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One of the most valuable Quorum member benefits is the opportunity to be seen in our 
powerful quarterly newsletter, Q. Your visibility will help you:

•  Increase referrals
•  Develop new business
•  Meet other business people for collaboration
•  Attract high quality talent

Your presence in Q reminds our readers that you are a member and demonstrates 
your dedication to Quorum’s values: authenticity, integrity, inclusion and equality.

The power of Q depends on you. We invite our members to share expertise, creativity, 
and charisma to every addition. We want your:

•  Submissions: small articles and commentary about business trends and 
    innovations, press releases, announcements and feature articles highlighting your 
    expertise and business acumen

•  Member News: milestones, honors, awards, expansions, transitions, 
    and new locations

Q readers are a lucrative, loyal, and influential audience: entrepreneurs, business 
leaders, corporate executives, community leaders - GLBT and Allied people who 
recognize Quorum as their connection to businesses that align with their values.

Q is a powerful venue for advertising, another exclusive benefit for Quorum members. 
This polished, professional publication contains relevant, thought provoking content that 
ensures a great read from cover to cover.

For more information about any of these opportunities:

Website:

Ad Sales:

Design:

Staff:

Editor:

www.twincitiesquorum.com

sales@twincitiesquorum.com

hi@imagehaus.net

info@twincitiesquorum.com

editor@twincitiesquorum.com
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THE Q NEWSLETTER

Sometimes our beautiful flawed democracy gets ugly. Electoral politics is America at its very best and its very worst. Strident 
rhetoric becomes more and more polarizing and divisive the closer we get to Election Day and it will soon be nearly impossible 
to find places where dialogue about issues is actually happening. Money invariably shows up front and center. It’s this climate 
that produced the unfortunate controversial and now infamous MN Forward donations made by a handful of Minnesota 
companies.
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“After the 
madness of 

the election is 
over we’ll have 
to go back to 
working and 

living together 
with civility 

and concern for 
one another, 
so let’s start 

trying to find 
our common 
ground again 

right now”
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•	 a public vote – literally, your neighbor gets to 
decide. Sounds a bit crazy right? Now try to 
rationally explain this to your children.  

•	 The reality is there are no perfect candidates. 
If you have ever found a candidate that aligns 
with every political position you have then 
you are a very unusual voter. Most of us are 
choosing candidates who come closest to our 
positions on as many issues as possible and 
we have one, maybe two issues that we are 
unwilling to compromise on and that’s how 
we make our selections. What if we, major 
employers included, stopped choosing our 
candidates this way and started creating, 
crafting and publishing our positions on a 
broad array of issues? What if did this by 
aligning our values, not our ideologies? 

Our biggest and most consistent mistake is that 
we’re looking at these political candidates and 
parties	to	find	our	leaders.	We	desperately	want	
them to be leaders, but they aren’t. We’re the 
leaders,	the	people	–	not	our	elected	officials.	They	
work for us. Let’s get back in the driver’s seat. 
Most citizens (voters) don’t align with either the 
far right or the far left, but the candidates and the 
political parties constantly run out on the extremes 
and	fan	the	flames	of	binary,	polarizing	thinking.	
This dynamic turns us against each other and 
we immediately stop talking to the candidates 
and	elected	officials	and	start	spewing	our	own	
strident divisive rhetoric at each other. It’s not 
productive. Let’s get back to the table for some 
healthy constructive dialogue and let’s start by 
acknowledging our common ground – our shared 
humanity.  
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The most tragic outcome of this situation is that 
our need to punish or praise (depending on one’s 
politics) these companies for this decision has 
distracted	us	from	finding	the	opportunities	to	
affect real and lasting change. I’ve admitted that 
I’m a “glass half full” kind of thinker in this column 
many times so if you’re a regular reader you may 
not	find	my	thoughts	on	this	matter	surprising.	I	
see great opportunities for dialogue that produces 
deeper understanding. After the madness of the 
election is over we’ll have to go back to working 
and living together with civility and concern for one 
another,	so	let’s	start	trying	to	find	our	common	
ground again right now. I’m going to point out a few 
things that I think most people can agree on. I hope 
that it starts us all moving forward in a positive and 
thoughtful way towards our common goals and our 
most basic shared values.  

