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2009 and since then has provided 

product development advice to na-

tional brands like Crate & Barrel. She 

recently helped 3M update its iconic 

Post-its with a colorful new collec-

tion called Noted by Post-it. Now 

“If a bit of 

greenery is 

clinically 

proven to 

reduce stress, 

why not have 

a table or 

deskful?”  
—CHRIS PLANTAN

of�ce products industry made sus-

tainability a priority?” Plantan says.

For russell + hazel, Plantan took 

inspiration from fashion runways. In 

concepting Good Of�ce Day with 

fellow architect Kevin Robledo, 

founder of product development 

company Line Modern, she dug into 

her garden. “If a bit of greenery is 

clinically proven to reduce stress, 

why not have a table or deskful?” 

There in the dirt she discovered all 

the materials she needed for a more 

mindful desk collection: bamboo, 

sugar cane, soy. Most items in the 

line are backyard compostable; 

every material used, from packag -

ing to ink, is recycled, renewable, or 

biodegradable. The eco-friendly ma -

terials informed Good Of�ce Day’s 

earthy palette of brown, light blue, 

and stone. No patterns; no �ashy 

details.

“If russell + hazel was your 

really preppy friend,” Plantan says, 

“Good Of�ce Day is the person you 

go to to calm down.” 

That is, when the work keeps 

you from the garden.  

—Allison Kaplan

Good Of�ce Day is sold at most 

Target stores, target.com, and direct 

at goodof�ceday.com. Prices range 

from $4.99 to $14.99. Look for a 

Good Of�ce Day pop-up opening 

April 15 in downtown Wayzata.

she’s back with a new line of of�ce 

supplies all her own, called Good 

Of�ce Day. The hook? The products 

are made with 100 percent recycla -

ble and compostable materials.

“I just thought, why hasn’t the 
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Company  Bridgewater Bank  |  Headquarters 4450 Excelsior Blvd., St. Louis Park  |  Size 84,000 square feet  |  Designer Momentum Design Group

F rom the rooftop deck  eq uipped with lawn games and a barbecue down to the high- tech conference rooms, B ridgewater B ank  is confident 

that employees will be eager to return to its new S t. L ouis Park  headq uarters when it’ s safe to gather. C ompleted in A ugust, the B ridgewa-

ter C orporate C enter was designed with high ceilings and an open fl oor plan to encourage interdepartmental collaboration and after- hours 

socializ ing ( there’ s beer on tap in the k itchen area) . D esigned for growth, B ridgewater’ s current staff will occupy around 6 0  percent of the 

space. T he top fl oor of the four- story building is currently leased to other businesses, with a focus on local entrepreneurial ventures. F ull-

service restaurant H az elwood F ood &  D rink  is scheduled to open in A pril on the street level. “ People were ecstatic about the environment 

that was created,”  B ridgewater B ank  ex ecutive vice president and C O O  Mary J ayne C rock er says. “ I  do think  that while people can be fully 

productive at home, I  k now people are ex cited to get into the space and start work ing here again.”  —Jenna Grundtner

Design highlights: the rib cage-like steel 

staircase and spiraling chandelier that links 

the floors together. Greta McLain, one of the 

artists behind the George Floyd memorial 

in Minneapolis, painted a multilevel mural 

in part of a stairwell, which pedestrians can 

see from outside.

One of Bridgewater 

Bank’s biggest requests 

was a welcoming and 

warm feel, a place 

where people want to 

work—not the stereo-

typical “stuffy” bank  

environment.
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WALKER ART CENTER

THANK YOU  
CORPORATE PARTNERS!

