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In this special section, we turn to the 

expertise of some of the leading business 

insurance thought leaders in the Valley 

to gain market updates and perspective 

on the state of insurance. We’ve asked 

the experts in the trenches every day to 

share their insights where the industry is 

and where it’s going.

R O U N D T A B L E  D I S C U S S I O NINSURANCE
BRANDED CONTENT

JONATHAN SCHRETER

Executive Vice President

IMA Financial Group

TIMOTHY GASPAR 

CEO & Founder 

Gaspar Insurance Services

DAVID POMS

Founder and CEO

Poms & AssociatesMITZI LIKE

President / CEO

LBW Insurance and 

Financial Services
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ASSETS
THE LEADING SOURCE FOR BUSINESS NEWS IN THE VALLEY AREA

IN PRINT: THE MAGAZINE

ALIGN your brand with the 
leaders, companies and 
industries impacting the region

DISTRIBUTION:
PRINT ISSUE 3,688
READERSHIP 12,336

ONLINE: 
VALLEY.LABUSINESSJOURNAL.COM

STAY INFORMED with up to date 
news and information from our 
news team

MONTHLY UVS 13,993
PAGEVIEWS 23,118

IN PERSON: EVENTS

CONNECT with Valley leaders at 
awards, panels and receptions

ANNUAL EVENTS 6
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OUR AUDIENCE

Source: Readex Research survey

Our readers enjoy business news. They also subscribe to:

34% Wall Street Journal       13% Bloomberg Business Week       12% Economist

43%
MILLIONAIRES

43%
MIDDLE MARKET 

& ENTERPRISE COS

36%
WOMEN 

EXECUTIVES

54
AVERAGE 

AGE

Our subscribers make decisions.They personally buy:

 43% Banking Services     41% Computer Services       33% Business Insurance

66%
TOP

MANAGEMENT

$299K
AVERAGE

HOUSEHOLD
 INCOME

$2M
AVERAGE 

NET WORTH

$
$1.6M

PORTFOLIO COLLEGE GRADUATES

82%

POSTGRADUATE DEGREE

31%
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SPECIAL EDITIONS
HIGHLY-COVETED SIGNATURE ISSUES

THE VALLEY 200
MAY/JUNE

THE LISTS
NOVEMBER/DECEMBER

Spread
Bleed: 17.25”w x 11.375”h

Full Page
Bleed: 8.875”w x 11.375”h

Half Page horizontal
7.562”w x 4.875”h

THE VALLEY 200 & THE LISTS SPECIFICATIONS

Ads must be high resolution PDFs. Ad resolution is 300 dpi.
 Color formatting for advertisements is CMYK, if color, and grayscale, if black and white.
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CUSTOM CONTENT
FOCUSED BRANDED CONTENT FROM INDUSTRY EXPERTS

SAMPLE CUSTOM CONTENT INCLUDES

CORPORATE PHILANTHROPY & GIVING GUIDE

LABOR & EMPLOYMENT ROUNDTABLE

LEADERS TO KNOW: TRUSTED ADVISORS

LEADERS TO KNOW: FINANCE

LEADERS TO KNOW: HEALTH CARE

LEADERS TO KNOW: REAL ESTATE

HEALTH CARE ROUNDTABLE

MBA/MASTERS GUIDE

INSURANCE ROUNDTABLE

APRIL/MAY 2024

The health care industry as a whole has faced an incredible array of challenges over the 
last few years and has rallied by making improvements, enhancements and adjustments 
to protocols, all while providing services that are the most essential to those in need. 
To explore the future of health-related issues, our Inside the Valley team has discussed insights, 
suggestions and best practices with health care experts and thought leaders from the region. 

R O U N D T A B L E 

HEALTH 
C A R E

BRANDED CONTENT

DANONE SIMPSON
Founder & CEO

Montage Insurance 
Solutions

BETSY HART
Chief Operating Officer

Dignity Health - Northridge 
Hospital Medical Center

SYLVIA MARTIN, DNP, RN, NEA-BC 
Chief Nursing Officer & Assistant Medical Group Administrator   

Kaiser Permanente Panorama City 
Medical Center
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1| SAM ASLANIAN
Architect

Sam Aslanian Architect, Inc.

ON EXCITING TRENDS:
“As an architect who grew 

up here, I get excited to see the 
Valley transform from a suburban 

bedroom community 
to an urbanized 

pedestrian-oriented city.”

2| NIV DAVIDOVICH
Managing Partner

Davidovich Stein Law Group

ON EXCELLING:
“A top real estate agent needs 
to know the ins and outs of the 

Valley’s neighborhoods. This 
includes current property values, 
school ratings, local amenities, 

zoning regulations and upcoming 
developments.”

