry leaders, we will work directly with these 
influencer’s on getting the information on what will impact your farm. Over the 
years, we’ve also discovered that your brand is trusted more when you can get the 
credibility of influencers appearing in the magazine. And, in the publishing world, 
readers trust is the most important commodity. 
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EDITORIAL: DATA

Data-Driven Content
Data is now more valuable than oil. In agriculture, the amount of data available is 
staggering. That’s why we will report on the data that farmers need to know and, 
maybe even more importantly, will help farmers make sense of all their data. 
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DISTRIBUTION

DIRECT MAILING IS 
WORKING! (When the content is really good!)

A YEAR WITH  
FUTURE FARMER
 Mailed to over 16,000 farmsteads of 500+ acres per issue or 6x a year
 Mailed across the entire state of ND & MN
 2,000 additional copies reserved for special 

   rack distribution and specialty mailings
 1,000 mailed to farming product companies 

   and service companies

Most issues will 
have extra special 
distribution based 

on the theme of the 
cover story. Ask us 

for more information 
on this. 
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DISTRIBUTION

Demographics
MAILING TO 

500+ Acre
FARMS IN ND & MN

North Dakota: 
7,859

Total:

15,899Minnesota:
8,040Growers

Total
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Minnesota:

North Dakota:

23,682,572
14,379,444

9,303,128

TOTAL ACRES

$5 Million+ Growers: 54
$1 million-$4,999,999 Growers: 3,171
$500,000-$1 Million Growers: 5,881

$1-$500,000 Growers: 6,790

Gross Farm
INCOME

Total income represented from mailing list: 
$11,997,034,504

by Acres

MINNESOTA:

750+: 4,940

500+: 8,030

3,1861,000+:

NORTH DAKOTA

6,328
7,853

5,222

COUNTS
Grower

750+: 

500+:

1,000+:



DISTRIBUTION
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Reaching all of North 
Dakota and Minnesota

GRAND FORKS | 436,666 | 229
GRANT | 222,338 | 134
GRIGGS | 128,304 | 77
HARDING | 5,118 | 5
HETTINGER | 328,676 | 146
KIDDER | 167,921 | 122
KITTSON | 2,638 | 1
LA MOURE | 342,070 | 197
LOGAN | 153,181 | 91
MC HENRY | 346,295 | 188
MC INTOSH | 171,347 | 113
MC KENZIE | 200,454 | 125
MC LEAN | 509,811 | 247
MC PHERSON | 18,029 | 9
MERCER | 87,357 | 61
MORTON | 308,591 | 202
MOUNTRAIL | 353,266 | 182

NORTH DAKOTA 
County | Total Acres planted in county |  
Total growers in the county

ADAMS | 127,423 | 67
BARNES | 444,275 | 225
BENSON | 268,216 | 135
BILLINGS | 33,043 | 30
BOTTINEAU | 467,456 | 224
BOWMAN | 187,587 | 111
BURKE | 229,507 | 111
BURLEIGH | 216,509 | 148
CASS | 683,333 | 362
CAVALIER | 497,992 | 259
DICKEY | 228,822 | 123
DIVIDE | 289,631 | 127
DUNN | 160,235 | 121
EDDY | 140,524 | 78
EMMONS | 216,327 | 141
FOSTER | 186,061 | 100
GOLDEN VALLEY | 99,406 | 63

NELSON | 200,186 | 116
OLIVER | 59,777 | 40
PEMBINA | 328,376 | 125
PERKINS | 5,357 | 4
PIERCE | 238,282 | 160
RAMSEY | 329,382 | 168
RANSOM | 155,143 | 96
RENVILLE | 234,806 | 124
RICHLAND | 439,702 | 260
ROLETTE | 169,778 | 102
SARGENT | 202,615 | 135
SHERIDAN | 140,681 | 79
SIOUX | 36,422 | 22
SLOPE | 73,530 | 39
STARK | 354,735 | 217
STEELE | 158,140 | 82
STUTSMAN | 504,489 | 262
TOWNER | 219,987 | 129
TRAILL | 282,585 | 162
WALSH | 398,013 | 194
WARD | 713,286 | 358
WELLS | 359,939 | 173
WILLIAMS | 515,826 | 258

NORTH DAKOTA

Breakdown Of Growers By County
ABOUT OUR LIST 
Our list is as up to date and 
accurate as possible. Thanks 
to a special partnership with 
Farm Market ID, our mailing 
list is pulled from data through 
reliable governmental sources. 
This list is proprietary to them 
so nobody else has access to 
this accurate of a list.