•	 Pro business doesn’t have to and shouldn’t 
equal anti-glbt or anti – any kind of people. 
Business is people – all people. A culture that 
is hostile and unwelcoming to difference will 
not be a productive culture for business of any 
kind or size. The business case for inclusion is 
crystal clear.  

•	 It’s ok to disagree, we will invariably disagree.  
It’s what happens next that matters most – try 
starting every courageous and challenging 
conversation with a handshake and a thank 
you.		It’s	a	good	first	step	back	toward	civility.	

•	 We all want to protect our families. Gay and 
Lesbian people are hurt deeply every time 
our ability to organize, protect and take 
responsibility for our families is not only 
threatened but callously thrown around as not 
a highly complex private personal matter, but 
a simple yes or no question that should be 
decided by the general public. Imagine for one 
moment how you would feel  visit www.twincitiesquorum.com or call 651.646.1029

As the demographics of the labor 
market have continued to become 
more diverse, and competition for 
talent has intensified, inclusion has 
become critically important in busi-
ness. According to InclusionINC, 
approximately 70% of the workforce 
is disengaged and 40% of the work-
force is so disengaged that they may 
look for other work. While reasons for 
disengagement vary, discrimination 
and harassment are certainly among 
them, and regardless of the reason, 
disengagement means an employee 
isn’t putting forth their best effort. In-
clusionINC’s mission is to help clients 
create a workplace dynamic where 
its employees can bring their whole 
selves to work - and be fully engaged 
- regardless of their age, race, sex, 
religion, sexual orientation or gender 
identity, or any other layer of identity. 

An important piece of fostering inclu-
sion is the engagement of allies. Allies 
can be anyone - gay or straight, black 
or white, male or female, Christian 
or Muslim, young or old, those with 

disabilities, etc.-that recognizes 
exclusion of others and is willing to 
speak up and “offer solutions to cre-
ate a fully inclusive workplace.” As 
InclusionINC CEO Shirley Engelmeier 
notes, “allies become the champions 
and change agents who ensure that 
the organization’s culture becomes 
one where every employee can be 
fully engaged and contribute to the 
success of the organization.”

InclusionINC uses a wide array of 
techniques and tools, including as-
sessments, training, metrics, and the 
implementation of supplier diversity. 
By looking at where things break 
down in the workplace - such as det-
rimental micro messaging - Inclusion-
INC works with its clients to challenge 
perceptions and identify similarities 
rather than differences. InclusionINC 
helps clients foster authenticity in the 
workplace. This not only serves to 
improve the bottom line for its clients, 
but also embeds inclusion into their 
culture.
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For some people, things like “diversity” and “inclusion” are just buzz words and 
HR trends, but if you ask Jason Bryan, inclusion is a valuable business strategy 
that positively and directly impacts the bottom line. As Business Development 
Manager at local consulting firm and Quorum member InclusionINC, Bryan 
is a professional advocate for the use of inclusion as a strategic business 
tool. InclusionINC strives to help its clients promote employee engagement, 
retention, and productivity in order to ensure that employee talents are utilized 
and maximized to achieve strategic business goals.

InclusionINC: ALIGNING INCLUSION

AND DIVERSITY TO THE BOTTOM LINE

Shirley Engelmeier and
Jason Bryan, InclusionINC.

>> InclusionINC, Continued on Pg 8

Gillian Griffin
Q Contributor
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WHY IT STILL MATTERS

As we approach October, and the National Coming Out Day celebration, it’s easy to ask – why does it still matter? It may seem 

that coming out is no longer met with the shock and awe that it once was. To those who came out twenty or thirty years ago 

it may seem like people coming out today have no idea how difficult it was back then. These are valid points, but coming out 

does still matter, especially for our children.