3| CHAD GAHR
Executive Vice President
NAI Capital Commercial

ON CAREER ADVICE:
“Build strong relationships early 

and always prioritize integrity 
in every deal. Real estate is a 

long-term game, and success is 
built on trust, expertise and the 

connections you form over time.”

4| YAIR HAIMOFF
Executive Managing Director/Founder

Spectrum Commercial Real Estate, Inc.

ON THE FUTURE:
“As we look ahead, I expect the 

industry to experience significant 
growth, driven by a variety of 

factors that will both challenge 
and create opportunities for real 

estate professionals.”

L E A D E R S  T O  K N O W :

R E A L  E S T A T E
Methodology: The professionals featured in these pages did not pay to be included. Their profiles were drawn from nomination materials submitted to Inside The Valley. Those selected 
for inclusion were reviewed by the editorial department. The professionals were chosen based on a demonstration of impact made on the profession and on the Valley community.

Valley real estate leaders have, 
in recent years, gotten creative. 
Some of the best of them are 
collected here, offering advice 
and commentary about the ever-
shifting commercial real estate 
landscape.
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In this special section, we turn to the 
expertise of some of the leading business 
insurance thought leaders in the Valley 
to gain market updates and perspective 

on the state of insurance. We’ve asked 
the experts in the trenches every day to 
share their insights where the industry is 
and where it’s going.

R O U N D T A B L E  D I S C U S S I O N
INSURANCE

BRANDED CONTENT

JONATHAN SCHRETER
Executive Vice President
IMA Financial Group

TIMOTHY GASPAR 
CEO & Founder 

Gaspar Insurance Services

DAVID POMS
Founder and CEO

Poms & Associates

MITZI LIKE
President / CEO

LBW Insurance and 
Financial Services

HEALTH CARE ROUNDTABLE | BRANDED CONTENT
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What is your outlook for the future of the 
health care system – this year and beyond?

SIMPSON: As an employee benefit broker, 
I feel that the need for a preventive 
approach with providers is critical.  
Methods for patients to understand 
how to improve their health through 
honest patient / doctor conversations is 
essential to discover the root cause of 
the issues.  The United States is growing 
unhealthier with each generation.  The 
cost of mental health and medical – from 
prescriptions to surgeries – and recovery, 
are causing huge increases for carriers, 
individuals and employers. Carriers are 
spending vast dollars on wellness. The 
wellness industry is valued at $5.6 tril-
lion and is expected to be $8.5 trillion in 
2027. Research states Americans are liv-
ing longer, chronic diseases impact large 
populations and are costly, as well as 
preventable. Accountable care is a must 
to control cost and reward providers.

MARTIN: The future of the health care sys-
tem should prioritize proactive approach-
es to mental and physical health. This 
entails focusing on preventative mea-
sures, community health education, and 
empowering individuals to take charge 
of their well-being by emphasizing proac-
tive strategies such as promoting healthy 
lifestyles, early intervention, and men-
tal health awareness as well as mental 
health maintenance. We can mitigate 
the need for reactive sick care. This shift 
will not only improve overall health out-
comes, but also reduce health care costs 

and enhance the quality of life for indi-
viduals and communities. 

What can or should be done to improve 
health care equity and access to care?
HART: Health care equity implies that 
everyone has access to care and that 
their outcomes for illnesses and health 
conditions are the same. CommonSpirit 
Health, the parent company of Digni-
ty Health, has taken several steps to 
improve health care equity and access to 
care. The health system offers financial 
assistance programs to help low-income 
individuals and families afford health 
care services. CommonSpirit collaborates 
with community organizations, faith-
based groups, and government agencies 
to address social determinants of health 
and improve access to care. It collects 
and analyzes data to identify and 
address disparities in health care access 
and outcomes and it emphasizes cul-
tural competency among its health care 
professionals to ensure that patients 
receive care that is respectful of their 
cultural beliefs and values. Through 
these initiatives, CommonSpirit Health 
aims to reduce health care disparities 
and ensure that all individuals have 
equal opportunities to receive high-qual-
ity health care. In addition to their 
initiatives, Northridge Hospital hosts 
a monthly produce distribution in con-
junction with the American Heart Asso-
ciation to provide fresh produce to com-
munity members who are food insecure. 
To date, we have provided hundreds of 
thousands of pounds of fresh fruits and 
vegetables to members of the communi-
ties in need of healthy food options.

How does California’s health care outlook 
di�er from other parts of the country?
MARTIN: California’s health care status 
and culture different from other parts of 
the country in several ways. First, Cali-
fornia has been a pioneer in health care 
reform, such as early implementation of 
the Affordable Care Act and expanding 
Medicaid coverage. This has led to a 
higher percentage of insured residents 
compared to some other states. Addition-
ally, California’s diverse population and 
progressive attitudes often result in a 

greater emphasis on holistic and alter-
native medicine practices. The State also 
has strong forces in technological inno-
vation, with many health care startups 
and research institutions based in the 
Silicon Valley. However, challenges such 
as health care disparities, excessive cost 
of living, and access issues persist, par-
ticularly in rural and underserved areas. 

