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ABOUT US
MLive Media Group offers  

state-of-the-art marketing solutions. 
We deliver integrated, multi-channel marketing programs customized to meet client needs through 
a comprehensive range of creative, digital, print, marketing, and analytics services. MLive Media 
Group supports the entire marketing process—from planning and strategy to creation, development, 
implementation, and campaign management. We serve clients across diverse industries including 
tourism, politics, education, financial, travel, gaming, entertainment, sports, retail, restaurants, 
non-profits, and municipal organizations.

MLive Media Group is the sister company to MLive, 
comprising eight publications and Michigan’s number 
one news and information site, MLive.com. For almost 
200 years our journalists have provided the residents 
of Michigan with locally relevant news, sports and 
entertainment coverage. Whether investigating crucial 
stories or finding the best that Michigan has to offer, we 
strive to be both an observer and advocate for our local 
communities.

MICHIGAN’S 
MOST READ 
NEWS SITE.1#

COMSCORE: DEC. 2024, UNIQUE VISITORS YEAR AVERAGE - NATIONAL TRENDS FOR 
TOP MICHIGAN-BASED MEDIA WEBSITES, #1 POSITION 2013-2024

MLive.com	 8,308,051 
freep.com	 6.055,006 
fox2detroit.com	 2,956,347



www.mlivemediagroup.com  |  4

PART OF A GLOBAL COMPANY
MLive Media Group (MMG) is a division of Advance Local, a leading national media company 
comprising 18 news and information websites that rank #1 among local media in their respective 
markets. Advance Local is part of Advance, along with Condé Nast and American City Business 
Journals. 

National Connections with Extensive Reach

LOCAL

REGIONAL

NATIONAL

W E  H AV E  A  S T R O N G  F O U N DAT I O N  L O C A L LY  W I T H  T R U S T E D 
B R A N D S  A N D  T E A M S  W H O  A R E  E M B E D D E D  I N  T H E  H E A R T  O F 

T H E  CO M M U N I T I E S  T H E Y  S E RV E .
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OUR INDUSTRY BRANDS
MLive Media Group serves as the digital cornerstone of Advance Local’s integrated ecosystem in 
the Midwest, while extending its influence through Advance’s nationwide network. As the region’s 
premier news and information platform, MLive.com amplifies the specialized capabilities of Advance 
Travel and Tourism, Advance Education, Advance Healthcare, and Advance Recruitment—creating a 
comprehensive media and marketing powerhouse with national coverage. This strategic alignment 
exemplifies our synergistic approach, where complementary divisions collaborate to deliver industry-
specific solutions while leveraging MLive.com’s extensive audience reach and Advance’s rich first-
party data across extended networks. Together, this unified system provides unparalleled value to 
businesses and organizations seeking to connect with targeted communities locally or scale their 
message nationally, reflecting our commitment to making a meaningful impact across the diverse 
sectors we serve.

At Advance Education, we elevate student 
success through marketing campaigns as 
unique as you are. We craft customized enroll-
ment campaigns for higher education insti-
tutions that promote student success while 
aligning with your institutional goals. Our 
approach incorporates the human element 
to build connections between you and your 
students.

  www.advanceeducation.com

Advance Recruitment can help your company 
create the best plan of action for your 
workplace and needs. We employ the most 
up-to-date recruitment processes in the 
industry. While we’re local, we have a national 
reach. Advance Recruitment marketing 
specialists can help you create the talent 
recruitment strategy you need to staff your 
business in this challenging market.

  www.advancerecruitment.com

Advance Travel & Tourism is a destination 
marketing team within Advance Local. From 
local to regional, national or international, we 
bring the traveler to you. Let us connect you 
with 645 million engaged travelers.

  advancetravelandtourism.com

At Advance Healthcare Marketing, we’re 
experts in specialty practice marketing. With 
our unique insights into the local patient 
market, we can provide digital marketing 
solutions that will optimize your efforts.

 www.advancehealthcaremarketing.com

http://advancetravelandtourism.com
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MARKETING STRATEGISTS

A DV E R T I S I N G  O N  M L I V E -
OW N E D  M E D I A  A N D  B E YO N D
The advertising world is filled with 
choices. We can help you determine 
what you really need.

YO U R  B R A N D  S T O RY 
T O L D  V I S UA L LY
Exceptional content, video  
and creative.

U S I N G  DATA  T O 
YO U R  A DVA N TAG E
Make decisions based on 
data, not your gut.

MLive Media Group offers direct-buy media placements within our world class news and information 
website and 8 newspapers. But our relationship with our clients goes well beyond ad placement. 
We generate content for social media campaigns. We target audiences using unparalleled targeting 
technologies. We provide insights into the data you may already collect, and help you to create 
actionable marketing efforts based on what that data tells you.

WE TIE EVERY MARKETING ACTION TO A 
MEASURABLE GOAL FOR YOUR BUSINESS, AND 

REPORT ON PROGRESS REGUL ARLY.
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M L I V E  M E D I A  G R O U P  I S  A  F U L L  S E RV I C E  AG E N C Y  O F F E R I N G :

FULL SERVICE CAPABILITIES

MARKETING STRATEGY, RESEARCH 
& CAMPAIGN MANAGEMENT

•	 Understand the business through the 
consumer’s eyes, their path to decision.  
(White-board meetings, Basecamp, 
Collaborative planning sessions)

•	 Use our extensive proprietary 1st & 3rd party 
data set to establish Interest & Intent

•	 With the understanding that the only 
constant is change, we utilize regular 
meetings, predetermined benchmarks and 
regular communication to anticipate and 
embrace change situations

BRANDING
•	 Stakeholder focus groups and trainings
•	 Brand research and strategy
•	 Audits to determine all impacted touch 

points, media, etc.
•	 Collaborative development
•	 Renaming consultation and facilitation
•	 Style Guides – logos, iconography, font and 

palette determinations
•	 Communication plans (internal, external)

DATA – CONSUMER INTEREST �& 
INTENT

•	 Reach a relevant audience at the moment 
when they are primed to receive, remember 
and act on the message

•	 Extensive 1st party data representing 
approximately half of the US population 
through our affiliated 15 local media group 
properties and national affiliates

•	 3rd party data available through our many 
technology partners

DIGITAL MEDIA
•	 Using insights forged from our �proprietary 1st  

and 3rd party data, we craft campaigns that 
provide an effective actionable roadmap to 
the intended results.

•	 SEO, SEM & AdWords, Targeting & Retargeting 
(IP, Geo, Behavioral, etc.)

•	 Mobile Marketing & Location-based Services

CREATIVE DEVELOPMENT & 
EXECUTION
An in-house creative team of 40+ people with 
skills ranging from visionary/brand identity 
specialists to videography and photography 
specialists to traditional content creators to 
fulfillment designers.

CONTENT MARKETING
Telling relevant and engaging stories that matter 
to your customer and you, using any effective 
channel and medium (photo slideshows, video, 
podcasts, infographics, sponsored articles, 
website copy, social media posts and more).

SOCIAL MEDIA MARKETING 
With paid placements we utilize only  
the channels that make sense for your brand  
+ the campaign + KPIs. We take the content 
to where your target audience is, with the 
understanding that this is an amplification  
tool, not a standalone piece. 



www.mlivemediagroup.com  |  8

SEARCH ENGINE OPTIMIZATION
SEO is not just about keywords or rankings. It’s 
about Organic traffic and optimizing the varied 
solutions that work in congress to achieve it. SEO 
is about getting in front of the right people and 
gaining qualified leads that convert. Our SEO 
campaigns focus on getting more of the right 
people to your website and to your business.

SEARCH ENGINE MARKETING
No matter the size of business, we provide 
stellar paid search services. Our process is 
simple. We identify your objectives and outline 
goals, then build a campaign to achieve those 
goals. Campaigns are managed individually, to 
provide a custom solution and ensure timely 
optimization. Our team reports monthly on 
performance.

ENGAGEMENT DRIVERS
Trivia, inter-active polling, quizzes, sweepstakes 
and brackets all offer intensive engagements 
with the promise of a prize. These solutions are 
effective and manageable and bring a high rate 
of return. These solutions combine email, display, 
bounce-back messaging, and lead generation 
to activate an audience and produce immediate, 
qualified leads.