It’s likely that very few of you reading this column came 
out early in life. Many of us had no idea what being Gay, 
Lesbian, Bisexual or Transgender meant until we saw 
more of the world than what we grew up with. For others 
it was because it wasn’t safe until we left our childhood 
homes. I didn’t come out until I had graduated from 
college and was living on my own. Even then it was only 
under duress: the threat of being “outed” by another. I 
struggled, even though the people closest to me reacted 
with “yes, we thought so.” This was 16 years ago; today 
people feel safe telling the truth about who they are at 
much earlier ages.  So why does celebrating coming out 
still matter?

The reality is that no matter how many children feel safe 
enough to come out, there are still those who don’t. These 
children live in fear.  It’s for these children that we must 
continue to come out and tell our truth every day, even 
when it’s easier or more comfortable to remain quiet.  We 
still need to make big changes in our laws and culture: 
even in America in the year 2010, people can be fired from 
their jobs and children can be harassed in their schools 
simply for being who they are and telling their truth.    

There are also ever-increasing numbers of children 
growing up in GLBT-headed households (including my 
son) and they need to know how many other kids there 
are who are just like them. If these children become the 
next great generation, the generation that decides as a 
society that it truly does not matter how one identifies or 
who one loves, it will be because we set a solid example 
of how to live honestly.  

No matter what the date on the calendar, there are still 
reasons to be “out.” Don’t confine it to the last weekend in 
June, or the four walls of your home: wear your pride and 
your queerness as a badge of honor, because it matters. 
And if you can’t do it for yourself (though I hope you will 
- it’s a powerful feeling) at least do it for the kids, won’t 
you?

“We still need 
to make big 

changes in our 
laws and culture: 
even in America 
in the year 2010, 

people can 
be fired from 
their jobs and 
children can 

be harassed in 
their schools 

simply for being 
who they are 

and telling their 
truth.”

Light a fire under social injustice. Give to Community 
Shares, and help support over 40 different community-
based organizations working for social equality. Because 
charity is good, but change is better. 

firepower for 
equality.

c o m m u n i t y s h a r e s m n . o r g

Go to www.TwinCitiesQuorum.com and click on [Directory] for more infor-
mation about our Member Businesses

19 Bar
20% Theatre Company Twin 

Cities
Aagesen Chiropractic Clinic
Adam Robbins
AE Sign Systems
Aegis Foundation
Agile Canines Training School, 

Inc.
Aidan Web Services
aloft Hotel
AlphaGraphics
AM950 ktnf
aMaze
Amore Coffee
Amore Victoria
Amy Ruzick & Kay T. Johnson / 

Remax Results
Andrea Wicevic / Prime Lending
Andrew Kleinendorst
Anita Bellant
Anita L. Bradshaw
Ann C. Viitala
Ann Leviton / Mavrik Realty
Anne Phibbs
Arranged by Design
Aureus, Inc.
Austin Batalden / Gurstel, 

Staloch & Chargo P.A.
Avenues for Youth
Avian Suites
Ballet of the Dolls / Ritz Theater
Bar Lurcat
Barbara Johnson Hannah
Barbette
Becky A. Moshier, Attorney at 

Law
Benjamin Bathen
Bent Needle Designs
Beth Zemsky Consulting
Beverly Cory / Edward Jones 

Investments
BioScrip Pharmacy
Bisexual Organizing Project
BK Contractors
Blue Cross and Blue Shield of 

Minnesota
BMK Solutions
Bold Blue, Inc.
Borders
Brad Baso
Bradley Weber
Brazen Theatre
Bridge For Youth
Brubaker Landscape Designs
Bruce Johansen
Bruzek Law Office
Bryant Lake Bowl
Calvary Lutheran Church
Camp Bar Twin Cities
Capella University
Cargill, Incorporated
Carlson Hotels Worldwide
Carolyn Long
CBIZ
Center for Organizational 

