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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 3

JULY/AUGUST 2025

In this custom section, we turn 

to the expertise of some of 

the leading business insurance 

thought leaders in the Valley to 

gain insight and perspective on 

the state of insurance today and 

what businesses need to know. 

A  R O U N D TA B L E  D I S C U S S I O NSTATE OF INSURANCEBRANDED CONTENT

BRENDA ALLISON 

CEO

Coast General Insurance Brokers

DANONE SIMPSON

CEO

Montage Insurance SolutionsDAVID POMS

Founder and CEO

Poms & Associates
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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

LEADERS TO KNOW: TRUSTED ADVISORS

LEADERS TO KNOW: HEALTH CARE

MBA/MASTERS GUIDE 

HEALTH CARE ROUNDTABLE

SMALL BUSINESS ADVISORY ROUNDTABLE

LABOR & EMPLOYMENT ROUNDTABLE

INSURANCE ROUNDTABLE

SPOTLIGHT ON LAW

MARCH/APRIL 2025

BRANDED CONTENT

The latest expert insights 

MARCH/APRIL 2025    INSIDE THE VALLEY    37

R O U N D T A B L E

HEALTH 
C A R E

EDWARD MIRZABEGIAN, MHA
Chief Executive Officer

Antelope Valley Medical Center

ALICE ISSAI
President 

Adventist Health Glendale and 
Simi Valley Service Area

JEREMY ZOCH, PHD, MHA, FACHE
President and CEO

Dignity Health - Northridge Hospital 
Medical Center

JOHNESE SPISSO, MPA
President, UCLA Health; 

CEO, UCLA Hospital System;  Associate 
Vice Chancellor, UCLA Health Sciences

STEPHEN De VITA, MD
Area Medical Director & Chief of Staff

Kaiser Permanente Panorama City

JANUARY/FEBRUARY 2025    INSIDE THE VALLEY    49

BRANDED CONTENT

1| DANNY ABIR
Managing Partner

ACTS LAW

In less than a decade, Danny 
Abir has helped build one of 
the premier plainti� firms in the 
greater Los Angeles region. Just 
this year, the firm celebrated 
more than $1 billion obtained for 
clients.

2| ABIEL ACOSTA
Partner / Financial Planner

Prospera Succession Partners

Abiel Acosta has worked as a 
financial planner and advisor 
for more than two decades, 
earning the respect of clients 
and colleagues. He and his team 
work with business owners, 
retirees and young families 
regardless of portfolio size. 

3| BRENDA ALLISON
CEO

Coast General Insurance Brokers

Brenda Allison has been at the 
helm of Coast General Insurance 
Brokers in Oxnard since 2007. 
She previously founded Allison 
Commercial Insurance, before 
acquiring Coast General and 
merging the two into a unified 
firm.

4| PAULA BAHAMON
Senior Vice President, 

Community Development
Mission Valley Bank

Paula  Bahamon holds  the 
posit ion of  Vice President 
-  Community  Development 
Manager at Mission Valley Bank 
in Sun Valley. Throughout her 
career, she has dedicated herself 
to supporting and fostering the 
growth of small to mid-sized 
businesses.

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

T R U S T E D
A D V I S O R S
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.

We are shining the spotlight on some 
of the very best trusted advisors 
in the Valley here, along with a quick 
look at what makes them so good
at what they do. Congratulations to 
the trailblazing advisors who made 
this list.

1

2

3

4

In this special section, leading experts 

from the Valley region share their insights 

on what small businesses need to 

succeed today — from smart financing 

and digital marketing to strategic growth 

and community engagement. Discover 

practical advice and proven strategies 

to help your emerging business thrive in 

a competitive marketplace.
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BRANDED CONTENT

INSIGHT  FROM  THE  E X PERT S

2025 GIVING GUIDE | BRANDED CONTENT
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MISSION STATEMENT 
To inspire and enable all young people, especially 
those who need us most, to reach their full potential as 
productive, caring, responsible adults.

SERVICE AREA 
BGCWV serves 3,000 kids across the West San 
Fernando Valley. We have three sites in Canoga Park, 
one site in Chatsworth, three sites in Reseda, two sites 
in West Hills, one site in Winnetka, and three sites in 
Woodland Hills.

FAST FACTS
Charity Navigator Rating 
BGCWV holds a four star rating from Charity Navigator

Percentage of total revenue  that goes to cause (after 
operation expenses) 86%

GREATEST IMPACT IN 2025
BGCWV expanded programs. A new afterschool 
program at Haynes Elementary and expanded programs 
at Justice Street Elementary. The Psychomotor program 
serves 477 students every week, helping them develop 
their skills and love for physical activity. 