STRATEGIC SYMBIOTIC 
PARTNERSHIPS
Extending the services and capabilities we utilize 
internally and are able to offer our clients, we work 
with several partners:

•	 Developing Partner Programs �between 
our Client and their �Membership or Partner 
Businesses

•	 App development to track end-user 
experiences in retail inside specific 
geographies

•	 Perk/Incentive Programs for �Target Audiences

TRADITIONAL MEDIA PLACEMENT, 
MANAGEMENT & BUYING
We execute tailored, client-specific media buys and 
provide strategic recommendations with complete 
transparency and integrity. While we primarily 
serve as strategic advisors for traditional and 
out-of-home (OOH) placements, we offer flexible 
engagement models. For clients who prefer 
consolidated management, we can serve as the 
primary vendor contact and facilitate pass-through 
billing with a management fee, streamlining your 
media operations and accountability.

GOAL DEVELOPMENT,  
REPORTING & OPTIMIZATION
Our investment in enhanced reporting 
technologies enables us to better analyze 
performance – we monitor via custom-built 
operational tracking systems (Advance 
Analytics - Performance Reporting Dashboards). 
Statuses and learnings are communicated 
consistently in a predetermined pace and 
utilized to optimize individual messages, 
creative, media and campaigns. Many are also 
Google Analytics and Google Ads certified, 
enabling us to monitor campaign performance 
from the client side.

RECRUITMENT
•	 Find talent actively, passively and build your 

brand as an employer
•	 Move beyond the Job Boards to identify and 

attract the highest quality talent in your 
geographic area

•	 Reach a relevant audience now when they are 
primed to receive, remember and act on the 
message



your custom content here

YOUR CUSTOM
EMAIL HERE

your logo

SEARCH ENGINE OPTIMIZATION (SEO)
SEARCH ENGINE MARKETING (SEM)

ONLINE DISPLAY ADVERTISING

EMAIL MARKETING PAID SOCIAL MEDIA

content marketing

• Direct MLive.com/O&O Placement
• Programmatic Ad-buy Management
• Mobile Geo-fencing
• Behavioral/Contextual Targeting
• Video Advertising, OTT/CTV, 
 Pre-roll, YouTube, Native

CREATIVE SERVICES
• Graphic Design
• Branding
• Video Creation and 
 Publishing 

• Sponsored Content
• Content Creation
• Content Strategy
• Engagement Drivers

MARKET RESEARCH
• Consumer Sentiment
• Polls/Surveys
• CRM Data Append
• Persona Development

• Management
• Optimization
• Advertising

STREAMING audio
• Spotify
• iHeart Media

INNOVATIVE STRATEGIES
• Influencer Marketing
• DOOH/Digital 
 Out-of-home 

• Data Appends
• Targeted Audiences
• Display Retargeting
• Engagement Drivers

YOUR 
AD HERE

Ad

Ad

YOUR 
AD HERE
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DIGITAL SOLUTIONS
Target exactly who you need to reach,  
on the device in their hand right now.

We connect brands to people through world-class advertising solutions,  
local expertise and premium brands.
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POWERFUL TECH STACK
A powerful and sophisticated tech stack is necessary to fuel the science behind an effective 
audience targeting strategy. The benefit of these relationships is not only for establishing an effective 
audience targeting strategy, but for providing the most detailed and advanced reporting, so that we 
can communicate the effectiveness of your campaign. 

MLive Media Group is certified in Premier Google Ads for Search, Google Analytics Certified, Google 
Tag Manager Certified, Google Ads Display, Google Video Advertising, and YouTube Advertising. In 
addition, Advance has been awarded the Microsoft Digital Advertising Partner of the Year for three 
years and is a Meta Business Partner. The Advance Local family of companies is a Google Premier 
Partner status, and is among the top 3% of Google Partners in the country. 

PREFERRED PARTNERS

TECH STACK

26
PUBLICATIONS

18
NEWS & 

INFORMATION
WEBSITES

25M
SOCIAL MEDIA
FOLLOWERS

52M
PEOPLE REACHED 

PER MONTH

#1
COMSCORE

RANKED  
LOCAL NEWS
PUBLISHER 

BRAND

IS AMONG THE 

TOP 3% 
OF GOOGLE 

PARTNERS IN THE 
COUNTRY



www.mlivemediagroup.com  |  11

D I G I TA L  S O LU T I O N S
•	 Digital Display Ads (on 

MLive.com and across our 
Programmatic network)

•	 Rich Media

•	 Geo, Contextual, Behavior, 
Location-based Targeting

•	 Re-messaging

•	 Sponsored Articles

•	 Video Production and 
Promotion (YouTube, 
Pre-roll, OTT, In-Story)

•	 Social Media

•	 DOOH

•	 Influencer Marketing

•	 Email Marketing

•	 Special platforms for: 
job listings, auto listings, 
obituaries, celebrations 
and for sale ads.

Key MLive Metrics:

MLive.com, Michigan’s number one news and 
information site – for almost 200 years our journalists 
have provided the residents of Michigan with locally 
relevant news, sports and entertainment coverage. 
Whether investigating crucial stories or finding the best 

that Michigan has to offer, we strive to be both an observer and 
advocate for our local communities. 

B E N E F I T S
Allows you to capture users that are more engaged with content 
that matters, making MLive.com the ideal local audience for your 
campaign.

Keeps your brand across multiple devices, on local news that our 
community is consuming most.

Award-winning news means compelling content with a loyal and 
engaged audience:

•	 83 Michigan Press Association awards (2023)

•	 52 Associated Press awards (2023)

•	 25 Michigan Press Photographers Association awards,  
including sixth year for placement in Photographer of the 
Year. (2023)

Sources: 2024 Comscore, 2025 SailThru, 2024 Acxiom    

RANKS #1
IN THE STATE AND  

4 OF 5 DMAS

MOST READ NEWS SITE
# 1MLIVE.COM  

163
PRESS 

AWARDS

45% 
ARE 

BETWEEN 
20-59

47% 
ARE 

FEMALE

53% 
ARE  

MALE

900K+
NEWSLETTER 
SUBSCRIBERS

3.6M 
SOCIAL MEDIA 

FOLLOWERS
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MOST READ NEWS SITE
# 1MLIVE.COM  

Source: 2024 Comscore, 12 months average, Unique Visitors - Michigan DMAs Combined  

MLIVE RANKS #1 IN THE STATE IN LOCAL

2.13M

1.38M

1.05M

712K

706K

670K

492K

462K

385K

284K

0.00M 0.50M 1.00M 1.50M 2.00M 2.50M

MLIVE.COM

CLICKONDETROIT

FREEP.COM

IHEART.COM

DETROITNEWS.COM

FOX2DETROIT.COM

WOODTV.COM

WXYZ.COM

WZZM13.COM

FOX17ONLINE.COM

Source: 2024 Comscore, 12 months average, Unique Visitors – National totals of Michigan-based media websites

MLIVE RANKS #1 IN THE STATE IN NATIONAL

8.31M

6.06M

2.96M

2.82M

2.27M

1.75M

1.36M

1.17M

765K

659K

0.00M 1.00M 2.00M 3.00M 4.00M 5.00M 6.00M 7.00M 8.00M 9.00M

MLIVE.COM 

FREEP.COM

FOX2DETROIT.COM

DETROITNEWS.COM

CLICKONDETROIT.COM

WOODTV.COM

WXYZ.COM

WZZM13.COM

FOX17ONLINE.COM

WLNS.COM

MLive.com is ranked #1 in the state of 
Michigan and #1 in the state nationally:

33%
MARKETSHARE

2.13M
UNIQUE 

VISITORS AVG. 
MICHIGAN

8.31M
UNIQUE 

VISITORS
AVG. 