The list is so accurate that we 
can go very granular with the 
data and tell you exactly how 
many growers are planting 
each specific crops, filter the 
growers by gross farm income 
and much more. The list is 
updated annually ensuring the 
information is always up to 
date.

B2B LIST
 

We don't just want 
to reach farmers, we 
also want to provide 

engaging content 
to those who serve 

farmers. That's 
why our magazine 
will be mailed out 

to ag vendors in 
North Dakota and 

Minnesota. 

49%



DISTRIBUTION
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DIRECT MAILING IS 
WORKING! (When the content is really good!)

MINNESOTA
County | Total Acres planted in county |  
Total growers in the county

AITKIN | 9,129 | 7
ANOKA | 7,683 | 7
BECKER | 122,239 | 85
BELTRAMI | 34,790 | 32
BENTON | 38,614 | 43
BIG STONE | 117,788 | 111
BLUE EARTH | 165,635 | 169
BROOKINGS | 3,118 | 2
BROWN | 145,869 | 164
CARLTON | 828 | 1
CARVER | 52,028 | 44
CASS | 11,780 | 16
CHIPPEWA | 188,617 | 157
CHISAGO | 19,997 | 23
CLAY | 333,786 | 180
CLEARWATER | 30,515 | 26
COTTONWOOD | 143,195 | 154
CROW WING | 7,974 | 10
DAKOTA | 56,969 | 64
DEUEL | 582 | 1
DODGE | 100,711 | 82
DOUGLAS | 67,371 | 70
FARIBAULT | 222,412 | 215
FILLMORE | 118,598 | 123
FREEBORN | 169,993 | 164
GOODHUE | 130,320 | 105
GRANT | 167,418 | 105
HENNEPIN | 58,669 | 51
HOUSTON | 19,331 | 21
HUBBARD | 5,664 | 6
ISANTI | 38,999 | 39
JACKSON | 165,547 | 163
KANABEC | 17,738 | 16
KANDIYOHI | 184,936 | 141

KITTSON | 173,341 | 109
KOOCHICHING | 4,384 | 4
LAC QUI PARLE | 193,171 | 186
LAKE OF THE WOODS | 20,956 | 16
LE SUEUR | 87,081 | 90
LINCOLN | 114,599 | 106
LYON | 195,892 | 204
MAHNOMEN | 59,789 | 44
MARSHALL | 346,219 | 227
MARTIN | 231,916 | 212
MC LEOD | 113,656 | 100
MEEKER | 110,802 | 107
MILLE LACS | 21,064 | 24
MOODY | 4,937 | 5
MORRISON | 58,491 | 59
MOWER | 198,874 | 169
MURRAY | 187,444 | 189
NICOLLET | 73,446 | 85
NOBLES | 185,049 | 178
NORMAN | 234,295 | 155
OLMSTED | 89,873 | 76
OTTER TAIL | 125,108 | 140
PENNINGTON | 145,616 | 99
PINE | 21,624 | 22
PIPESTONE | 100,511 | 100
POLK | 322,635 | 284
POPE | 102,544 | 87
RAMSEY | 6,790 | 7
RED LAKE | 109,838 | 69
REDWOOD | 236,169 | 237
RENVILLE | 320,037 | 231
RICE | 67,002 | 64
ROBERTS | 18,387 | 11
ROCK | 114,800 | 112
ROSEAU | 179,732 | 125
SAINT LOUIS | 1,155 | 1
SCOTT | 23,200 | 22
SHERBURNE | 33,893 | 22