FUNDRAISING EVENTS
We host seven signature events each year. 
• December: Not So Silent Night

• February: Youth of the Year
• March: Tee O� Fore  Kids Golf Classic
• May: Table Talk Tea
• June: Future Ready Graduation and Great Futures 
Start Here Luncheon
• November: Cooper Literacy Event

GIVING OPPORTUNITIES

The Club has a number of opportunities for giving. We 
have a robust individual and corporate giving program. 
We o�er a number of events throughout the year you 
can sponsor. The most meaningful gifts are unrestricted 
gifts which allow us to ensure the areas of greatest 
need are met across all of our programs and activities.

VOLUNTEER OPPORTUNITIES 

The Club welcomes volunteers for direct services 
with youth, special projects of support, and is seeking 
individuals interested in the highest level of service as a 
Board Member.  

To learn more, go to bgcwv.org/volunteer.

GOAL FOR 2026

• Serve more kids in the West San Fernando Valley.
• Improve the Club experience for all youth.
• Invest in our team to ensure they provide good 
mentorship through our enrichment programs.

LEADERSHIP
Executive Leadership
Geovanny Ragsdale, MIB, CFRE 
President & CEO

7245 Remmet Avenue, Canoga Park
(818) 610-1054 | theclub@bgcwv.org

BGCWV.org
Established in 1992

Deesha Brown
UCLA Health

Marty Cooper
Cooper 
Communications, Inc.

Mihran Kalaydjian
Consultant

Jack Gelnak
Premier Wealth 
Advisors, Inc.

Vivian Ikupolati-
Adeniyi
AMGEN

Flynn Kirkpatrick
Kitchen Management 
Solutions Inc.

Sherry Lapides
Philanthropist

Je� Mirand
Philanthropist

Jonathan Perez
California Bank of 
Commerce

Jaclyn Schoof
Philanthropist

Amanda Simmons
SoCal Gas Company

Sean Sullivan
Farmer’s Insurance 
Sullivan Agency

Fernando Vivero
Philanthropist

Donald Weissman
Weissman Law Firm

BOARD OF DIRECTORS

@bgcwestvalley

/bgcwestvalley

BGC Advocacy Days in Sacramento: Keenend (BGCWV Sta�), Moises (BGCWV member), Senator Caroline Menjivar, 
Haruki (BGCWV member), Geovanny (BGCWV CEO).

Richardson-25-4094: 2025 BGCWV Youth of the Year Finalists: Katie, Larissa, and Josselyn.

@bgcwestvalley

ROUNDTABLE DISCUSSION

LABOR &
EMPLOYMENT

BRANDED CONTENT

NICOLE KAMM
Partner

Fisher Phillips LLP

KATHERINE A. HREN 
Partner 

Ballard Rosenberg Golper & Savitt, LLP 

What Business Owners and 
Executives Need to Know

HANNAH SWEISS
Partner

Fisher Phillips LLP

JONATHAN FRASER LIGHT 
Managing Partner

LightGabler LLP 

STEPHANIE KANTOR
Senior Counsel

Ballard Rosenberg Golper & Savitt, LLP 
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MBA  &
M A S T E R ’ S

G U I D E

BRANDED CONTENTBRANDED CONTENTBRANDED CONTENTBRANDED CONTENT

EXECUTIVE MBA AND SIMILAR PROGRAMS 

give students the tools they need to position 

themselves as invaluable leaders in the 

market. This section spotlights and profiles 

some of the best programs in the region today. 
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C O R P O R A T E P H I L A N T H R O P Y &  

Giving G U I D E

BRANDED CONTENT
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California just enacted a new law (SB 
988) further expanding protections for 
freelance workers. What do employers 
need to know?

HREN: Under the new law, which took 
effect on January 1, 2025 an agreement 
with certain freelance workers must be 
in writing and  contain the following 
provisions: the parties’ names/addresses; 
an itemized list of services to be provided, 
including how much is being charged and 
the method of compensation; the date 
the freelance worker must be paid for 
services rendered (if no date is specified, 
payment must be made within 30 days 
after completion of services); and the 
date the freelance worker must submit 
a list of services rendered. “Freelance 
worker” is defined as a person or 
organization composed of no more than 
one person, that is brought on as a bona 
fide independent contractor to provide 
professional services for $250 or more. 

The law prohibits a hiring party from 
requiring freelance workers to accept 
lower compensation than what is in 
the contract, provide additional goods/
services than what is in the contract, or 
grant extra intellectual property rights 
as a condition for timely payment. 