NATIONALLY

INDEPENDENT
DATA ANALYSIS

https://www.comscore.com/


Made in Michigan
Watch our Made In Michigan Series 
on FacebookVlog Video

Spotlight Video and Article

Sponsored Article
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Telling Michigan’s Best Stories
Michigan is a colorful place to live, work, shop and play. Michigan’s Best 
offers options to amplify the voices of Michigan, celebrate the great 
news of our State, and showcase the experience of living here.​

Follow along as we travel to find and tell stories about Michigan’s 
Best adventures, foods, events, nature, innovations, businesses, and 
communities. ​

Join us as we explore Michigan to find the best our state has to offer:
•	 MLive.com/MichigansBest ​
•	 Facebook.com/MLiveMIBest​
•	 Youtube.com/@MLiveMiBest

Cross-Platform  
Social Activity
10,450,815 Meta Impressions 
(across platforms)

401,919 Meta Engagement 
(across platforms) 

3.8% Engagement Rate   
(ave. display ads is around 0.35%)

1,507,487 Meta Video Views 
61% increase

2,000,000 TikTok Video 
Views in 2024

MLive.com/ 
MichigansBest
468,892 Unique Users

500,974 Content Views

12 Elite Partnerships 
(32 to date)

S TAT S

TAC T I C S
•	 Video

•	 Sponsored Articles

•	 Social Media

•	 Podcasts

•	 Sweepstakes

•	 Digital Impressions

•	 Content 
Impressions

https://www.facebook.com/watch/203952533688307/1028279478011184
https://www.facebook.com/watch/203952533688307/1028279478011184
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NEWSLETTER SUBSCRIBERS
Deep Local Reach: Newsletters, Breaking News Alerts 
and Apps
N E WS L E T T E R S ,  A P P S  O F F E R  B R OA D  S U B J E C T S  F R O M  L O C A L  T O 
S TAT E W I D E 
More than 830,000 have signed up for statewide newsletters and more than 90,000 have signed 
up for locally-centric ones. Open rates often are higher than 50%  – considered strong within the 
industry.

News and sports apps, including teams like Michigan Wolverines and Detroit Lions, reach more 
than 160K users per month, who on average consume than 7M views.

830K
SUBSCRIBERS

50%+
OPEN RATES

VARIOUS AD 
POSITIONS:

330x50, 300x250, 
970x250

TOP STATEWIDE NEWSLETTERS	 CADENCE	 LIST SIZE	 OPEN RATE
Letter from the Editor (no ads)	 Thursdays	 222,468	 49.3%
Sunday Morning Edition	 Weekly, Sunday	 206,338	 53.2%
Today‘s Top Stories	 Weekdays	 149,085	 55.0%
Morning Briefing	 Weekdays	 143,872	 49.5%
Breaking News	 As New Breaks	 45,042	 64.1%
Before You Drive Up North	 Weekly, Thurs	 20,656	 62.2%
Lovable Michigan (Subscriber-Only)	 Weekly, Thurs	 16,235	 57.1%
			 
A RANGE OF TOP LOCAL NEWSLETTERS	 CADENCE	 LIST SIZE	 OPEN RATE
Ann Arbor News Alerts	 Varies	 10,250	 66.0%
Hello, Grand Rapids	 Weekly, Fri	 5,762	 60.6%
3@3 Jackson	 Daily	 2,065	 60.9%
Obituaries - Flint	 3X/Week	 1,420	 60.4%
High Schools Sports - Saginaw / Bay City	 Tues Through Sat	 1,403	 57.4%
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SOCIAL MEDIA REACH

MLive’s Dominant Social Media Ecosystem
I T ’ S  T H E  L A R G E S T  A M O N G  L O C A L  M E D I A  CO M PA N I E S
With more than 3.6M followers to key social media platforms – ranging from Facebook to TikTok 
– MLive features both statewide and local accounts, including more than 800K to our core 
communities more than 300K followers to sports from high school to pro and college.

TOTAL 
FOLLOWERS

806K 
IN LOCAL 

FOLLOWERS, 
INCLUDING 

212K IN GRAND 
RAPIDS AND 

190K IN  
ANN ARBOR

314K 
SPORTS 

FOLLOWERS
Sources: 2025 Social media pages of various entities

0.0M 0.5M 1.0M 1.5M 2.0M 2.5M 3.0M 3.5M 4.0M

WZZM13 Grand Rapids

WOOD Grand Rapids

Detroit News

Freep

ClickOnDetroit

WXYZ Detroit

Fox2Detroit

MLive

Followers

Michigan Social Media Footprints
Facebook Twitter YouTube Instagram TikTok LinkedIn 3.6M
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SPEAKERS

Inspire and Empower Your Audience
MLive Media Group’s marketing experts bring unparalleled insights and proven strategies to the 
stage. Whether it’s unlocking audience engagement, navigating digital transformation, or creating 
measurable impact, our speakers deliver practical knowledge through engaging and dynamic 
presentations. Elevate your event with thought leaders who inspire action and drive results.

FE AT UR ED  S PE A K ER S

ERIC HULTGREN
Director of Market-
ing, Midwest

FOCUS AREAS:
•	 Digital Marketing & 

Brand Strategy
•	 Tech & Culture 

Communication
•	 Brand Building
•	 Content Creation & 

Strategy
•	 Media Analysis & 

Programming

ANNE  
DRUMMOND
Chief Strategist, Mid-
west

FOCUS AREAS:
•	 Better 

Communication, 
Better Results

•	 You Are Worthy; You 
Needn’t Prove It

•	 Discipline Makes All 
the Difference

•	 Measure What 
Matters

For more information: www.mlivemediagroup.com/solutions/speakers/

http://www.mlivemediagroup.com/solutions/speakers/
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HOLLY  
LAURENCELLE
Travel Sr. Sales  
Manager, Midwest

FOCUS AREAS:
•	 Crafting Content Strategies 

That Drive Engagement
•	 Understanding the Four Stages 

of Travel to Influence Buyer 
Decisions

•	 Unlocking the Power of Key 
Events in GA4 for Stakeholder 
Reporting

•	 Harnessing Location Data 
Platforms to Elevate Marketing 
Campaigns

ANGELA  
RODRIGUEZ
Travel Account  
Executive

FOCUS AREAS:
•	 Branding Strategies That Drive 

Travel Engagement
•	 Building Effective Digital 

Media Campaigns for the Travel 
Industry

•	 Navigating the Travel 
Consideration Cycle: Marketing 
Tactics for Success

•	 Leveraging Strong Relationships 
to Build Winning Campaigns

RYAN WINFIELD
Digital Strategy Director

FOCUS AREAS:
•	 Digital Marketing Strategy
•	 KPIs And Effective Marketing 

Measurement
•	 AI’s Effects On Digital Marketing
•	 B2B Marketing Strategy
•	 Mobile Geolocation Services

FE AT UR ED  S PE A K ER S
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$1 .50 POWERING MLIVE .COM SUNDAY, JUNE 23,  2019

Are any Detroit Tigers worthy of All-Star debate?   Page B1

Advice, A11   Business, A9   Classi� ed/Jobs, C1   Family, L7   Gardens, L4   Health, L8   Homes, L1   Kids, L6   Local, A4   Obituaries, D1  Pets, L5   Sports, B1   Weather, A12      

Copyright © 2019 The Ann Arbor News   Feedback: Send your comments to comments@mlive.com   

Garret Ellison   gellison@mlive.com

Lynn McIntosh wasn’t surprised to see a police officer 

watching her.
McIntosh was taking environmental samples at the city 

dam that day in 2013 because she worried about contamina-

tion where people fi shed, launched canoes and jumped into 

a frigid Rogue River every Valentine’s Day for the Sweetheart 

Splash.
As she snapped photos and fi lled small bottles with sed-

iment, Rockford officer Jason Bradley watched from his 

patrol car. A city employee had called police, who, accord-

ing to the April 3, 2013, report, dispatched him to “observe 

Lynn’s actions, just for documentation.”
“I’m thinking, ‘I wonder if a police car will show up,’” 

recalled the Rockford piano teacher and amateur environ-

mental sleuth. “Sure enough, I look around and there’s a car. 

Wouldn’t you know.”
It wasn’t the fi rst time someone called police or tried to 

hamper her group’s efforts to document pollution, and it 

wouldn’t be the last.
For nearly a decade, a tenacious a group of concerned cit-

izens, led by McIntosh, bucked the local current by watch-

dogging the environmental actions of Wolverine World 

Wide, a global footwear and apparel company headquar-

tered in Rockford. Their eff orts drew sneers, suspicion and 

other intimidation tactics in a company town proud of its 

homegrown corporate giant.
Undeterred by small town politics, the group’s efforts 

fi nally bore fruit two years ago, when they convinced state 

offi  cials to seek pollution testing near an old tannery dump 

on House Street in Belmont that Wolverine packed full of 

sludge waste in the 1960s.
That dump, it turned out, has long been leaching toxic 

fl uorochemicals called PFAS into the groundwater people 

used for drinking.