SIBLEY | 147,013 | 114
STEARNS | 157,577 | 161
STEELE | 100,588 | 84
STEVENS | 172,723 | 129
SWIFT | 190,179 | 170
TODD | 46,009 | 49
TRAVERSE | 137,178 | 91
WABASHA | 47,253 | 53
WADENA | 13,307 | 17
WALSH | 625 | 1
WASECA | 80,566 | 84
WASHINGTON | 18,270 | 20
WATONWAN | 93,119 | 88
WILKIN | 187,839 | 103
WINONA | 35,975 | 35
WRIGHT | 66,187 | 66
YELLOW MEDICINE | 215,562 | 200

Breakdown Of Growers By County

MINNESOTA
51%



Demographic

Get to know the farmers

CROPS
Total Acres: 48,220,419

* Total acreage planted across all growers
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CANOLA
1,000+ acres: 140

500-1,000 acres: 513
1-500 acres: 3,273

WHEAT
1,000+ acres: 1,695

500-1,000 acres: 2,239
1-500 acres: 6,446

CORN/SOY
1,000+ acres: 4,510

500-1,000 acres: 6,193
1-500 acres: 4,836

SUGAR BEETS
1,000+ acres: 29

500-1,000 acres: 142
1-500 acres: 1,736

HAY
1,000+ acres: 101

500-1,000 acres: 570
1-acres: 11,625

Thanks to our special mailing list, we have an extremely accurate picture of our readers. 
From type of crop grown to number of acres to gross farm income, if there’s a certain 
demographic information you want to know about our audience, we can tell you.  



WELCOME

But wait...
You’re not a farmer?
Why we are doing this, why we should do this and why it matters. 

Mike Dragosavich
 - Founder/Publisher at Spotlight

Mike Dragosavich

My name is Mike Dragosavich and I care about engagement. My job at Spotlight since I founded it was to 
take a topic that I believe is needed and connect that topic in a positive light to the people who matter. Even 
though I do not have a farming background, I understand that this magazine and it’s resources are needed. I 
am a business owner and I can relate to farms in that sense. That is what this magazine is about.
 
I want this magazine to be a resource and inform the new generation of agriculture business men and women 
about the new technologies, efficiencies and cultural changes that they can capitalize on. In my business, we 
took a traditional media like print and used technology and new resources to make a business in a dying 
industry a thriving one. I believe the similarities we have to farming is more than one would think. 

My goal with this magazine is to represent our younger farming business owners through diligent research, 
engaging visuals, impactful information and sustainable resources. I will take into consideration the family 
dynamics, the government limitations, the uncontrollable situations and the communication barriers when 
developing this product. I will engage with non-biased advisors from different aspects of the farm business 
and rely on actual farmers for advice. I will build a team centered around the fact that we represent the 
hard working farmer and we take pride in that. I want this publication to be a source of more profitability 
and smarter business techniques on the farm. I also want to learn from the farm business to help my own. 
Together, I want us all to succeed in business, whether it’s with dirt or paper.  

M
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MEET DANNA SABOLIK

Running a farm is really running your own business. While there are numerous obstacles 
that farmers face that a regular business owner never touches, it’s very important that 
farmers have a good business mind. For the last five years, we’ve produced award 
winning business content. That’s why we’re bringing our expertise of business to business 
content and combining it with the ag expertise. 

B2B Meets Farm

Danna Sabolik - Future Farmer Editor

My name is Danna Sabolik and I’m the editor of Future Farmer. I grew up on a dairy and crop farm in west 
central Minnesota, near Kensington. The love of ag is deep in my bones and I am so looking forward to 
sharing that passion through this magazine. I have a background in journalism and communications, and have 
spent a few years in ag media, giving me insight of what farmers are looking for content-wise.

I believe in striving for excellence in everything, and helping other people succeed along the way. Because 
of my farming background, I have an understanding of farm business, as well as a genuine connection with 
farmers and other ag professionals. 

Future Farmer is the magazine farmers want and need. It will be visually satisfying, easy to comprehend and 
packaged beautifully. Also, it will be pivotal to farmer’s success in the coming years. With an increasingly 
growing population and changing culture, farmers are challenged more every day with how to maintain trust 
and transparency. 