SIMPSON: California has secured its posi-
tion as the fourth most affordable state 
for health care, with the sixth lowest 
deductible for residents through their 
employers, according to Forbes. The cap-
itated model (HMOs) is still the low-cost 
leader in Southern California. Medi-Cal 
receives $152 billion from federal and 
state, with 2023-2024 expected to be $6.6 
billion (21%) higher. California is the 
first state to expand health insurance to 
undocumented immigrants, while a few 
states offer coverage to certain groups. 
Effective January 1st of this year, undoc-
umented immigrants ages 26-49 became 
eligible for full medical coverage under 
California’s Medicaid program, Medi-
Cal.  Medi-Cal outpaces Medicare signifi-
cantly. The Legislative Analyst’s Office 
reports at the end of 2022, 1.5 million 
Californian’s are subsidized and approx-
imately 163,000 are unsubsidized on 
Covered California. Employer Sponsored 
Insurance remains at approximately 
50%. 

How is digital innovation revolutionizing 
health care?
HART: Digital innovation has certainly 
proved to be revolutionary by improving 

“THE FUTURE 
OF THE HEALTH 

CARE SYSTEM 
SHOULD PRIORITIZE 
PROACTIVE APPROACHES 
TO MENTAL AND PHYSICAL 
HEALTH.
-SYLVIA MARTIN

“CONNECTING 
WITH OUR 

PATIENTS ON 
A PERSONALIZED LEVEL 
ALSO CARRIES A 
TREMENDOUS BENEFIT.
-BETSY HART

027-34_HC_RT_SUPP.indd   28 5/6/24   10:54 AM
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Which of California’s new employment laws 
are most likely to lead to legal action?
HREN: In prior years, employers were not 
required to accommodate an employee’s use of 
medical or recreational marijuana. This meant 
than an employer could deny  employment to 
an applicant that tested positive for marijuana 
or terminate an employee who tested positive. 
Effective January 1, 2024, a new law prohibits 
employers from discriminating against an indi-
vidual who tests positive for non-psychoactive 
cannabis metabolites in their urine, hair or bodi-
ly �uids. This does not mean that employers can 
no longer test for marijuana, it just means an 
employer must use a more sophisticated test that 
can determine whether the employee is current-
ly under the in�uence of marijuana, as opposed 
to simply having cannabis in their system.  Prac-
tically speaking, this new law will likely result in 
much less employer drug testing given the costs 
associated with a more sophisticated testing pro-
cedure. Employers need to be sure that if they 
are testing, they do not disqualify an applicant 
from employment, or terminate an existing 
employee who tests positive for non-psychoac-
tive cannabis metabolites. We will likely see a 
lot of litigation surrounding these issues. 

BENDAVID: Senate Bill 497 creates a new 
“rebuttable presumption” if an employer takes 
“adverse action” within 90 days of certain pro-
tected employee activities. Now more than ever, 
documentation of the employee’s performance 
problems resulting in the termination decision 
is key to rebut that presumption. This can help 
if the terminated employee claims retaliation 
or wrongful termination.  Several new laws 
create new and expanded leave entitlements 
for employees. This includes California Senate 
Bill 616 (expanded paid sick leave) and SB 848 
(time off for reproductive loss). Local, state and 
federal leave laws sometimes overlap and contra-
dict – to comply with all laws requires vigilance. 

LIGHT: The most likely new employment laws 
in this category are actually coming from the 
National Labor Relations Board (NLRB). This 
federal agency, which covers union and non-
union companies, is cracking down on company 
policies that tend to inhibit potential union 
organizing, as well as complaints about wages, 
hours and working conditions. Cameras in the 
workplace are an example, as any such place-
ment would be presumed illegal unless the Com-
pany has a compelling business purpose for their 
use and does not have a less restrictive means of 

accomplishing that purpose.

What should employers know about mediation 
in the context of employment disputes?
KANTOR: Employment disputes bring along with 
them uniquely messy emotions, and often times 
an employee’s attorney is not able or willing to 
get through to them to convey weaknesses in 
the case. At mediation, an employee can have 
a chance to tell their story and feel heard, while 
also hearing objective facts and law from a third 
party neutral, enabling the parties to have a 
chance at resolution based on the realities of the 
litigation, rather than the feelings surrounding 
it. As an employer, litigation – no matter how 
righteous your defense – is going to be disrup-
tive, expensive to defend and taxing. It is usually 
worth it to take advantage of this con�dential 
process to see if you can get back to doing what 
you do best – running a business. 