Development
Center of Attention
Chad Brown
Charles Madsen
Christine Tuhy / Amigas Realty
Christy Lillibridge / Five Elements 

Acupuncture
Chrysalis
Cities Management
City Looks
Clare Housing
Clearview Automobiles
Collin Foulds / Gray Plant Mooty
Community Programs in the Arts 

(COMPAS)
Community Shares of Minnesota
Connie David / Pre-Paid Legal 

Services

ConsulTech Services, LLC
Copper Creek Candles
Country Cabinets
Covalent Financial
Creative Resources
Crowne Plaza Northstar Hotel
Crowne Plaza, St. Paul 

Riverfront
Custom Drapery & Blinds by 

Michael Esch
Cynthia Reuss, Massage 

Therapist
Daniel Cashman
Danielle Anderson
David E. Ahlvers / Family 

Solutions Law Group, LLC
David Heide Design
Dawn Bartell / American Family 

Insurance
Dennie Juillerat
District 202
Doctor Sam
Doug Bredeson / Lakes Area 

Realty
Downtown Dogs
Dunn Bros. / Roseville
E.H. Construction
Ecolab
Edward Smythe
Emily Hanka
Encompass/Creative commu-

nication, coaching and 
consulting

Equilibrium Media
Ernst & Young
EvenChecks and Balances
Fair Hills Resort
Fairie Flowers - Weddings & 

Events
Family & Children’s Service
Family Tree Clinic
Family Tree Health Clinic
Fernando S. Urbina
Fiant Dental
Final Draft Designs
Fireflyy.com
First Equity Mortgage
First National Bank of the Lakes
First Shred
First Tech Computer
Foundation IX
Fred Erickson / Higher 

Standards
Fusion Hill
General Mills
Gillian Griffin
GLBT Generations
GLBTQ Online High School
Greater Twin Cities United Way
Greg Dahl DC / Archways 

Chiropractic Clinic
Guthrie Theatre
Guzman Law Firm, P.A.
H & B Gallery
Hearthstone of Minnesota
Heidi Schreiber
Heltzer & Burg, P.L.C.
Hennepin Theatre Trust
Hirenomics
Home Inspections of Minnesota
Homecare Assist, Inc.
Hot Diggity
Hyatt Regency Minneapolis
ID Matters
IMAGEHAUS
InclusionINC
ING
IOTA
Irene Greene, MSED
J. Ames Art Parlor
James Franzen Decorating
Jana Noonan Photography
Jane Neumiller-Bustad / 

Creative Mind Consulting

Jean L. Nead / INTERSOURCE, 
Inc

Jill Gibson Blyth / Softech 
Solutions

Jimmy W. Burnett
Joe’s Garage
John Arens Insurance Agency
John Hustad
John Zeches Skincare
Joseph Catering
Julie Watson
Karen Hebert / Paychex
Keystone Financial
Kirk Gryder
Kris Wilson / Fairway 

Independent Mortgage Corp
Kristi K Adams / Waddell & 

Reed Financial Services
KruegerWright
Landmark Center
Lehmann Consulting, Inc.
LeMay Painting
Long, Reher & Hanson, PA.
Look + See Eye Care
Lori Bruzek
Loring Kitchen & Bar
LouAnn’s Restaurant
Lyn-Lake Barbershop
Lynn Elmer, CFP / Principal 

Financial
M&I Bank
Madwoman
Margaret C. Charmoli, PhD 

Licensed Psychologist
Margaret Mead
Margo Renovations
Mari Anne Nesse / Prudential 

Financial Services
Marilyn Farinella / Coldwell 

Banker Burnet
Mark Berthelsen
Mark Grunewald
Marlys Fiterman / Newman LTC
Mary Kelly Consulting
Mary Rugani / Buyers Real 

Estate Group, Inc
Matt Roberts
Mayhem RFC
McDonald & Associates
Medtronic
Meefers, LLC
Metamorphosis
Metropolitan Airports 