WOLVERINE WASTE AND PFAS FEARS

TAKING ON THE 
ESTABLISHMENT
When it seemed no one wanted to know the truth about Rockford environmental 

pollution, a plucky band of activists decided to dig deeper

In perspective: How citizen sleuths cracked the tannery pollution case

From left, Janice Tompkins, Lynn McIntosh, Rick Rediske and A.J. Birkbeck standd on the Rockford dam on May, 15. All are members of 

the Concerned Citizens for Responsible Remediation, an activist group that formed in 2010 to watchdog the demolition of the Wolverine 

Worldwide tannery in Rockford, concerned that pollution might taint the site.   Cory Morse, MLive.com

Ryan Stanton   ryanstanton@mlive.com

With harmful PFAS chemicals in the 
Huron River, Ann Arbor is giving river 
users a new option to stay safe.

The city recently installed a PFAS wash-
off  station at the end of the Argo Cascades, 
a popular tubing and kayaking spot.

There now is a small wooden post with 
a faucet at the end of the Cascades in case 
people want to rinse off their hands and 
feet after potentially coming into contact 
with PFAS foam in the water.

“Thanks to parks and our staff  for get-
ting that together,” Council Member Jeff 
Hayner, D-1st Ward, said at the City Coun-
cil meeting Monday . 

Rinsing off  is recommended after being 
in the river, Hayner said, calling it “good 
common sense.”

Local and state offi  cials warn that white 
foam fl oating on the river can contain high 
levels of PFAS, a family of toxic chemicals 
with links to cancer, liver damage, birth 
defects and autoimmune diseases.

“Although, current science indicates 
PFAS does not move easily through the 
skin, it’s best to rinse off  foam after contact 
and bathe or shower after the day’s out-
door activities,” the city advises.

The city rents out canoes, kayaks, tubes, 
rafts and paddle boards at the city-run 
Argo Park Livery.

The city also rents out canoes, kayaks 
and paddle boats at the city-run Gallup 
Park Livery further downstream.

The new Argo Cascades rinsing station 
is temporary, and the city has ordered a 
permanent station that will be installed 
once it arrives in about four to six weeks, 
city spokeswoman Lisa Wondrash said.

“We are working on signage to inform 
park users about the temporary hand-rins-
ing station and will communicate to all 
parks users about the permanent one once 
it’s installed via the parks communication 
channels,” Wondrash said.

The city is installing permanent sta-
tions at Argo and Gallup this summer, in 
addition to the hand-washing facilities 
already in public restrooms at the liveries, 
she said.

Hayner expects the city eventually will 
put in full-body showers. He said there 
also are plans for more signage about PFAS 
along the river.

ANN ARBOR

City 
installs 
PFAS 
wash-off  
station 

People enjoy tubing Tuesday  at Argo 
Cascades on the Huron River in Ann Arbor. 

The city has installed a PFAS wash-off  sta-

tion at the end of the Cascades, a popular 

tubing and kayaking spot.    Ryan Stanton,              

MLive.com

Huron River tubers, kayakers 

can use new faucet to rinse 

after potential exposure 

to harmful chemicals

SEE PFAS, A7
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President Donald Trump’s 2020 cam-
paign kickoff  rally signals the start of Repub-
lican organizing eff orts in Michigan, a cru-
cial state for Trump’s re-election eff ort. 

Michigan Republican Party Chair Laura 
Cox said Trump’s 2020 campaign will be 
fundamentally diff erent from the last elec-
tion, bolstered by a $40.7 million war chest, 
no primary challenger and more volunteers 
on the ground earlier. Cox said Michigan 

is a “must win” state, and the Republican 
National Committee will open a Michigan 
fi eld offi  ce this summer to begin organizing 
grassroots support.

“We will have many more individuals 
than we’ve ever had in a cycle before for a 
presidential race,” Cox said. “We’re in the off  
year, and we’re laying down the ground work 
— we’re planting a fl ag.”

Trump offi  cially fi led for re-election the 

day after his inauguration and held cam-
paign-style rallies across the country since 
taking offi  ce in 2017, but billed a Tuesday 
rally in Orlando, Florida, as the start to his 
re-election campaign. 

The Michigan Republican Party orga-
nized 20 watch parties across the state and 
trained volunteer organizers at the party’s 

MICHIGAN

Trump 2020 campaign underway here

State GOP chair says Great lakes State is a ‘must win’ for president in 2020 
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Henderson earns historic win at Michigan LPGA stop.   Page C1

NATION

How did Juneteenth 
holiday get its start? 

Leada Gore   Alabama Media Group

June 19 is celebrated as “Juneteeth,” to commemorate one of the fi nal acts of emancipation of slaves in the 

United States. This year, the holiday is particularly signifi cant. August marks the 400th anniversary of the 

fi rst slaves’ arrival in Virginia, on what would become American soil.  After nearly 250 years of slavery here, 

the announcement was made that tens of thousands of African Americans in Texas had been emancipated. 

That closed the door on one of the last chapters of slavery in the country.

AN ANNOUNCEMENT ON JUNE 19, 1865
Juneteenth traces its origins back to Galveston, Texas, 

where, on June 19, 1865, Union soldiers led by Major Gen. 

Gordon Granger landed in the Gulf Coast city with news that 

the Civil War had ended and enslaved people were now free. 

The announcement came 2½   years after President Lin-

coln’s Emancipation Proclamation of Jan. 1, 1863, which offi  -

cially ended slavery in the U.S. However, since that procla-

mation was made during the war, the executive order was 

ignored by Confederate states.

GENERAL ORDER NUMBER 3
Granger delivered the news to Texas himself, reading 

General Order Number 3:
“The people of Texas are informed that, in accordance 

with a proclamation from the Executive of the United States, 

all slaves are free. This involves an absolute equality of 

rights and rights of property between former masters and 

slaves, and the connection heretofore existing between them 

becomes that between employer and free laborer.”

WHERE DID THE NAME COME FROM?
The day’s name is a combination of “June” and “nine-

teenth” in honor of the date of Granger’s announcement and 

fi rst appeared around 1903. 
It is also known as African American Freedom Day or 

Emancipation Day.

A REVIVAL FOR JUNETEENTH
The day was celebrated occasionally until it was revived 

during the civil rights movement of the 1950s and 1960s. 

Juneteenth is recognized as a holiday or special day of obser-

vance in 45 states.

HOW IS IT CELEBRATED?
Juneteenth has become a popular time for family 

reunions and gatherings. As with most social events, food 

takes center stage. Red foods commemorate the blood that 

was spilled during the days of slavery. Juneteenth barbecues 

often feature the traditional drink — strawberry pop — and 

dessert — strawberry pie. Other red foods, such as red rice 

(rice with tomatoes), watermelon and red velvet cake also 

are popular.
Many churches join in Juneteenth celebration with pic-

nics and special services, many of which feature traditional 

African American music and hymns. 

Lincoln’s executive order: June 19 marks the 

1865 announcement in Texas that slaves were free

More than 120 people march in a parade from Max Brandon Park to University Park, celebrating Juneteenth in 2018 in Flint.   MLive.com fi les

Girls wave fl ags as they march along Pasadena Avenue during the 2018 

Juneteenth parade in Flint.   MLive.com fi les

Lauren Gibbons and Emily Lawler   

lgibbon2@mlive.com, elawler@mlive.com

The eight remaining criminal cases in 
the Flint water crisis were dismissed in one 
fell swoop Thursday, with Solicitor General 
Fadwa Hammoud promising to continue 
the investigation.

After years of legal battles and millions 
of dollars spent on the case, it’s unclear 
whether legislative officials tasked with 
spending the state’s money would be 
amenable to appropriating additional 
funds for starting from scratch.

The Attorney General’s office antici-
pates continuing to use the department’s 
Lawsuit Settlement Proceeds fund, a 
$2.6 million line item the Legislature has 
to approve every year, spokeswoman Kelly 
Rossman-McKinney said.

“To the best of my knowledge, we’re 
not asking for or are in need of additional 
funds,” she said.

All three budget recommendations — 
from the House, Senate and governor — 
include that $2.6 million line item, which is 
funded not by taxpayer dollars but by pro-
ceeds from lawsuits.