LIGHT: Put all independent contractor (IC) 
agreements in writing. Include payment 
terms and timing. Be specific about the 
work to perform. Don’t overdo who falls 
into the IC category. California’s ABC 
test doesn’t favor IC status. Make sure 
each of you has a copy, and save it for at 
least four years. The law doesn’t apply 
to individuals who engage a freelancer 
for themselves, their family members, or 
their “homestead.”

What should employers know about 
mediation in the context of employment 
disputes?

SWEISS: Mediation is often recommended 
(and sometimes required) in employment 
disputes for various reasons. Employers 
should know if that mediation is not 
binding. It is a voluntary process 
involving a neutral third party. 
The mediator is not there to make 
a determination on the merits, but 
rather assist the parties in reaching 
an agreeable resolution. Even if the 
matter does not resolve, mediation is 
an opportunity to hear the other side’s 
arguments and fact-gather. 

LIGHT: Expect to pay a $50,000 or more 
settlement payout about 95% of the time. 
Very few mediations end with less.  “Even 
the dog cases are commanding such 
amounts these days,” one mediator told my 
team recently. If you can negotiate your 
way to a lower settlement number with a 
mediator up front, do so. Otherwise, the 
formal mediation process will set you back 
at least $20,000 before settlement when 
factoring in the mediator’s fee, the cost to 
prepare your attorney’s mediation brief, 
and the cost of your attorney to attend the 
typically all-day mediation. 

What are some of the latest developments 
in minimum wage?

KANTOR: Starting January 1, 2025, 
California’s statewide minimum 
wage increased to $16.50/hr for all 
employers, regardless of size. Likewise, 
the minimum salary threshold for 
overtime exemptions for administrative, 
executive and professional employees 
rose to $68,640 annually (two times the 
state minimum wage). Higher rates are 
also now in effect for qualified computer 
professionals and licensed physicians. 
Further, municipalities are allowed to 
set even higher minimum wages than 
the state for employees who perform 
services in their jurisdictions – and 
some updated local minimum wage rates 
effective January 1, 2025 include: Los 
Angeles: $17.28/hr; and West Hollywood: 
$19.65/hr. There are also different rates 
for certain hospitality employees in 
particular municipalities. Employers 
should make sure they have updated 
payroll to reflect new minimum wage 
rates and adjust exempt employee 
salaries to reflect the new minimum. 
Employers should also maintain accurate 
records, display updated wage posters 
and provide copies of same to remote 
employees. 

“EMPLOYERS ARE 
REQUIRED TO 

REIMBURSE 
EMPLOYEES FOR USE OF 
PERSONAL EQUIPMENT. IF 
THE POSITION IS STRICTLY 
REMOTE, THE EMPLOYER 
LIKELY MUST REIMBURSE 
FOR A HOST OF CATEGORIES.
-JONATHAN FRASER LIGHT 

T HE INSIDE THE VALLEY 
Team has once again 
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 is a series of 
questions Inside The Valley posed 
to these experts and the unique 
responses they provided.
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LABOR & EMPLOYMENT ROUNDTABLE | BRANDED CONTENT

What is your outlook for the future of 
the health care system – this year and 
beyond?

SPISSO: The health care industry will con-
tinue to see increased patient demand for 
convenient access to care and personal-
ized medicine that customizes treatment 
to a patient’s individual needs. We will 
also continue to see a rise in new tech-
nologies, including the use of AI, which 
will bring new efficiencies and improve 
the quality and safety of care.  The rising 
costs of health care will also continue 
to be an area of focus. At UCLA Health, 
we’re implementing several strategies 
to help reduce costs while improving the 
value of care delivery and leveraging 
technology to streamline processes. 

MIRZABEGIAN: As I see the health care sys-
tem going, my perception is positive.  I see 
more technological and medical advance-
ments impacting the future of health 
care, which makes it a bright future for 

health care and medicine. These advance-
ments will ultimately help improve the 
way we care for people and change the 
way we do medicine. AI is already chang-
ing the technology we use.  We recently 
upgraded our MRI unit with AI technolo-
gy, which will produce more precise imag-
es and have a faster scan time. Patients 
are known to be more claustrophobic with 
MRI scans, so this helps with the patient 
experience, and the technology allows for 
quicker diagnosis to support physicians in 
providing more targeted treatment.  