Commission
Michael Culliton
Michael Dodson / Partylite 

Candle Consultant
Michael Hamerlind
Michael J Roberts
Michael McGee / Coldwell 

Banker Burnet Realty
Michael Spivak
Midway Training Services, Inc.
Mike Olson Construction
Mike Otto Construction
Minneapolis Eagle
Minnesota AIDS Project
Minnesota Council of Nonprofits
Minnesota Lynx
Minnesota Orchestra
Minnesota Philharmonic 

Orchestra
MN Fighting AIDS on Bikes (Red 

Ribbon Ride)
MN GLBTA Campus Alliance
MN Universal Health Care 

Coalition
Monica O’Connell / Brilliant 

Opportunities
Monkey in a Dryer Screen 

Printing
Morgan Stanley
MRM
MSP Real Estate / Louisiana 

Oaks Apartments
Multicultural Understanding, Inc.
Mundahl & Wagner, PA
NE Community Acupuncture
Next Stage Business
New Windows for America MN
Northeast Tax & Accounting
O’Keefe Matz Chiropractic Clinic
Olan Construction Services
One Voice Mixed Chorus
Open Arms of Minnesota
Out in the Valley
OUT@theOpera
OutFront Minnesota
Ozzy Dahlstrom
Pam Arnold
Pamela M. Petersen / American 

Family Insurance
Park House
Park Square Theatre
Patrick Nau Photography
Patrick’s Cabaret
Paulette Joyer / MAO Legal 

Services
Peckels Fence
Pet Yard Pick-Up, Inc.
Peter Kim / Hay Dobbs, P.A.
Peterssen/Keller Architecture
PFLAG
PFund Foundation
Planned Parenthood MN, ND, 

SD
Prepone Consulting LLC
PRG, Inc.
Pride Institute
Pride Talent Acquisition
Prime Timers MSP
Print Craft, Inc.
Printz
Project 515
Prudential
Quatrefoil Library
Rainbow Families, the Midwest 

office of Family Equality 
Council

Rainbow Health Initiative
Rainbow Rumpus
RARE Productions
RBC Wealth Management
Reclaim
Red Stag Supperclub
Right at Home - In Home Care & 

Assistance
Rikki Anderson / Primerica 

Financial Services
Robert Austin / Wells Fargo 

Reverse Mortgage
Roger Zierman / Partners 4, 

Design
Roman Savchenko
Ronald Pentz / Pentacle 

Properties, Inc.
ROR Tax Professionals, LLC
RoviaFusion
S. H. “Dutch” Koop / John 

Hancock Financial Network
Sarah Johanns / Wells Fargo 

Home Mortgage
Sarah M. Gravelle, M.S.
Schaefer Law Firm
Scott Belcher
Shades of Yellow
Sheraton Minneapolis Midtown 

Hotel
Sheryl Snitkin / Urban Admin
Silvernale Accounting
Simonson’s Salon & Spas
Simply Introduced…
Snap Fitness Shakopee
Snap Fitness Uptown
Sofitel Minneapolis
Solera Restaurant and Event 

Center
Solo by Bonicelli

South Minneapolis Properties
Spirituality Coaching for the Life 

Walk
Springthistle Design
St. Paul Siding
Stagetime Productions
Steve Wolfson / Farmers’ 

Insurance Agent
Studio Watts
Summit Inn B&B
SUPERVALU
Surdyk’s Liquor & Cheese Shop
Susan Emerson / Ameriprise 

Financial Advisor
Table Salt Productions
Target GLBT Business Council
Taurus Moon Graphic Design, 

LLC
The Aliveness Project
The Brain Candy Project
The Coalition Against Toxic Toys 

(CATT)
The Saloon
The Smitten Kitten
The Tretter Collection in GLBT 

Studies
The Westin Minneapolis
Thomas Kelner
Thomson Reuters GLBT&F ERG
Tickles Food and Bar, Inc.
Tiger Sushi
Todd Park
Top Shelf
Top Talent, Inc
Training to Serve
Treacy Information Services
Twin Cities Black Pride
Twin Cities Gay Men’s Chorus
Twin Cities Pride
Universal Windows Direct
Valerie Lawson / LARK 