LIGHT: It’s an effective way to resolve class action 
and PAGA cases, as probably 95% or more of 
these cases resolve at mediation or court-man-
dated settlement conferences. They are equally 
effective in one-off wrongful termination cases. 
The courts will force mediation at some point, 
so getting to that stage sooner than later is 
worth it to save on attorney fees that result from 
protracted and unnecessary �ghts, often over 
document production. Be prepared for a hefty 
mediator’s fee, as much as $18,000-$25,000 per 
day in class action cases. But in cases in which 
seven �gures may be at stake, the employer’s half 
share of that amount is worth it. 

What are some of the latest developments 
in minimum wage?
BENDAVID: For several years now, California 
employers have been forced to juggle different 
minimum wage rates in multiple jurisdictions. 

Now we’re seeing a trend of higher pay rates for 
different industries. For example, California’s 
minimum wage is now $16 per hour as of Janu-
ary 1st. If an employee works in the City of Los 
Angeles the minimum is $16.78, and in certain 
parts of Los Angeles County it is $16.90. (Those 
latter rates will rise in July 2024.) However, cer-
tain fast food workers, health care workers and 
hotel workers will have different minimum wage 
requirements depending on the jurisdiction and 
their jobs. Employers must now consider indus-
try, location, whether or not employees travel 
through various jurisdictions to perform work, 
and minimum salary thresholds when calculating 
minimum wage. When new rates go into effect – 
the dates vary by industry and jurisdiction.

KANTOR: New California laws impact minimum 
wage requirements in the health care and fast 
food industries. Under Senate Bill 525, certain 
covered health care employees of certain health 
care facilities will receive substantial increases 
in minimum wage ranging from $18-$25 per 
hour based on their grouping and according 
to a schedule that begins June 1, 2024. Under 
Assembly Bill 1228, fast food employee mini-
mum wages will rise to $20 per hour on April 1, 
2024 at national fast-food chains operating in 
California. Numerous cities throughout Califor-
nia have local ordinances that place the mini-
mum wage above that which California requires. 
Employers need to be sure they are reviewing 
local and industry ordinances to ensure they are 
correctly paying employees. 

LIGHT: They are likely going to continue to rise. 
The Governor may impose a 3.5% increase annu-
ally per the statute, and local jurisdictions are 
raising rates even higher. As those rates increase, 
it puts pressure on wages for workers already at or 
near that low rate of pay; thus, employers need 
to plan for that domino effect. Federal minimum 
wage continues to languish at $7.25 an hour, 
which is irrelevant in California, however.

How do you advise clients regarding 
the implementation and enforcement 
of non-competes and other restrictive 
covenant agreements?
KANTOR: Stay away from non-competes. In 
fact, the California legislature, in addition to 
recently con�rming that most non-compete 
provisions are unlawful and void, and providing 
that employees can now even directly sue an 
employer that enters into or tries to enforce a 
non-compete, also just added an urgent obliga-

“CALIFORNIA 
EMPLOYERS 

HAVE BEEN 
FORCED TO JUGGLE 
DIFFERENT MINIMUM 
WAGE RATES IN MULTIPLE 
JURISDICTIONS.
-SUE M. BENDAVID

025-32_ITV_Labor-RT-SUPP.indd   26 3/15/24   12:37 PM
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MISSION STATEMENT 

The Alzheimer’s Association leads 
the way to end Alzheimer’s and all 
other dementia — by accelerating 
global research, driving risk 
reduction and early detection, 
and maximizing quality care and 
support.

SERVICE AREA 

The California Southland Chapter
provides free educational
programs, support services and
care consultations across the Los
Angeles, Riverside, San Bernardino,
Kern, Tulare, Kings and Inyo
counties while also supporting
critical research towards a cure.

FAST FACTS

Charity Navigator Rating 
4 Stars (4/4)  
GuideStar Rating Platinum

Percentage of total revenue 
goes to cause (after operation 
expenses) 78%

GREATEST IMPACT 
IN 2024
• The Alzheimer’s Association
increased its community impact in
2024 by delivering services to an
unduplicated 19,223 diverse
community members, caregivers,
and those diagnosed with the
disease or other dementia over
the past year while raising
awareness around the disease.

FUNDRAISING EVENTS
• The Longest Day, (year-round)  

• Music is Magic Gala: May 4, 2025  

• Walk to End Alzheimer’s: Fall 2025

Learn more at alz.org/socal/events

GIVING
OPPORTUNITIES

• We need funding to ensure
Southland communities get equal
access to care and support through
our 24/7 Helpline, community-based
programs and services, and
training programs.

• Provide funding towards cutting-

edge research to end Alzheimer’s and 
all other dementia, to accelerate the 
global progress of new treatments, 
preventions and, ultimately, a cure.