ISSAI: Health systems are at an advantage 
leveraging their systemness in creating 
more value on many fronts, like creating 
centers of excellence to reduce duplica-
tions and redundancies, which will result 
in improved quality and better outcomes, 
reduce cost, create more efficiencies, and 
develop expertise around streamlined 
processes. Systemness will create scale 
for improved contract negotiations, strong 
buying power and discounts in purchas-
ing. We’ve made tremendous strides 
aligning operations and sharing expertise 
between our hospitals in the Glendale 
and Simi Valley service area. Additionally, 
in collaboration with my colleague, White 
Memorial president John Raffoul, we are 
working to leverage our strengths as a 
region with goals to elevate the quality, 
timeliness, and ease of access to care. This 
work will not happen without intentional 
attention to strategies and processes with 
measurable outcomes.

What are some evolving best practices in 
terms of prevention and early diagnosis as 
ways of stopping serious illness?

De VITA: The health care industry is seeing 
a growing interest in lifestyle medicine, 
both from our clinicians and our patients. 
This approach focuses on preventing dis-
eases before they develop and better man-
aging chronic conditions. It’s about mak-
ing small, everyday choices that can have 
a big impact on our health. For example, 
how we feed our families and incorpo-
rate functional activities and exercises 

into our daily routines can significantly 
improve our quality of life and even 
prevent diseases like diabetes and heart 
attacks. Kaiser Permanente believes that 
building strong partnerships and trust 
within our communities is key. By work-
ing closely with our community members, 
we can encourage more people to par-
ticipate in medical screenings, leading 
to earlier detection and more effective 
treatments. It’s about creating a support-
ive environment where everyone feels 
empowered to take charge of their health 
and well-being.

ZOCH: Information is powerful. I highly 
encourage people to “know your health.” 
See your physician, get your labs and 
testing done, and use it as a powerful tool 
to measure your health. Food, beverages, 
exercise, and sleep are four essential com-
ponents that can drive towards optimal 

“WEARABLES, 
APPS, AND 

OTHER TECHNIQUES 
HAVE NEVER BEEN MORE 
ACCESSIBLE AND CAN HELP 
INDIVIDUALS SET PERSONAL 
GOALS.”
-JEREMY ZOCH

T HE 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, the Inside 
The Valley team has discussed 
insights, suggestions and best 
practices with five health care 
experts and thought leaders 
from the region. 

“THE HEALTH 
CARE INDUSTRY 

IS SEEING A 
GROWING INTEREST IN 
LIFESTYLE MEDICINE, BOTH 
FROM OUR CLINICIANS AND 
OUR PATIENTS.”
-STEPHEN De VITA

HEALTH CARE ROUNDTABLE | BRANDED CONTENT
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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 THE VALLEY-AREA 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 1 Business Improvement  
 Districts

Jan 8 Franchisers

Jan 15 Franchisers

Jan 22 Business Associations 
 & Groups

Jan 29  Property Managers

Feb 5 Office Property 
 Managers 

Feb 12 Accounting Firms 

Feb 19 Accounting Firms

Feb 26 Bioscience Companies

Mar 5 Bioscience Companies 

Mar 12 Private Aviation Companies

Mar 19 Hotels

Mar 26 Hotels

Apr 2 Meeting & Banquet 
 Facilities

Apr 9 Law Firms

Apr 16 Law Firms

April 23 Insurance Brokers

April 30 Insurance Brokers

May 7 PR Firms

May 14 Staffing Agencies

May 21 Staffing Agencies

May 28 Residential Real Estate  
 Brokers

Jun  4 Residential Real Estate  
 Brokers

Jun 11 Private High Schools

Jun 18 Money Management Firms

Jun 25 Money Management Firms

Jul 2 Women Owned Businesses

Jul 9 Largest Public Companies

Jul 16 Highest Paid Executives

Jul 23 Aerospace 
 Manufacturing Cos

July 30 Non-Aerospace   
 Manufacturing Cos

Aug 6 Colleges &   
 Universities 

Aug 13 MBA Programs

Aug 20 MBA Programs

Aug 27 Hospitals

Sep 3 Hospitals

Sep 10 Private Sector Employers

Sep 17 Public Sector Employers 

Sep 24 Performing Arts Venues 

Oct 1 Family-Owned   
 Businesses 

Oct 8 Charitable Foundations

Oct 15 Commercial RE Brokerages

Oct 22 Commercial RE Brokerages

Oct 29 Private Companies

Nov 5 Assisted Living Facilities

Nov 12 Nursing Homes

Nov 19 Banks

Nov 26 Credit Unions

Dec 3 Fastest Growing 
 Private Cos.

Dec 10 SBA Lenders

Dec 17 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: 
3,800+/-

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: Exclusive LA Rams Ticket Offer
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



MEDIA KIT 2026

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