Development
Victorian Designs Cleaning 

Services
Upcraft LLC
Video Stardom
View Restaurant & Bar
Village Green Companies
W Minneapolis - The Foshay
Walker Art Center
We Cater To You
Wells Fargo
White Ash / United First 

Financial
Wilde Roast Cafe
WomenVenture
Wopida Training & Service 

Group
Xcel Energy
Yum! Kitchen & Bakery
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AD SIZES

Full Page
Full Bleed
Inside front and
back cover only 

8.5” x 11” 7.5” x 10”

Full Page

4.43” x 10”

Full Page
3 column

½ Page

7.5” x 4.91” 4.43” x 4.91”

½ Page
3 column

2.9” x 4.91”

½ Page
2 column

7.5” x 7.41” 4.43” x 7.41”

¾ Page
3 column

¾ Page

2.9” x 7.41”

¾ Page
2 column

¼ Page

7.5” x 2.41” 4.43” x 2.41”

¼ Page
3 column

2.9” x 2.41”

¼ Page 
2 column

AD RATES

Deadlines

All work submitted becomes the property of Quorum and is subject to editing if selected for publication. Submission of written material or advertising is subject to approval by 
the board of directors. Only articles that are submitted by or about Quorum members will be considered for publication in Q. All copy, text, display, photos, and illustration in 
advertisements will be published with the understanding that the advertisers are fully authorized and have secured the proper consent for the use of names and pictures of any 
persons. Submission of images must have accompanying photo credits and copies of image licences.

Pre-payment for multiple ads qualifies for an additional 5% discount.

INTERNAL ADS prices listed in black for black and white ads; prices listed in pink for color ads

INSIDE COVER ART

AD SIZE
BLACK + WHITE OR COLOR

FULL PAGE 

FULL PAGE - 3 COLUMN

¾ PAGE 

¾ PAGE - 3 COLUMN 

¾ PAGE - 2 COLUMN 

½ PAGE 

½ PAGE - 3 COLUMN 

½ PAGE - 2 COLUMN 

¼ PAGE 

2X 3X 4X

BW CLR BW CLR BW CLR BW CLR

790 840 770 820 750 800 730 780

600 660 580 640 560 620 540 600

470 530 450 510 430 490 410 470

370 415 350 395 330 375 310 355

¼ PAGE - 3 COLUMN 

¼ PAGE - 2 COLUMN 

AD SIZE
FULL PAGE

½ PAGE

1X

1X

2X 3X 4X

760 
1000

740
980

720
960

700
940

450 500 430 480 410 460 390 440

265 295 245 275 225 255 205 235

235 265 215 245 195 225 175 215

290 325 270 315 250 295 230 275

185 205 165 195 145 175 125 155

130 150 110 130 90 110 70 90

470 530 450 510 430 490 410 470

front or back as available: full color

ISSUE TARGET RELEASE DATE CONTENT DEADLINE AD/ARTWORK DEADLINE

01 MAR 2011 01 FEB 2011 04 FEB 2011

01 JUN 2011 04 MAY 2011 07 MAY 2011

01 SEP 2011 04 AUG 2011 07 MAY 2011

01 DEC 2011 03 NOV 211 06 NOV 2011

2011 CONTENT AND AD RESERVATION DEADLINES



Software and Files Formats

Q is laid out in Adobe InDesign CS5. We accept the following file formats for ad 
submissions: EPS, PDF, or high-resolution TIF (300 dpi or more at size). We are unable to 
accept ads in other formats. Please observe the following details when preparing your files.

Ad Sizes and Settings

Ads for Q must be sized correctly for our grid; incorrectly sized ads will be adjusted to fit, 
if they reasonably can be, or returned for re-submission at the correct size. Ad page sizes 
should be the size of the purchased ad space and prepared without crops, bleeds, other 

printer’s marks, or extra space around the ad area.