The Walker Art Center gratefully acknowledges the 

following corporate contributors whose extraordinary 

support enables visitors from down the street and 

around the world to connect with the most innovative 

art and artists of our time.  

walkerart.org ©2021 Walker Art Center

PREMIER PARTNERS 

TECHNOLOGY PARTNER

FOUNDERS ($50,000–$99,999)

Ameriprise Financial
General Mills Foundation 

BENEFACTORS ($25,000–$49,999)

3M Foundation
The Cargill Foundation
Thrivent Financial
U.S. Bank Foundation

PATRONS ($10,000–$24,999)

Best Buy Foundation
The Estée Lauder Companies, Inc.
Faegre Drinker Foundation
Taft
Tennant Foundation
Wells Fargo Foundation 

ADVOCATES ($5,000–$9,999)

The Boss Foundation
Lévy Gorvy
Mayo Clinic
Mortenson 
Rahr Corporation
Robins Kaplan LLP  

FRIENDS ($2,000–$4,999)

Emerson
HGA 
Sit Investment Associates Foundation
Zelle, LLP

ASSOCIATES ($1,000–$1,999)

Archetype Signmakers, Inc.
Arthur J. Gallagher & Co.
Federated Insurance Companies
TEGRA Group
Twin City Filter
UHL Company, Inc.

CORPORATE SPONSORS

$100,000 AND ABOVE

JP Morgan Chase & Co.
Target 

$50,000–$99,999

Medtronic Foundation Communities 
Fund

PNC Bank
United Health Foundation

$25,000–$49,999

Dorsey & Whitney LLP
Hero Office Systems
RBC Wealth Management
TimberTech by AZEK Building 

Products

$10,000–$24,999

3M
Abbot Downing
Augeo
Bank of America Private Bank
Best Buy
Blu Dot
BMO Wealth Management
Citi Private Bank
The Creative Partners Group
Elysian Construction
Faegre Drinker
KNOCK, Inc. 
M&E Catalyst Group
MartinPatrick3
Mortenson
Phillips
Prudden & Co.
Pohlad Companies
Spacecrafting
Thrivent Financial
U.S. Bank Private Wealth 

Management

$1,000–$9,999

10 Thousand Design 
HGA
Lucy Interior Design
Marion Parke
Mutual of America
Peterssen/Keller Architecture
Thomson Reuters
The Woodhouse Day Spa

MATCHING GIFTS

AllianceBernstein
Allina Health
AT&T
Best Buy
Chase
The Estée Lauder Companies, Inc. 
Expedia, Inc.
IQVIA
Prudential Financial, Inc.
RBC Wealth Management
Target
Thrivent Financial
TisBest Philanthropy
U.S. Bank
UnitedHealth Group

IN-KIND GIFTS

Atomic Data 
Bacardi 
Blu Dot 
City Pages 
Google, Inc. 
LOLL Furniture 
Minneapolis Park & Recreation 

Board 
Minnesota Public Radio
Mpls.St.Paul Magazine/MSP 

Communications 
Nina Hale, Inc. 
Room & Board 
Shapco Printing, Inc. 
Sotheby’s 
Wedge Community Co-op
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T
he Covid-19 pandemic got 

entrepreneurs thinking about 

ways to help people improve 

their physical and mental health with-

out having to leave the house. Meet 

three such Minnesota startups working 

to bring health home: 

EmpowerU

Between March and October 2020, the 

Centers for Disease Control reported a 

31 percent increase over 2019 in emer-

gency room visits of children ages 12 to 

17 for mental health concerns.

“Depression, anxiety, avoidance, 

ADHD—these have all been exacerbat-

ed in the pandemic by remote learning, 

loss of milestones, isolation, and loneli-

ness. Combine all that with the stress of 

what’s going on in our country and ... 

it doesn’t take much to trigger students 

to the point where they feel like they 

can’t cope,” says Katie Dorn, a school 

counselor and therapist and CEO of 

EmpowerU, an online social-emotional 

support platform founded in 2017 and 

well-positioned to take off this year.

toner, lip balm, and a facial roller—

with a twist. Rather than focusing on 

skincare results, Lilac 11 advocates for 

practicing a moment of calm.

 “I wanted to create an emotional 

connection through products,” Arias 

says. She labored over every detail of 

the brand, like the bright, modern 

packaging. “This is not meant to be 

spa-like,” Arias says. “We want to 

convey the idea of taking 30 seconds to 

breathe and be present.”  