Our magazine is the solution. We are for the progressive farmer. For the farmer with questions on how to do 
better. For the growing farmer. And, the generationally transitioning farmer. We are focused on providing 
the best content with resources, tools and real-life reviews of the latest ag tech as well as lifestyle solutions. 
By highlighting the noble work farmers do every day and relying on Spotlight’s magazine expertise, I’m 
confident this magazine is exactly what the farming community needs.

M
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STRATEGY

Editorial Advisory

Influencer Content

Direct Mail 2.0

An Editorial Advisory board will be constructed from farmers, government 
officials, industry leaders and farm business advisory groups. This board will 
guide us and make sure we’re reporting information that provides real value. 

Readers love real people. In regional content, real people matter, especially the 
type of people who are influential in their field. That’s why we will be working 
with industry leaders to report on the stories that affect farmers everyday. 

Direct Mailing is one of the most effective forms of marketing in 2019. The catalog 
business is booming and the numbers support it. The only catch is that the content 
and physical product has to be engaging, relatable and quality. That’s why Future 
Farmer is such a good value. Imagine how much it would cost you to  
direct mail a quality product that the farmer cares about to 16,000 farmers. 

“We have seen great results with advisory boards in our other magazines. This ensures 
that our content takes into consideration all aspects of the topic we are covering. It also 
ensures a non-bias approach to content.”

“When we let influential people contribute, it not only receives better engagement from 
our readers but it helps the content spread further. Our influencers will share their stories 
in their network to help the reach of the magazine.”

“We are all in with mailing! The results have blown us away with our other magazines. We 
believe with this magazine, it will be even better. And we work all year long on developing 
the best mailing list through distribution partners. Ask us how!
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Commentary vs. 
Profiles

Reader Engagement 
= Ad Results!

Multi-Channel  
Distribution

Business Profiles can come across as “Paid Content” and no-one wants to be 
tricked into something.  We found a solution that not only keeps readers trust but 
promotes better information that is easier to consume and relate to.

If readers actually care about the content, they will invest in the content. Studies have 
proven that print media advertising is one of the most trusted forms of advertising. 
Our goal is to make sure readers can’t wait for this content, trust it and care about it. 
If we achieve that then everyone wins, especially the advertisers. 

Even farmers consume content like anyone else. They need it in print along with 
digital. This magazine will develop a content distribution network of mail, email, 
social media, forums, our own website and more. 

“Have you ever heard of “Information vs. Data?” Some magazines give you the data like a 
brochure but don’t tell you how to apply the data, makes sense of it or relate to it. That’s 
why we like to take an important topic, do our research to provide the best data and then 
rely on experts to provide commentary on how the reader can use the data. Think of it 
kind of like VH1’s “Pop Up Video.” 

“It’s sad to me to see how many magazines are built around the “advertiser first” 
methodology. I believe that is a quick fix that becomes a lose-lose. I have learned 
with our other publications that if the content is really good, the readers care and 
they accept the advertisements. It’s the long road, but I believe it’s the only road.”
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RATES & SIZES

1/4 Page

Spread

Full Page

1/3 Page

Half Page 
(Vertical/Horizontal)

1xPage Options

$850

Ask for  
details

$2755

$1885

$1370

Print Size: 16.75” x 10.875”

Print Size: 8.375” x 10.875”

Print Size: 3.5” x 10”

Print Size: 2.25” x 10”

Print Size: 3.5” x 4.75”

Print Size: 7.25” x 4.75”

Bleed (1/8”): 17” x 11.125”

Bleed (1/8”): 8.625” x 11.125”

*Please keep text within safety area

*Please keep text within safety area

Production Fees
$75/hour for graphic design. 
$100/hour for photography. 

Design and Photography 
provided by Spotlight 

Studios.

Agencies:
Net Rates:

Net 30 Days. 

Premium Placement
All premium placement is sold on a 

yearly basis.  

Back Cover: Ask for details

Inside Cover (Page 2): Ask for details

Page 3: Ask for details

Page 4: Ask for details

Page 5: Ask for details

Page 6: Ask for details

Page 7: Ask for details

Inside Back Cover: Ask for details

Opposite Inside 

Back Cover: Ask for details

**For premium placement ads, 
use full page dimensions.
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ADVERTISING RATES

Ask about multiple 
issue discounts!