Fonts

All fonts must be embedded. Missing fonts will cause printing problems. Ads with 
missing fonts will be returned for re-submission. We recommend against stylizing text 
with ‘false’ bold italics, as this can cause unpredictable results on press. The best way 
to make sure there will be no font problems is to convert all type in the ad to outlines/
curves/paths. (Except: rasterizing text in Photoshop will produce poor results.) Minimum 
font size for black text should be 6 points; colored text should be at least 12 points; white 
text on a dark background should be at least 10 points.

Colors

Color ads must be submitted in CMYK format. Black and white ads must be submitted 
in gray-scale or black only formats. Ads with graphics in RGB, Pantone, or other formats 
will be converted to CMYK, which could cause unpredictable results. Black text should 
be composed of only black ink and set to overprint. (Rich black in large display type is 
fine in a color ad.)

Resolution

Resolution on images in ads should be 300 dpi at print size; lower resolution will produce 
poor results. Graphics pulled from the internet are low-resolution files designed for 
screen viewing and are not suitable for print advertising.

Online Ads

Tiles or banners for online advertising must be in RGB or Indexed color formats, at 72 dpi 
resolution, in GIF, JPG, or SWF formats and must be smaller than 100 kb.

Helpful Hints

Photoshop files will print best if saved as PDFs with the text layers maintained (fonts 
embedded) as this will prevent the text from rasterizing and will print more clearly.  
Image layers in Photoshop should be flattened to reduce to file sizes. Microsoft 
Publishing PDF settings need to be watched carefully; see sidebar.

Submission

E-mail submission is preferred; 5 MB is the maximum size for e-mail attachments. Larger 
files may be compressed (.zip or .rar) or may be submitted by uploading to a server 
and providing a download link. Free file sharing servers are available online such as 
yousendit.com or sendspace.com, or you may contact ads@twincitiesquorum.com for 
other options. We are unable to accept .sit (stufflt) archives. Submission on CD-ROM is 
also acceptable, if necessary, but CD-ROMs will not be maintained on file and cannot be 
returned. 

MECHANICAL REQUIREMENTS

PDF Settings

PDFs prepared for print should be distilled 
or exported using settings for Print or Press 
and not Screen. In particular, ensure that the 
following options are set correctly:

Compression: Images should be downsampled 
to 300 dpi/ppi, with quality level of high or better.

Printer’s Marks, bleeds and slugs should be 
turned off.

Color Settings: All settings should be CMYK, 
with no extra colors; transparency flattening 
should be at high resolution, if applicable.

Security settings must be turned off.

Bookmarks, tags, hyperlinks, guides, grids and 
non-printing objects should all be turned off.

PDFs from Microsoft Publisher

Be very careful about PDF settings when 
producing PDFs from Microsoft Publisher. 
Publisher’s default settings will not produce 
acceptable ad files. In Publisher’s print 
menu, select “Adobe Distiller” or “Adobe 
PDF” depending on how you have Acrobat 
configured and then:

Under Printing Options
• Select “One Page per Sheet”

Now click the Properties button:

Under Adobe PDF Settings
• Default Settings = Press Quality
• Uncheck “Do not send fonts to Distiller 
   Adobe PDF”

Go back to the Print window and click the 
Advanced Print Settings button (which may be 
on the Printer Detail tab in some versions).

Under Separations
• Output = Composite CMYK for color ads 
   or Composite Gray-scale for b/w ads
• Resolution = at least 300

Under Page Settings
• Uncheck all printer’s marks and bleeds

Under Graphics and Fonts
• Print full-resolution linked graphics
• Use only publication fonts

Disclaimer: Files not created to the above mechanical requirements will be modified or returned for re-submission at the 
discretion of the production staff. Q is not responsible for deadlines missed because of incorrectly submitted ad files.