The state already has spent more than 
$30 million prosecuting and defending state 
employees implicated in the water crisis. 

That total does not include expenses 
such as expert witness fees or payments to 
attorneys representing current and former 
city of Flint employees.

And additional investigation could come 
with an additional price tag, as Hammoud 
suggested her concerns with the cases 
against the eight remaining defendants 
stemmed from a fl awed evidence discovery 
process.

Senate Appropriations Chair Jim 
Stamas, R-Midland, said he was surprised 
by the move to dismiss the cases, but 
respects the offi  ce’s right to make its own 
determinations.

He said it is imperative the people of 
Flint “are served in the best way” by the 
state, and said he thought former Attorney 
General Bill Schuette’s team worked dili-
gently on the case.

As for whether further investment in 
the investigation is needed, “I think that 
the attorney general will need to make that 
decision within her budget,” Stamas said.

“That will have to be a choice,” he said, 
noting the topic could come up as budget 
negotiations between the House, Senate 
and governor’s offi  ce continue.

A spokesperson for Senate Majority 
Leader Mike Shirkey, R-Clark Lake, said the 
Senate would follow the same protocol as 
any other appropriation request should one 
come in for the Flint water investigation.

Rep. Mark Huizenga, R-Walker, chairs 
the House General Government Appropri-
ations Subcommittee, which handles the 
Attorney General’s budget. He said he had 
not received any request for additional 
funding, but said considering the $30 mil-
lion spent so far, scrapping the whole thing 
strikes him as problematic.

He wants to make sure justice is served 
in the Flint water crisis, and that the state 
is supporting the people Flint. At the same 
time, he and his legislative colleagues are in 
charge of overseeing the attorney general’s 
budget.

“We want people to be held accountable, 
but we also want the department to be held 
accountable, too,” Huizenga said.

FLINT WATER CRISIS

AG says 
existing 
dollars to 
fund new 
probe
State already has spent 

$30M+ prosecuting and 

defending employees

SEE INVESTIGATION, A4

   Associated Press

Ambulance services in Michigan are 
working to improve recruitment eff orts and 
generate interest in the emergency medi-
cal services industry, which is facing a staff  
shortage largely due to high employee turn-
over and low pay rates.

Counties, universities and private com-
panies are working together to reach out 
to high school and college students about 
the industry and off er training programs to 
get people interested, the Livingston Daily 
Press & Argus reported.

The number of students graduating 
from paramedic training in the state has 
dropped from 1,200 per year to 250 in the 
past three years, according to the Michigan 
Bureau of EMS, Trauma and Preparedness.

HOWELL

Ambulance 
services facing 
EMT shortage

Advice, A5   Classi� ed, B6   Comics, D5   Life&Culture, D1   Lottery, A3   Michigan, B1   Nation, B2   Obituaries, B4   Opinion, A6   Sports, C1   Weather, D4      

Copyright © 2019 The Flint Journal   Feedback: Send your comments to comments@mlive.com   

$1 .50 POWERING MLIVE .COM TUESDAY, MARCH 19,  2019

142nd year. No. 348

Chris Ehrmann   cehrmann@mlive.com

DTE Energy has unveiled its largest wind turbine farm in 

terms of power, and now it is the state’s largest operational 

wind park.
The Pine River Wind Farm in Gratiot County comprises 65 

wind turbines that produce 161 megawatts of power, enough 

to power about 54,000 homes in Michigan. Although the Gra-

tiot Wind Project is larger at 213 megawatts, it is considered 

two separate wind farms.
Dennis Salas, manager of operations and maintenance for 

the Gratiot Wind and Pine River Wind farms, said DTE Energy 

has 129 turbines in both the Gratiot and Pine River farms.

The movement toward renewable energy is part of DTE’s 

growing interest in replacing coal plants and other fossil fuels 

for a more long-term sustainable future.
Salas said it is expensive to retrofit older coal plants to 

make them more efficient or create cleaner-burning coal, 

so instead of spending the money on that, DTE is putting it 

toward reducing its carbon footprint.

FINDING COMMON GROUND
Not everyone in mid-Michigan is happy about the 

increase in the number of wind turbines around the area, as 

many communities are grappling with creating ordinances 

and language that deal with wind companies.
Complaints about shadow fl icker as the blades move in 

sunlight, setbacks from homes and noise as the turbines 

operate come up in some communities, but that was not the 

case for Gratiot County.
“Around here we have been largely, time and again, 

received positively. We get a lot of encouragement and a lot of 

community participation,” Salas said. “I’ve had a lot of con-

versations with a lot of our landowners. We are part of this 

community, we want to make it the best we can for every-

body in being here.”
Gratiot County seems to have been unique in mid-Michi-

gan, in that years ago, many of the townships came together 

to create a unifi ed ordinance that is consistent across the 

county. Outside Gratiot, townships and cities each have 

established their own ordinances, creating a patchwork of 

rules that sometimes still are developing.
The Gratiot County park has been here since January 2012 

and is owned by DTE Energy and Invenergy.
“If (the townships) get together and they establish an ordi-

nance with guidelines that are reasonable, hard but reason-

able, that tells you right off  the bat they want to be a part of 

what we are trying to do for the future,” Salas said. “But if 

they establish something with a 30-decibel limit, that makes 

it virtually impossible for us to come there.”

MICHIGAN

They’ve got 
the power!

Powerful impact

65
Number of wind turbines 
at Pine River Wind Farm.

161
Megawatts of power 
produced by the farm.

54,000
Number of homes the 
wind farm can power.

Sound e� ects

The intensity of sound is measured in decibels. The least audible sound — 

near silence — is 0 dB. The scale increases by powers of 10. Every 10 dB 

is equivalent to a 10-fold increase in sound intensity, roughly doubling the 

volume. So, a sound 10 times more powerful than 0 dB is 10 dB, 100 times 

more powerful than 0 dB is 20 dB, and 1,000 times more powerful than 

0 dB is 30 db. Wind turbines are typically at least 300 meters — about 

984 feet — away from homes. At that distance, a turbine emits about 43 dB. 

Compare sounds and their decibel ratings:

0 dB - near silence
15 dB - whisper 
40 dB - refrigerator 
60 dB - normal conversation

90 dB - lawnmower

110 dB - car horn
120 dB - rock concert
140 dB - gunshot 
+150 dB - eardrums burst

Gratiot County is home to state’s 
largest wind-energy park

Above, views of a wind 
turbine at DTE Energy’s 
Gratiot County Wind 
Farm in Breckenridge. 
Left, Dennis Salas, 
operations manager for 
Gratiot Wind and Pine 
River, stands outside 
a turbine Tuesday.   
Rachel Ellis, MLive.com

It’s NCAA tournament time.
U-M, MSU earn No. 2 seeds for men’s basketball bracket.   C1

President Donald Trump 
attends a briefi ng Wednesday 
at the White House. Trump 
will be in Grand Rapids on 
March 28.   Jabin Botsford, 
Washington Post

Malachi Barrett   mbarret1@mlive.com

President Donald Trump is coming to 
Grand Rapids for a March 28 rally, Trump’s 
re-election campaign announced Friday.

The rally will be at Van Andel Arena, 
according to the Associated Press. Mich-
igan GOP Chair Laura Cox said she is 
“thrilled” that Trump is coming to Michi-
gan, which helped elect him in 2016.

“This visit is proof that the president is 
making Michigan a priority in 2020 and the 
Michigan Republican Party will do every-
thing in our power to deliver our state’s 16 
electoral votes to his re-election,” Cox said 
in a statement.

Trump visited Michigan several times 
during the 2016 election. His final cam-
paign stop was held in Grand Rapids the 
day before voters made their decision. 

Trump won 75 of Michigan’s 83 counties 
in 2016. Muskegon and Kalamazoo coun-
ties were the only West Michigan counties 
won by Democratic Party nominee Hillary 
Clinton.

He won Michigan by 10,704 votes — a 
0.23 percent margin. Trump won Kent 
County with 48 percent of the vote, beating 
Clinton by 3 percentage points.

Michigan’s swing for a Republican can-
didate reversed a history of support for 
Democratic presidential candidates going 
back to 1992.

Next week’s event starts at 7 p.m. Tick-
ets can be reserved on Trump’s campaign 
website, bit.ly/trumpgr032819.