SPONSORED CONTENT
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HOW IT WORKS

1.

2.

3.

Discuss with your sales rep about which 
package is right for you. 

Pick your magazine and issue date. You can 
pick an issue from our editorial calendar. 

We’ll schedule a conference call to discuss the 
direction of your story and set you up on our 
project management system.

4.

5.

6.

Our editorial team will work with you on 
deciding the best angle for the story.

Our editorial team will work with you on  
two revisions.

The advertorial will appear in the printed 
magazine and digital versions labeled as 
“Sponsored Content.”

Sponsored Content Guidelines
Because our readers trust our content and 
journalistic integrity is important to us, we have 
sponsored content guidelines that advertorials 
must adhere to. Once you sign on, we will share 
with you the full guidelines but it is mainly to 
ensure the content is relevant, interesting and 
engaging to our readers.

Deadline
The 15th of the month two months prior to the 
magazine being printed. (I.e. The deadline for 
the May magazine is March 15.)

W
HA

T 
YO

U 
GE

T

Sponsored content printed in all magazines

One-minute video

Sponsored content on our website and digital version 
of the magazine

Sponsored content posted on social media  
with your company tagged

We’ll boost the article from our social media channels

Rights to all photos, video, copy and design

50 magazines delivered to you

HOW WE DISTRIBUTE YOUR CONTENT

The digital version of the 
magazine is shared on 
all our websites, social 
media accounts and 
newsletters.

Digital Version of Magazine

Your article will run in every 
copy of the magazine.

Print Version of Magazine

Depending on which 
brand you work with, 
your content may be 
shared on Facebook, 
Twitter, Instagram or 
LinkedIn. We will also 
boost your article from 
our brand to your 
desired audience.

Social Media
Your sponsored 
content will go 

out in our monthly 
newsletter.

Email

Website
Your website will be 
hyperlinked in the 
article driving people 
to your website and 
helping your SEO.

Sponsored Content



MARKETPLACE
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Marketplace
To offer a unique and affordable advertising option, 
each issue will feature a special Marketplace that gives 
you the opportunity to reach farmers looking for new 
equipment. Repeat exposure gives you the opportunity 
to reach our audience.

Inquire about 
sponsorship 

opportunities!

MARKETPLACE
$350!
1/8 page ads start at

You can use the 
Marketplace for 
giveaways for 

lead generation!

YOUR AD
HERE
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FUTURE FARMER

Future Farmer is dedicated to providing the best 
ag-business and ag-tech news and resources.
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Distributed at approximately 500 
locations around the community

38,000 social media followers

MONTHLY

Direct mailed to all Oxbow and 
Fargo Country Club members and 

affluent areas of town

Unique tabloid size creates 
keepsake value

Features an in-depth directory of 
local wedding vendors 

Has a year shelf-life and is distributed 
around town and at wedding shows

Mailed to every business with 
2-40 employees in ND

Core demographic is business 
decision makers

Mailed to every farm of  
500+ acres in ND & MN

Core demographic is farmers who 
want to keep up on the latest tech, 

news and practices

10,000 copies inserted into Grand 
Forks Herald every issue 

Mailed to all Champions Club 
members

All Team Makers member receive a 
copy in the mail

The only place you’ll find the behind-
the-scenes info on NDSU Athletics

APRIL 2019 COMPLIMENTARY

M A R C H  2 0 1 9 C O M P L E M E N TA RY

BISON ILLUSTRATED   march 2019
BISONILLUSTRATED.com
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Meet the Team
We’re a team of passionate and dedicated writers, photographers, designers, 
sales reps, admin and distribution team that’s passionate about creating great 
and engaging content. 

MIKE JAY ALEXANDRA NOLAN DANNA

CHRISTY BRADY PATRICK KELLEN NEIL

LAURA MATT PAUL JENNY ZACH

HILLARY KIM NICK TOMMY KIRSTEN

COLLEEN CASSIE BRUCE CRAIG JOHN
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