 The earliest iteration of Lilac 11 

was a travel kit for airplane travelers to 

provide a moment of calm before land-

ing. But when the pandemic prompted 

a move away from air travel, Lilac 11 

renewed its focus on the fundamental 

intention: creating a healthy mind, 

body, and spirit, wherever you are.  

To Arias, that objective feels more 

timely than ever. lilac11.com

Neiibor Crate 

Eating local and healthy usually 

requires an extra layer of effort— 

shopping at food co-ops and buy-

ing direct from the brands. Neiibor 

Crate is working to make both more 

convenient. The Minneapolis-based 

startup allows customers to buy pack-

aged foods and beverages from small, 

local brands in one spot online, with 

the products delivered to their doors 

as soon as the next day. Neiibor Crate 

stocks up-and-coming indie brands 

such as Deane’s Kombucha, Blackeye 

Roasting Co., Ommie Snacks, Red 

Table Meat Co., and Hoyo Sambusa. 

There’s no markup for the service; 

customers pay a small delivery fee.

“The current food supply chain 

doesn’t make it easy for food makers. 

They’re stuck in this wholesale/retail 

model,” founder and CEO Kong Yang 

says. “They aren’t able to earn the true 

The Excelsior-based online 

platform offers students mental health 

skill-building lessons paired with one-

on-one support from licensed thera-

pists. As of mid-March, EmpowerU 

had more than 55 middle school, high 

school, and college system partners in 

Minnesota and Wisconsin, including 

Hopkins and Eagan public schools. 

“A lot of people ask, ‘How can five 

minutes of texting and email support 

be transformative?’ ” Dorn says. “But it 

breaks down what would typically be 

several 55-minute therapy sessions into 

five minutes a day. It’s more digestible. 

We’re meeting students where they’re 

at in the language they want to speak.”

Minnesota Virtual Schools, which 

offers full- and part-time enrollment 

for public school students in every 

Minnesota county, became one of 

EmpowerU’s first pilot schools in 2018 

after trying to better serve the mental 

health needs of their virtual student 

population. Director Bill Glenz said 

they found the program to be the 

perfect fit for their students’ needs, and 

the school now partners with Empow-

erU to provide licensed teachers to 

teach the courses, allowing students to 

receive academic credit. 

In the coming year, Dorn and 

co-founder Abby Master plan to keep 

growing their user base and expand 

their product geographically and to 

include elementary school and parental 

versions. empoweru.education

Lilac 11 

 What is the product equivalent of 

deep, cleansing breaths?  

 As a product development and 

branding expert, Amy Arias ana-

lyzes trends and identifies holes in the 

market. She’s a partner in June Co., the 

Minneapolis-based parent company 

of Mosquito, which designs corpo-

rate branded merchandise, and West 

Emory, which develops private-label 

products for brands like Target,  

Crate & Barrel, Paper Source, and Ulta.  

  After years of making products 

for other brands, Arias and her team 

decided to create a line of their own to 

sell direct to consumers: Lilac 11, a col-

lection of beauty items—essential oils, 

value of their product.” Usually, man-

ufacturers produce large quantities 

of a product and wholesale them at a 

low but profitable price to distribu-

tors, who then deliver the product to 

the end users. Often, there are several 

middlemen along the way before it 

reaches the retailers, who then mark 

up the price for their own profitability. 

The maker gets only a fraction of what 

their products are actually worth. 

With Neiibor Crate, Yang says, 

food makers earn the true value of 

their products by eliminating many of 

the middlemen. While Neiibor Crate 

earns a commission from the makers, 

it also lowers makers’ production costs 

by providing product warehousing 

and logistics at a lower cost. 

Neiibor Crate was launched 

in 2019, but the pandemic was the 

real test of the company’s viability. 

“Research shows that the pandemic 

moved consumers to more online 

shopping for groceries, and more food 

makers adopted e-commerce tools to 

sell their goods,” Yang says.

This year, Yang plans to focus on 

raising capital, fundraising locally to 

build community support. 