VOLUNTEER 
OPPORTUNITIES 
Our volunteers are passionate,
inspired and want to make a
di�  erence in the fi ght against
Alzheimer’s. Whether you can spare
a few hours a week or make a more
signifi cant time commitment, 
please consider becoming an 
Alzheimer’s Association volunteer. 
To learn more, visit 
alz.org/socal/volunteer.

GOALS FOR 2025
• Increase by 20% the reach of the
Alzheimer’s Association’s Care &
Support o� erings to provide all
communities with resources and
education.

• Increase Chapter funding towards
research and recruitment into local
clinical trials, accelerating research
discoveries, risk prevention strategies 
and early detection and diagnosis.

LEADERSHIP
Executive Leadership
Joanne Pike, DrPH, President and CEO

Donna McCullough, COO

Gloria Crockett, Regional VP and Executive 
Director of California Southland Chapter

3415 S. Sepulveda Blvd., Suite 500
(323) 593-5086 x8430 | glcrockett@alz.org

alz.org/socal
Established in 1980

LEADERSHIP

Vivek Volpe
Chair
Patricia M. Murphy
Vice Chair
Katie Conway
Ashley Culp
Adam Dimacali
Andy Elkin

Myra Solano Garcia
David J. Glass, JD, PhD
Peter Goldstein
Doug Robinson
Joe Rust, CPA, CFP
Kevan Watson
Ronda Wilkin, RCFE, 
APR, CDP, CADDCT

BOARD OF DIRECTORS

@socALZ @SoCalzO¥  cial /socALZ
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Inside The Valley has turned to 
some of the leading employment 
attorneys and experts in the 
region to get their assessments 
regarding the current state of labor
legislation, what changes have come 
to the labor law landscape in light 
of recent challenges, the new rules 
of hiring and firing, and the various 
trends that they have been observing, 
and in some cases, driving. Here are 
the unique insights they provided.

ROUNDTABLE DISCUSSION

LABOR & 
EMPLOYMENT

SUE M. BENDAVID 
Chair, Employment Practice Group

Lewitt Hackman 

KATHERINE A. HREN 
Partner 

Ballard Rosenberg Golper & Savitt, LLP 

STEPHANIE KANTOR
Senior Counsel

Ballard Rosenberg Golper & Savitt, LLP 

JONATHAN FRASER LIGHT 
Managing Attorney 

LightGabler LLP 
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citrincooperman.com

Professional Services &
Industry Insights
Citrin Cooperman is a “Top 25 Firm” as

recognized by Accounting Today, providing

professional services and industry insights to

businesses throughout Southern California.

"Citrin Cooperman” is the brand name under which Citrin Cooperman Advisors LLC and Citrin Cooperman &
Company, LLP, independently owned entities, provide professional services in an alternative practice
structure in accordance with applicable professional standards.

21650 Oxnard St, 12th Floor, Woodland Hills, CA 91367 

11400 West Olympic Blvd Suite 350, Los Angeles, CA 90064

1| BETSY HART
Chief Operating Officer

Dignity Health - Northridge Hospital 
Medical Center

ON EXCITING TRENDS:
“The exciting health care trends on 

the horizon include the use of AI, 
e�ciencies that reduce redundancy 
and delays on the primary care and 

acute side and the expansion of 
strategic growth in an organization’s 

ambulatory footprints.”

2| ANDREW KANTOR
Partner

Kantor & Kantor, LLP

ON EXCITING TRENDS:
“Our recent victory in Renault v. 
UNUM, where we convinced the 

Court that UNUM’s interpretation of 
its own disability policy was legally 

improper. Successes like these 
help us fight disability denials for 
chronic-fatigue related illnesses.”

3| BETHANY MANCILLA
Chief Business Officer

Capsida

ON EXCITING TRENDS:
“The potential of genomic 

medicines to be disease-modifying 
and potentially curative is 

tremendously exciting. Through 
the advancements in gene therapy 

and gene editing, previously 
un-addressable diseases can now 

potentially be addressed.”

4| PRECIOUS MAYES
President; Chief Executive Officer

Pacifica Hospital Of The Valley

ON LEADERSHIP:
“E�ective leadership means 

implementing positive change in 
all areas of clinical care, medical 
sta�ng, specialized programs, 

customer service, and meeting the 
care needs of the community while 

improving employee morale.”4

1

3

2

LEADERS TO KNOW: HEALTH CARE | CUSTOM CONTENT
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BRANDED CONTENT

THERE ARE MANY IMPORTANT 

and meaningful organizations 

in the Valley region doing

incredibly impactful work. We 

have spotlighted a few of them for 

you here in this special section. In 

the spirit of corporate giving and 

the Community of Business™, we 

applaud the many extraordinary 

businesses that have led by 

example and taken the 

process of corporate 

social responsibility 

to the next level by 

making good on their 

commitments to their 

nonprofit partners.