GRAND RAPIDS

President 
Trump to 
visit next 
week
Tickets are available 

for re-election rally 

at Van Andel Arena
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Who’s bicycle-friendly?

The League of American Bicyclists’ evaluation 

of Michigan, its cities and towns, and its col-

leges for their provisions for cycling as of 2017, 

in alphabetical order. 

13th
Michigan’s rank. Washington state is No. 1 and 

Nebraska is No. 50.

12
Communities: Ann Arbor, Battle Creek, East 

Lansing, Flint, Grand Rapids, Houghton, 

Kalamazoo, Lansing, Marquette, Midland, 

Portage, Ypsilanti

7
Colleges and universities: Aquinas College, 

Grand Valley State, Lawrence Tech, Michigan, 

Michigan State, Michigan Tech, U-M Flint 

Meredith Cohn   Tribune Media

When tenants begin signing leases in July for their brand-new apart-

ments at the Wheelhouse in the venerable Federal Hill neighborhood of 

Baltimore, the landlord plans to hand them a bike along with the keys.

The developer of the five-story complex hopes to discourage tenants 

from even owning cars and needing a place to park.
“We’re taking a step further than providing a bike room,” said Scott Slos-

son, one of the development company’s executives. “We’re giving everyone 

a bike.”
For $25,000, the cost of building a couple of parking spaces in the city, 

Slosson ordered a fl eet of 92 low-maintenance Priority brand bikes. The 

give-away, he said, removes a barrier for tenants who are new to urban liv-

ing, haven’t biked in a while and don’t know what kind of bike to buy.

He continued, “I think the bikes will create awareness as people ride 

around the city on them, and change perceptions about how you can live 

in the city.”
Across the country, in fact, big developers are angling to build high-end, 

high-density housing close to bike lanes and walking trails, as well as pub-

lic transit. They’re also adding their voices to those of grass-roots advocates 

who are pushing for cities to establish true networks for everyday cycling 

and walking in their urban cores.
In some cases, they are encountering a “bike-lash” when asphalt and 

dollars get diverted away from suburban roads. And they’re having to fend 

off  claims that their projects and people-moving concepts mostly benefi t 

the well-to-do.
Still, developers say the movement is likely to accelerate because many 

younger professionals don’t wish to drive to work, don’t care for the ’burbs, 

and see walkability as a key asset of any living place.

‘PUBLIC CONSCIOUSNESS’
Nationally, the demand for multifamily housing, especially apartments, 

is roaring higher at a double-digit annual rate. A key driver of this trend is 

the younger renters who are cranking up their work careers.

One corporate strategist says this rising generation of renters gravi-

tates toward downtowns and urban scenes. These renters are also “com-

fort creatures,” expecting to have plenty of amenities at their fi ngertips. 

LIFESTYLE

Move in. Get bike. 
Ditch car.

Carlessness: It’s the trendy amenity on the urban housing scene

Cyclists in downtown Kalamazoo turn from Porter Street onto Kalamazoo Avenue along a “pop-up” lane in 2015. The tempo-

rary course was set up to determine the most desirable route for a regional trail connection.   MLive.com fi les

SEE BICYCLES, A3

David Eggert   Associated Press

Democratic presidentia l contend-
ers showed Michigan’s importance Mon-
day, campaigning early in a state that Don-
ald Trump became the first Republican in 
decades to win.

Former Texas Rep. Beto O’Rourke and Sen. 
Kirsten Gillibrand, of New York, stopped in 
the vote-rich Detroit area for multiple events, 
a year before the state’s primary. 

Trump, himself, will campaign in Michi-
gan next week — another sign that the 2020 
race is intensifying.

“I wanted to be here in this state as early as 
I possibly could,” O’Rourke said after touring 
a carpentry apprenticeship school in Oakland 
County on Monday — a day he also reported 
raising more than $6 million online in the 
fi rst 24 hours of his campaign. It was one of 
three stops he made.

Earlier at a coff ee shop in Macomb County, 
a man in the crowd of more than 200 asked 
O’Rourke how Democrats can win back white 
blue-collar workers who helped carry Trump 
to a narrow victory over Hillary Clinton. 

O’Rourke responded that Trump has 
been “very successful at exacerbating the 
divisions and differences” among Ameri-
cans with a “divide-and-conquer approach.”

“We can succumb to that and return in 
kind. Or we can transcend that and be above 
that,” he said, adding that citizens must con-
front “the hard truths of slavery and segre-
gation and suppression, the way that wealth 
was built in this country.” 

MICHIGAN

Battleground state: Presidential contenders make stops
FERNDALE

Beto sets sights 
on Michigan
Texas Democrat and presidential hopeful 
Beto O’Rourke visited Michigan just days 
into his 2020 campaign. And that was no 
mistake.   A2

ELECTION 2020

Presidential hopefuls 
are visiting Michigan
See more on what each candidate 
had to say.   A2

Margaret Cronin Fisk   Bloomberg

The former head of the United Auto 
Workers’ Fiat Chrysler department, 
Norwood Jewell, was charged by prosecu-
tors in Detroit on Monday with conspiracy 
to violate the Labor Management Relations 
Act.

Jewell is the latest former UAW or com-
pany official to be charged in the federal 
investigation alleging that starting in 2009 
or earlier, millions of dollars were funneled 
from the Fiat Chrysler Automobiles train-
ing center to union officials to buy labor 
peace.

Three former FCA executives and three 
former UAW offi  cials have pleaded guilty, 
as has the widow of the prior head of the 
union’s FCA unit.

Jewell is in discussions with prosecutors 
toward “a fair and just resolution” of the 
case, his attorney, Michael Manley, said in 
a message. 

“We are confi dent that when the facts of 
the case come out as it relates to Mr. Jewell, 
his decades-long reputation of honorable 
service to members of the UAW will remain 
intact,” Manley said.

‘FAT, DUMB AND HAPPY’
Automakers and the UAW are gearing up 

for new labor negotiations this year. Con-
tracts covering more than 150,000 U.S. 
hourly workers at General Motors Co., Ford 
Motor Co. and Fiat Chrysler expire Sept. 15 
and talks are expected to officially begin 
this summer. In a shot across the bow of 
auto executives, the UAW said last week it 
will increase strike pay for workers.

The Department of Justice claims union 
leaders received credit cards and lavish 
gifts, including golf trips, designer cloth-
ing, furniture and jewelry, as part of a plan 
to keep senior UAW offi  cials “fat, dumb and 
happy,” according to legal documents. Fiat 
Chrysler executives also took advantage of 
the scheme for their personal benefi t.

Al Iacobelli, who led U.S. labor relations 
for the automaker until June 2015, was 
charged with taking more than $1.2 million 
from the training center, buying a Ferrari 
and leasing a private jet. In August, he was 
sentenced to 5½   years for his involvement 
in the misuse of training center funds. At a 
sentencing hearing in December, the gov-
ernment strongly hinted that its investiga-
tion is continuing and additional indict-
ments may be coming.

The fact that prosecutors fi led charges 
against Jewell without going through a 
grand jury suggests that he’s cooperat-
ing in order to get a more lenient sentence, 
said Peter Henning, law professor at Wayne 
State University and a former federal prose-
cutor. He said the allegation that FCA exec-
utives conspired with the company and the 
UAW, as well as with individual union offi  -
cials, is a sign the government is looking for 
evidence of more systematic corruption.

DETROIT

Former 
UAW head 
charged 
with 
conspiracy

SEE UAW, A3
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hen a young Moses Walker attended nursery school at Kalamazoo’s Doug-

lass Community Association, he could not know he would one day lead the 

organization, now celebrating a century of service to the community.

Walker, 78, is a former executive director of the local nonprofi t, but his 

memories at the long-standing Kalamazoo organization begin when he 

was a small child.
The 1958 Kalamazoo Central High School graduate and retired Ascension Borgess Hospi-

tal executive was born and raised in the city’s Northside neighborhood where the Douglass 

is located, he said in an interview with the Kalamazoo Gazette/MLive.

Walker was born Oct. 21, 1940, in a house on Cobb Avenue, he said.

To say that the community organization was a large part of Walker’s childhood would be 

an “understatement,” he said.
“You learned how to play ball,” Walker said. “You learned how to dance. You learned 

everything here at Douglass.”
Founded in 1919 and named in honor of noted American orator and statesman Freder-

ick Douglass, the Douglass Community Association was originally created to address the 

social, recreational and cultural needs of African American soldiers stationed at what was 

known as Camp Custer, now Fort Custer, near Kalamazoo.