“When we allow food makers to 

earn the true value of their products,” 

Yang says, “we also see lower prices for 

healthy, local foods.” neiiborcrate.com L
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Wellness 
Within 
Your Own 
Walls
Three local startups bring 

health to your home. 

By Tess Allen

amped up

Neiibor Crate founder and 

CEO Kong Yang

EmpowerU founders Abby 

Master (left) and Katie Dorn

20AmpedUp.indd   1 3/25/21   4:22 PM



Equity’s Place in Core Business
A leader in corporate diversity and inclusion, RSM shares tips and resources  
for ensuring equity remains a foundational facet of your business.

F
or middle-market-focused 
tax, auditing, and consulting 
firm RSM, diversity, equity, 

and inclusion (DE&I) is one of 
the many vital facets of running 
a successful business, equally 
as important as finances or 
marketing. 

To ensure it stays that way, RSM’s 
more than 900 professionals in 
Minnesota and nearly 10,000 
professionals across North 
America are supported by a team 
of dedicated DE&I experts. RSM 
has eight professionals whose 
jobs are to work on DE&I efforts 
full time on a company-wide 
scale, plus 12 employee network 
groups (ENGs), several diversity 
and inclusion advisory teams, 
and many culture, diversity, and 
inclusion (CDI) regional and local 
leaders. 

But RSM’s efforts don’t stop 
inside the company’s own offices. 
In addition to guiding internal 
growth, RSM’s CDI regional and 
local leaders also advise and 
assist RSM’s clients on running 
inclusive businesses too. In 2017, 
RSM CEO Joe Adams took the 
pledge to become part of CEO 
Action for Diversity and Inclusion, 
the largest CEO-driven business 
commitment to advance diversity 
and inclusion in the workplace. 
Most recently, RSM launched the 
Middle Market Collaborative for 
Understanding, a group that will 
come together to actively enhance 
diversity, equity, and inclusion 
within their organizations and 
across the broader middle market 

business community by reviewing 
insights and sharing ideas and 
best practices to take back to their 
teams.

Not only is strengthening DE&I the 
moral thing for businesses to do, 
says Mary Beth Ruthford, RSM’s 
DE&I leader for the north central 
region and director of client 
experience at RSM Minneapolis, 
but it’s also better for business. 
“Research shows that diverse 
companies grow faster and are 
more competitive, profitable, and 
effective, and that having a diverse 
staff and an inclusive culture is 
increasingly vital to attracting and 
retaining employees.” 

While not every company has 
been as focused on DE&I efforts 
for as long as RSM, the past year’s 
events, like the untimely death of 
George Floyd and the subsequent 
protests and riots, have reignited 
conversation and action for many. 
No company is perfect when it 
comes to DE&I, says Ruthford, 
but as companies across the 
nation and beyond work towards 
progress, they should be sharing 
and learning from each other in 
the process. 

In that spirit, Ruthford shares 
some tips and resources from 
RSM that other companies can 
use to grow their equity and 
inclusivity too: 

Understand where you’re at  
and where you want to go. 
You need to understand where 
you are personally, encourage 
your employees to do the same, 
and stay on top of the DE&I 
metrics of your business, Ruthford 
says. Monitor your company’s 
racial and gender diversity and 
hiring practices and compare 
those metrics with those of the 
community and other companies 
in the industry to see how you 
stack up and where you can 
improve. 

Company culture  
starts at the top.  
Leaders must be engaged, 
educated, and supportive of DE&I 
in order for it to become a staple of 
overall company culture, Ruthford 
says. “At RSM, our leaders really 
do walk the walk and talk the talk, 
and they’re engaged in this work 
inside and outside of the firm. 
That’s extremely important.”  

Have “courageous  
conversations.”  
It’s important for businesses 
and organizations to facilitate 
what RSM calls “courageous 
conversations,” or conversations 
focused on DE&I that demonstrate 
caring and curiosity, drive 
collaboration, and use critical 
thinking to deepen learning and 
foster understanding. For more 
information, check out RSM’s 
Courageous Conversation Guide 
at rsmus.com/courageous-
conversations. 