C O R P O R A T E
P H I L A N T H R O P Y &  Giving

 Guide
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DISPLAY ADVERTISING
RATES AND SPECIFICATIONS

NET 4-COLOR RATES
Frequency discounts. Rates per insertion. Bi-monthly.
Effective January 1, 2025

SIZE Open Rate 2-3X 4-5X 6X

2-page spread 7,425 6,310 5,565 4,825

Full page 4,125 3,505 3,095 2,680

1/2 page 2,475 2,100 1,855 1,610

• Ads must be submitted as high resolution PDFs  (300 dpi, PDFx1a preferred).
• Color formatting for ads is CMYK, if color, and grayscale, if black and white.
• Please convert all black text to 100% black.

Full page (w/ bleed)

Bleed: 8.875”w x 11.375”h"

2-page spread

(w/ bleed)

Bleed: 

17.25”w x 

11.375”h

ADVERTISING DIMENSIONS

SIZE WIDTH HEIGHT

2-page spread 

(w/ bleed) *17.25”          *11.375”

*Spec includes .25” bleed on all sides

Full page (w/ bleed) *8.875” *11.375”

*Spec includes .25” bleed on all sides

1/2 page (hor) 7.562” 4.875”

1/2 page (vert) 3.5” 9.6”

1/2 pg (hor.)

7.562”w x 4.875”h

1/2 pg (vert.)

3.5”w x 9.6”h

PREMIUM POSITIONS
Open rate, no discounts for frequency. Inquire with your rep for specs.

4-Page Coverwrap $10,300 $8,755 $7,725 $6,695

2-Page coverwrap 7,830 6,655 5,870 5,090
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DELIVER YOUR MESSAGE TO VALLEY BUSINESS COMMUNITY
We help you tailor your digital campaign. Choose from a variety of advertising units.

• Run-of-Site

• Interstitials

• Homepage Takeover

• Branded content

• Dedicated Email Marketing

• Daily Digital Newsletters

ONLINE
WE CONNECT THE VALLEY’S ENTREPRENEURS
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INTERSTITIAL
A HIGH IMPACT DIGITAL UNIT THAT LEADS INTO THE EDITORIAL CONTENT

Welcome Interstitial’s will preview on desktops and laptops, 
however, mobile devices are excluded.

•  Maximum size: 640 x 480
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• 1,156 daily page views

• Limited to one advertiser per day

HOMEPAGE TAKEOVER
SHOWCASE YOUR BRAND ACROSS OUR WEBSITE FOR THE DAY. 100% SOV.

YOUR AD HERE
(970 x 250)

YOUR AD 
HERE

(300 x 600)

YOUR AD HERE
(970 x 250)
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BRANDED CONTENT
A COMPLETELY CUSTOM-BUILT PAGE WITHIN THE WEBSITE

BRANDED CONTENT allows for articles written by your web content experts
to appear alongside our editorial headlines. 

2

Homepage inventory is subject to availability. All custom content is labeled “Branded Content” in print and web. 
All materials are subject to approval. Advertising terms and conditions apply.

1

Branded Content position includes:
1. Photo, 2-line Headline and beginning of the article (1 or 2 
sentences) will be posted among the editorial well on our Homepage. 
2. The Homepage article will click through to a landing page 
on our website.
3. Campaign will be live for a calendar month.

Bene� ts:
• Only 2 articles per month will appear on our site.
• Your Branded Content article will be searchable, providing 
opportunities to drive SEO to your company and content.

Please provide:
• High-res photo for the Homepage and up to 2 high-res photos for 
the landing page.
• Submit a 2-line headline (about 7 words) and your article in a word 
doc (subject to editing by our editorial team).
• We suggest no more than 700 words for your article, so that your 
author and contact info do not bump to a second landing page.
• Materials are due 12 days prior to the beginning of the month 
contracted.
Investment: $1,500 Net per month
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DIGITAL NEWSLETTERS
KEEPING THE BUSINESS COMMUNITY UPDATED ON ALL BUSINESS NEWS IN THE VALLEY REGION

TUESDAYS: INSIDE BUSINESS
Each Tuesday, the news team of the Business Journal publishes  a weekly 

update including breaking Valley news, top stories of the week, industry 

activity and announcements, features on Valley leaders and more. 

WEDNESDAYS: INSIDE THE COMMUNITY
Our Wednesday digital newsletters focus on our Community of Business™, 

providing important information and updates on Business Journal events, 

calls for nominations for recognition programs and upcoming networking 

opportunities. 