This year, the organization celebrates its 100th anniversary as a social and recreational 

hub in Kalamazoo’s Northside neighborhood.
Though Walker’s fi rst attempt at college in 1958 was unsuccessful, he ultimately found 

his path after three years in the U.S. Army.
When he returned to Kalamazoo in 1964, Walker completed his undergraduate studies, 

earning a bachelor’s degree in social science from Western Michigan University.

“I wasn’t sure what I wanted to do, but I knew I wanted to be the leader,” Walker said.

He went on to earn a master’s degree in social work from Wayne State University in 1968 

and a master’s degree in business administration from WMU in 1990.

Walker has a heart for helping others.
It’s evident in his decades of service to the Kalamazoo community that continues today, 

including his service on governing boards of Communities in Schools and Kalamazoo 

Community Mental Health and Substance Abuse Services.

Walker also continues his nearly 50-year involvement with Kalamazoo’s Family Health 

Center — an organization he helped build — by serving on the nonprofi t’s board.

‘OUTGOING’ AND ‘OUTSPOKEN’
Walker was the Douglass Community Association’s executive director from November 

1968 to July 1978. Prior to being named director, he served as an associate director and as 

a director of the department of community organization, program planning and develop-

ment.

KALAMAZOO

‘I wasn’t afraid 
to speak up’
Longtime community activist Moses Walker refl ects on decades of service

Moses Walker was the executive director of the Douglass Community Association in Kalamazoo from 1968 to 1978.   Joel Bissell, MLive.com

Walker is credited 

as a driving force in 

founding the Family 

Health Center, which 

first began in a trailer 

in 1971, and has helped 

guide its growth in the 

years since. The center 

now has four locations 

that together handle 

about 135,000 annual 

patient visits.

SEE SPEAK, A6

David Eggert   Associated Press

A former dean who had oversight of 
now-imprisoned sports doctor Larry Nassar 
at Michigan State University was found 
guilty Wednesday of neglect of duty and 
misconduct in office but acquitted on a 
more serious criminal sexual conduct 
charge.

William Strampel, ex-dean of the Col-
lege of Osteopathic Medicine, was the fi rst 
person charged after the state attorney 
general’s offi  ce launched an investigation 
1½ years ago into how Michigan State 
handled complaints against Nassar, who 
pleaded guilty to molesting patients and 
possessing child pornography.

Strampel, 71, was accused of abusing his 
power to sexually proposition and harass 
female students and not enforcing patient 
restrictions imposed on Nassar following 
a 2014 complaint. Jurors found him not 
guilty of felony criminal sexual conduct 
in the second degree — a charge that could 
have sent him to prison for up to 15 years 
for grabbing the buttocks of at least one 
student.

He could still face up to five years in 
prison on the felony misconduct convic-
tion, which stems from a charge that he 
used his public offi  ce to harass, discrimi-
nate, demean, proposition and sexually 
assault students.

“It’s time to change the culture in our 
schools and medical communities so that 
our female students and doctors receive 
the same treatment and respect as their 
male counterparts,” Attorney General 
Dana Nessel said. “Public officers who 
brandish their power to demean, insult, 
objectify and abuse female students will be 
held accountable.”

Strampel left the courthouse without 
commenting. His attorney, John Dakmak, 
said it “speaks volumes” that jurors “saw 
through a lot of allegations that fell fl at.”

Dakmak said his client received the ver-
dict with “mixed emotions.” 

“We’re very happy the jury acquitted 
him of the most serious charge,” Dakmak 
said, but disappointed on the other counts. 

He said it’s too early to say whether he 
will appeal the verdict.

During Strampel’s trial, which began 
May 30, multiple former medical stu-
dents testifi ed about sexual comments he 
made during one-on-one meetings. They 
accused him of staring at their breasts. 
Women who worked as model patients 
during exams also testifi ed about unpro-
fessional and sexual comments.

Prosecutors alleged that Strampel will-
fully neglected a duty to enforce the lim-
its put on Nassar in 2014 after a patient 
accused the doctor of sexual contact — 
such as not treating patients near any sen-
sitive areas on the body without a chaper-
one present. 

The defense said Strampel was among 
many offi  cials who had a role, and said it 
is not a crime to use “locker room talk,” no 
matter how off ensive it may be.

The jury did not hear from Strampel 
himself. He waived his right to testify Mon-
day.

— MLive reporter Malachi Barrett con-
tributed to this article.

NASSAR SCANDAL

Strampel 
guilty of 
neglect in 
oversight
Jury also convicts ex-MSU 

dean of misconduct but 

not on most serious charge 

A  F e e - O n l y  We a l t h  M a n a g e m e n t  G r o u p

www.zhangfinancial.com
5931 Oakland Drive
Portage, MI 49024

269-385-5888 or 888-777-0126

Charles C. Zhang, NAPFA-Registered Fee-Only Financial Advisor 
CFP®, MBA, MSFS, ChFC, CLU

*As reported in Forbes September 13, 2018: Charles was ranked #7 on Forbes’ list of America’s Top Wealth Advisors and is the highest ranked  

NAPFA-Registered fee-only financial advisor on the list. The ranking, developed by SHOOK Research, is based on an algorithm of qualitative criteria, 

mostly gained through telephone and in-person due diligence interviews, and quantitative data. Those advisors that are considered have a minimum of 

seven years experience, and the algorithm weighs factors like revenue trends, assets under management, compliance records, industry experience and 

those that encompass best practices in their practices and approach to working with clients. As reported in Barron’s September 14, 2018: Charles was 

ranked #6 on Barron’s list of Top 100 Independent Advisors and is the highest ranked NAPFA-Registered fee-only financial advisor on the list.  

Rankings based on assets under management, revenue generated for advisors’ firms, quality of practices, and other factors.  
For fee-only status see NAPFA.org.

Minimum investment requirement: $1,000,000 in Michigan/$2,000,000 outside of Michigan. 

Nation’s Highest Ranked Fee-Only Financial Advisor
by both Forbes and Barron’s*
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Emily Lawler   elawler@mlive.com

The Legislature has racked up $1.2 mil-
lion in legal bills fighting a federal court 
case alleging Michigan’s districts are ille-
gally gerrymandered, according to fi nan-
cial documents released by the House and 
Senate business offi  ces.

The case, League of Women Voters v. 
Secretary of State Jocelyn Benson, was fi led 
in 2017 and challenges Michigan’s politi-
cal districts. A federal court in April ruled 
those districts were gerrymandered and 
required the maps be redrawn — a process 
that has been put on hold while the United 
States Supreme Court considers the case.

The case did not name the Legislature 
or individual legislators, who approved the 

MICHIGAN

Lawmakers spend 
$1.2M fi ghting 
claims of illegal 
redistricting

The U.S. Supreme Court  is 

considering charges by the 

League of Women voters
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Benjamin Raven   braven@mlive.com

For the fourth consecutive year, General 
Motors is hoping to avoid recalling vehicles 
connected to the wide-ranging, potentially 
fatal Takata air bag infl ator ordeal.

The Detroit-based automaker filed a 
petition to the National Highway Traffic 
Administration to exempt it from recalling 
connected vehicles through a 2015 agree-
ment. In its petition to the federal agency, 
GM says it is requesting this exemption 
“because of difference in inflator design 
and vehicle integration, the equipment 
defect determined to exist by Takata is 
inconsequential as it relates to motor vehi-
cle safety” in its vehicles.

Public comments on the automak-
er’s petition are being accepted through 
July 18.

“In addition, GM states that the covered 
passenger inflators are not used by any 
other original equipment manufacturer 
and, further, that the covered infl ators have 
a number of unique design features that 
infl uence burn rates and internal ballistic 
dynamics, including greater vent-area-to-
propellant-mass ratios, steel end caps, and 
thinner propellant wafers, “ the automaker 
writes in the NHTSA petition.

The automaker originally fi led the peti-
tion in January, but the federal agency only 
published it Wednesday .

Vehicles that would be recalled under 
the federal agency’s agreement with Takata 
include: 
    › 2010-2014 Chevy Silverado and GMC 
Sierra HD trucks.
    › 2010-2013 light-duty Silverado and Sier-
ras.
    › 2010-2014 Chevy Tahoe and Suburban.