Provide open employee  
network groups (ENGs).  
Encourage and facilitate 
ENGs, or voluntary groups of 
employees that come together 
based on shared identities or life 
experiences, Ruthford says. ENGs 
are also a great place to have 
“courageous conversations.” 

“All of RSM’s ENGs are open 
to everyone, so for example, 
you don’t have to be a woman 
to join the women’s ENG,” she 
says. “That’s really intentional 
because first, these groups are 
about inclusion, and second, the 
groups have really proven to be a 
really great way for people to get 
educated and hear people talking 
about issues that really matter.” 

Go beyond conversation in ENGs 
with an annual project plan for how 
each group can help their talent, 
organization, and community 
continue to make progress.  

Move from conversation  
to action. 
“On an individual level, the first 
step begins with checking your 
own personal bias. Then you 
can build from there and help 
others check theirs, shining a 
light if and when you see bias in 
the workplace. The more you 
actively think about and work to 
overcome bias, the easier it tends 
to become to foster an inclusive 
and equitable culture. How you 
tackle this at the organizational 
level is obviously going to depend 
on what’s important to your firm 
and your people—and sometimes 
to your customers,” Ruthford 
says. “But there are so many 
ways to get involved.” Continuing 
conversations outside of the 
workplace, donating time and 
resources to charities with DE&I 
missions your company supports, 
launching partnerships with 
and investing in other diverse 
organizations, and making sure 
your own organization stays on 
track are just a few of the ways for 
companies to turn conversation 
into action.

Harvard University’s Project Implicit 
implicit.harvard.edu 

SPONSORED CONTENT

Mary Beth 

Ruthford, RSM’s 

management 

consulting leader 

for the north 

central region and 

director of client 

experience at  

RSM Minneapolis

At RSM, our leaders 

really do walk the 

walk and talk  

the talk … and are 

engaged inside and 

outside of the firm. 

That’s extremely 

important.

‘‘

Other Resources for  
DE&I Assessment

RSM’s Resources for Racial  
Understanding and Inclusion 

rsmus.com/racial-understanding

American Institute of Certified Public Accountants 
(AICPA)’s Accounting Inclusion Maturity Model 

aicpainclusion.com/default.aspx
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Early Departers
Too many entrepreneurs give up too quickly 

because we have no ecosystem to support them. 

By Rajiv Tandon

L
aunch Minnesota, an 

initiative by the Min-

nesota Department of 

Employment and Economic De-

velopment (DEED), is designed 

to boost the state’s economy 

by strengthening the startup 

ecosystem. The goal is to increase 

the number of statewide startups 

and amplify Minnesota as a 

national innovation leader. 

Entrepreneurship is already 

exploding by itself. Numerous 

aspirants have specifi c ideas 

in mind and a deep interest 

in starting a business; most 

have no experience. Minnesota 

already has 50 incubators, many 

angel groups/individuals, hun-

dreds of meetups, numerous 

events, and several universities. 

These incubators work with en-

trepreneurs with viable concepts 

to help grow them into success-

ful businesses. 

Most entrepreneurship 

support programs and policies 

engage an individual once they 

have already started a business 

or have gone far in the process 

of doing so. What is missing 

is mass-scale skill develop-

ment and requisite competence 

building. These programs 

leave out people who want to 

start a business and have even 

taken some steps, but stopped 

because of lack of reasonable 

assistance at the idea stage—

the initial step of preincuba-

tion support, of screening and 

polishing raw ideas into quality 

ones. 

Lack of this piece leads to 

too many failures and missed 

opportunities. Remedying 

this problem will dramatically 

increase the number of quality 

business concepts. 

Recent Kauffman Founda-

tion reports, drawn from a na-

tionally representative survey 

of U.S. adults, detail critical 

fi ndings on why “leavers,” 

though interested, decide not 

to start a business or to wait. 

Key fi ndings include: 

• They are about 6 percent 

of the adult population. 

PLANTING SEEDS

Make

connections. 

Nourish

ideas. 

Revolutionize

tomorrow. 
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