THURSDAYS: INSIDE TOP VALLEY COMPANIES 
– THE LISTS

On Thursdays, our editorial research department unveils the List of the 

Week. For 25 years, The Lists have been a trusted source in the Valley 

business community - ranking more than 40 industries from health care and 

technology, to accounting and manufacturing. 

THE LISTS: DIGITAL PUBLICATION SCHEDULE
Jan 2 Business Improvement  
 Districts

Jan 9 Franchisers

Jan 16 Franchisers

Jan 23 Business Associations 
 & Groups

Jan 30  Property Managers

Feb 6 Office Property 
 Managers 

Feb 13 Accounting Firms 

Feb 20 Accounting Firms

Feb 27 Bioscience Companies

Mar 6 Bioscience Companies 

Mar 13 Private High Schools

Mar 20 Hotels

Mar 27 Hotels

Apr 3 Meeting & Banquet 
 Facilities

Apr 10 Law Firms

Apr 17 Law Firms

April 24 Insurance Brokers

May 1 Insurance Brokers

May 8 PR Firms

May 15 Staffing Agencies

May 22 Staffing Agencies

May 29 Residential Real Estate  
 Brokers

Jun  5 Residential Real Estate  
 Brokers

Jun 12 Private Aviation Companies

Jun 19 Money Management Firms

Jun 26 Money Management Firms

Jul 3 Women Owned Businesses

Jul 10 Largest Public Companies

Jul 17 Highest Paid Executives

Jul 24 Aerospace 
 Manufacturing Cos

July 31 Non-Aerospace   
 Manufacturing Cos

Aug 7 Colleges &   
 Universities 

Aug 14 MBA Programs

Aug 21 MBA Programs

Aug 28 Hospitals

Sep 4 Hospitals

Sep 11 Private Sector Employers

Sep 18 Public Sector Employers 

Sep 25 Performing Arts Venues 

Oct 2 Family-Owned   
 Businesses 

Oct 9 Charitable Foundations

Oct 16 Commercial RE Brokerages

Oct 23 Commercial RE Brokerages

Oct 30 Private Companies

Nov 6 Assisted Living Facilities

Nov 13 Nursing Homes

Nov 20 Banks

Nov 27 Credit Unions

Dec 4 Fastest Growing 
 Private Cos.

Dec 11 SBA Lenders

Dec 18 Nonprofit Organizations

 OPEN 
$750 

8X  
$600

13X 
$565

26X
$490

NET 
RATES
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For more information, please email sfvbj@advertising.com or 
contact your account manager at (323) 549-5225

Co-branding your message to the readership of the LABJ: Inside The Valley is one of the most strategic and effective 
ways to market your products and services. LABJ: Inside The Valley readers are C-Suite executives, top managers, 
and hold leadership positions in companies of all sizes and industries. Outside of the of�ce, they are also af�uent 
consumers. ITV Select allows our marketing partners to reach our audience in a meaningful and impactful way.

LABJ: Inside The Valley SELECT
Our Readers. Your Message. Co-Branded.

Guaranteed Delivered Emails: 
4,250 (minimum)

Average Open Rate:
22.5%

INVESTMENT

$1,200 each

Our dedicated email marketing campaigns 
align your brand with ours – delivering your 
message directly into their inboxes. Our 
digital subscribers are never curated through 
random purchased lists. Our digital readership 
is comprised of only opt-in subscribers who 
choose to receive our digital content on 
their phones, laptops and desktops. They’ve 
opted-in because they consider the LABJ: 
Inside The Valley as their trusted source for 
business news.

ITV Select marketing is limited to 2 client emails per week, 
based on availability

- SPONSORED CONTENT -

LABJ SELECT
Partner Offers, News and Opportunities Selected Just For You 

LABJ Select: Empower Yourself with the LMU Executive MBA 

Co-branding your message to the readership of the Los Angeles Business Journal is one of the most
strategic and effective ways to market your products and services. LABJ readers are C-Suite executives,
top managers, and hold leadership positions in companies of all sizes and industries. Outside of the
office, they are also affluent consumers. LABJ Select allows our marketing partners to reach our
audience in a meaningful and impactful way.

Our dedicated email marketing
campaigns align your brand
with ours – delivering  your
message directly into their
inboxes. Our digital subscribers
are never curated through
random purchased lists. Our
digital readership is comprised
of only opt-in subscribers who
choose to receive our digital
content on their phones,
laptops and desktops. They’ve
opted-in because they consider
the LABJ as their trusted source
for business news.

Guaranteed Delivered Emails:
42,000 (minimum)

Average Open Rate: 
24.2%

Cost:
1x.  $3,500
2x   $3,000 each
3x.  $2,500 each

LABJ SELECT: 
Our Readers. Your Message.  Co-Branded.

Sample LABJ Select Email
Sample ITV SELECT email

- BRANDED CONTENT -

ITV Select: Empower Yourself with the LMU Executiv
LABJ: Inside The Valley <newsletter@news.sfvbusin...
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DIGITAL ADVERTISING
NET RATES

NET RATE: $1,200

DEDICATED EMAIL MARKETING

HIGH IMPACT UNITS

Site Takeover $5,000 per day

Homepage Takeover $2,000 per day

Interstitial* $750 per day

*not available on mobile devices

RUN OF SITE

100,000 $50 CPM

150,000 $45 CPM

200,000 $40 CPM

Advertising Impressions Month Net Cost

BRANDED CONTENT

4-week campaign       $1,500 

• 700 words

• 2-3 photos

• Format: DOC, JPEG, HTML code

INSIDE THE VALLEY JOURNAL DIGITAL NEWSLETTERS

NET RATES OPEN  8X  13X   26X
$750  $600  $565  $490

Rates apply to the 970 x 250, 300 x 600, 300 x 250 and 
320 x 50 ad units
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DIGITAL ADVERTISING
SPECIFICATIONS

FILE SIZES: RUN OF SITE
Billboard: 970 x 250; Medium Rectangle: 300 x 250; 

Skyscraper: 300 x 600; 

Mobile Super Leaderboard: 320 x 50

Maximum Recommended File Size: 150k

DAILY DIGITAL NEWSLETTERS
Billboard: 970 x 250 ad size only

We cannot accept any tracking pixels or 3rd party tags for 

newsletters. Static only (no animation), jpg/gif/png �les 

under 125kb in �les size and a click url. 

INTERSTITIAL
•  Maximum size: 640 x 480

DEDICATED EMAIL MARKETING
•  Size: No wider than 800 pixels, length of your choice

•  Creative for Body: JPEG, PNG or GIF

•  Subject Line: provide text and label it “Subject line”

The subject line will appear after the phrase: 

Inside The Valley Sponsored Content: (Your text here)

•  Materials are due 7 business days prior to blast date

•  File Size: Please keep �le sizes less than 1MB. Larger �les load 

slowly in your subscribers' inboxes.

•  Format: When you save images, use PNG or JPG format. You 

can use GIF format if you need to retain transparency, but keep in 

mind that this format supports fewer colors. A GIF can be good 

for a logo or icon, but stick with PNG or JPG for photos and other 

images that use a lot of color variety.

AD FORMAT/CREATIVE TYPES
• No deceptive creative tactics. These include ads simulating 

computer system warning dialog boxes that lead the viewer to 

believe their computer, our server or the system is experiencing 

technical dif�culties, or that they need to click on the box (ad) to 

eliminate the message from their screen.

• If third party served, Flash creative must sniff for the plug-in, and if 

not present, serve a GIF. Back-up GIFs must always be provided.

• Ads must not modify any elements of a user’s browser or 

computer settings. Ads must not resemble the Inside The 

Valley's editorial content (exact or close replica). Ads must not 

include references to the San Fernando Valley Business Journal 

unless part of previously arranged co-promotion.

GENERAL GUIDELINES BORDER
If ads are on a white background, they must include black, 

encasing one pixel rule. The length of the website is 2575 px.

TESTING
Creative must be delivered 7 days prior to launch for testing and 

Q&A. All creative must function uniformly on both Mac and PC 

platforms, as well as multiple versions of all major browsers. Any 

units not conforming to all outlined speci�cations will not be placed 

online and will result in delayed start dates.

STANDARD CREATIVE
GIF, JPEG, PNG. Third-party internal redirect tags accepted. 

No INS tags accepted.

RICH MEDIA
DFA, Atlas, Bluestreak, Eyeblaster, Point Roll

• See Digital Advertising Rates

RICH MEDIA SPECS
We support rich media advertising (see above for approved rich 

media). All rich media must be tested and approved before posting. 

We reserve the right to refuse any rich media that does not meet 

our standards or function properly. We are not responsible for �xing 

any coding problems with faulty ads. We require a minimum of 5 

business days to production test rich media.

BRANDED CONTENT
Format: DOC, JPG, HTML code
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EVENTS CALENDAR
WE BRING BUSINESS ELITES TOGETHER, HONOR OUTSTANDING LEADERS, SPOTLIGHT 

SUCCESSFUL COMPANIES, AND PROVIDE INFORMATIVE PANELS AND WORKSHOPS.

JANUARY
Valley Economic Trends

MAY
The Valley 200

APRIL
Valley Commercial Real Estate 

Awards

SMALL BUSINESS
R O U N D T A B L E  &  A W A R D S

2025

OCTOBER
Valley Small Business Roundtable 

& Awards

AUGUST
Valley Women’s Leadership 

Symposium & Awards