    › 2010-2014 Cadillac Escalade.
    › 2010-2014 GMC Yukon.

The Takata schedule for recalls is based 
on vehicle age, location, and by a region’s 
heat and humidity.

Some Takata air bag inflators have 
become explosive, sending metal pieces 
flying through the cabin when deployed. 
The ammonium nitrate that ignites the 
infl ators can be damaged by moisture over 

DETROIT

GM aims 
to avoid 
recall
Vehicles connected to deadly 

Takata recall for 4th time

A pile of sugar beets sits in what began the day as an empty lot at Michigan Sugar Co.’s processing facility in Monitor Township during early 

delivery as Michigan’s 2016 sugar beet season began Aug. 30.   MLive.com fi les

Lauren Gibbons   lgibbon2@mlive.com

Should Michigan be using substances other than salt to 

clear ice from roads in the winter? Some House Democrats 

think the state should give the idea a try.
Most roads in Michigan are currently cleared with salt, 

and sand is used in some regions where it’s abundant or 

when temperatures are too cold for salt to eff ectively melt 

the ice.
House Bill 4716, introduced by Rep. Brian Elder, D-Bay 

City, would task the Michigan Department of Transporta-

tion with starting a pilot program to explore pairing salt with 

organic additives such as sugar beet juice when tackling icy 

road conditions.
In 2016, Michigan harvested nearly 160,000 acres of sugar 

beets, according to the Michigan Department of Agriculture, 

which are generally processed into sugar. 
Elder’s district is home to Michigan Sugar Co., the 

third-largest beet sugar processor in the United States.

Elder said in a statement announcing his legislation that 

the large volume of salt used to control icy roads contrib-

utes to the corrosion and deterioration of Michigan roads 

and washes into the state’s freshwater sources.
“To secure safe, quality roads for Michigan families to 

drive on and to protect our natural resources, we need to get 

creative and implement sustainable solutions,” Elder said. 

“Adding natural components to reduce salt usage on our 

roads will not only make our safety eff orts more eff ective 

during the tough winters, it will ensure that, come spring, 

the ‘Pure’ remains in Pure Michigan.”
As proposed, the pilot program would be run in at least 

five test locations with a variety of state and local roads, 

highways and bridges, as well as a nearby body of water that 

could be adversely impacted by heavy salt use.
The department would have to report back on the pro-

gram’s results to the Legislature by December 2022.
Alternatives to standard salt application are already being 

explored in some cold-weather regions, including at least 

one community in Michigan.

The Genesee County Road Commission recently invested 

in a system that can create various formulas of de-icing 

material depending on the temperature — one is a saltwa-

ter mixture, and another uses a mix of calcium chloride and 

sugar beet juice that’s effective in temperatures as low as 

10 degrees below zero.
One potential barrier to salt alternatives? Their smell.

In Montreal, some boroughs tested beet juice as a method 

of de-icing, but switched to using corn product instead 

because the beet juice was too smelly, according to local 

MICHIGAN

SUGAR BEET 
JUICE FOR 
ICY ROADS? 

Lawmaker seeks organic additives to salt; some 

places use corn, cheese byproducts

“To secure safe, quality roads for Michigan families to drive on and to 

protect our natural resources, we need to get creative and implement 

sustainable solutions.”
Rep. Brian Elder, D-Bay City

A city of Saginaw salt truck spreads layers of salt near the intersection 

of Court Street and Michigan Avenue in Saginaw on Dec. 28, 2015.   

MLive.com fi les
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Michigan begins play today in College World Series.   Sports, B1

David Eggert   Associated Press

Sales taxes collected at the gas pump 
would be shifted to road repairs under a 
budget plan approved Thursday by the 
Michigan House, where majority Repub-
licans called it a first step in response to 
Democratic Gov. Gretchen Whitmer’s call 
for higher fuel taxes to fix deteriorating 
transportation infrastructure.

GOP lawmakers said they structured 
their blueprint so schools and municipali-
ties, which now get most of the sales tax on 
fuel, would be held harmless. But Demo-
crats were skeptical, saying the spending 
bills would not do enough to improve the 
roads and ultimately would create new fi s-
cal problems for education and local gov-
ernments.

Michigan spends less per capita on 
transportation than many states but has 
fuel taxes that rank among the country’s 
highest. That is because it assesses a sales 
tax on gasoline — which is rare — while the 
revenue primarily helps fund education 
and local governments.

“People expect when they pay at the 
pump that every penny paid in taxes at the 
pump is a penny that is going to go toward 
roads. That is what we just accomplished 
with this budget while funding our roads 
at a record level without raising taxes one 
cent,” Republican House Speaker Lee Chat-
fi eld said.

The House budget assumes an addi-
tional $542.5 million in revenue siphoned 
from two-thirds of the sales tax on fuel, 
or  4 cents on the dollar. Estimated reve-
nue from the full sales tax would bump it to 
$830 million per year. 

The House action was the latest move in 
what appears likely to be a protracted budget 

LANSING

GOP road 
strategy 
shifts tax
at pump 
Whitmer says much more 

needs doing as House 

passes ‘fi rst step’ on 

infrastructure funding

Above, a California Department of Forestry and Fire 

Protection aircraft drops fi re retardant on a hill-

side Sunday in an attempt to box in fl ames from 

the Sand Fire in Rumsey, California.  The wildfi re 

started Saturday afternoon and quickly grew from 

100 acres to 2,220 acres by Sunday. A scorching heat 

wave hit the San Francisco Bay Area with sweltering 

conditions. Ten Bay Area locations broke historical 

temperature records and two locations tied previ-

ous records, according to National Weather Service 

data reports.    Photo by Josh Edelson, AP

THE WEEK IN PHOTOS

Fire season begins

John Wagner   Washington Post

President Donald Trump’s eldest son, 
Donald Trump Jr., signaled Thursday that 
he plans to campaign for a primary chal-
lenger to U.S. Rep. Justin Amash, the sole 
House Republican to call for the president’s 
impeachment.

“See you soon Justin,” Trump Jr. said in 
a morning tweet. “I hear Michigan is beau-
tiful during primary season.”

Attached to his tweet were poll results 
from an East Lansing consulting firm 
showing Amash trailing Jim Lower, a 
state lawmaker and GOP challenger to the  
congressman in the 3rd District, which 
includes Grand Rapids and Battle Creek.

“If it’s what you say I love it especially 
later in the summer,” Amash tweeted back.

Amash became a GOP pariah after 
declaring last month that the president had 
engaged in “impeachable conduct” that 
was detailed in the Mueller report. 

On Wednesday night, Lower told Fox 
News host Laura Ingraham he would like 
Trump’s endorsement.

“I’d like to see the president get directly 
involved,” Lower said. 

WASHINGTON

Trump Jr. set to
go after Amash

A hot air balloon fl ies over the London skyline early Sunday during the 2019 

Lord Mayor’s Hot Air Balloon Regatta.    David Mirzoeff , PA via AP

Hong Kong police fi red tear gas and used high-pressure water hoses Wednes-

day against those protesting a proposed extradition bill near the Legislative 

Council. The bill raisies concerns over greater Chinese control and erosion 

of civil liberties in the semi-autonomous territory.    Kin Cheung, AP

Police keep watch at the Capitol Pride Parade in Washing-

ton, D.C., on Saturday. Several people were injured after a 

man waving a BB gun at the LGBTQ pride parade caused a 

panic that sent people running through the streets of the 

nation’s capital.   Andrew Harnik, AP

Ali Stroker accepts the award Sunday 

for best performance by an actress in a 

featured role in a musical for “Rodgers 

& Hammerstein’s Oklahoma!”at the 73rd 

annual Tony Awards at Radio City Music 

Hall in New York. Stroker became the fi rst 

actress who uses a wheelchair to win a 

Tony.   Charles Sykes, Invision via AP

SEE ROADS, A3
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Taylor Telford   Washington Post

The escalating trade clash between the United States and China has sent 

thousands of U.S. companies scrambling to determine whether they can 

import goods from other countries to escape higher tariff s. But when Pres-

ident Donald Trump threatened to tag large penalties on $300 billion in 

Chinese imports last month, a sense of panic settled over the fi reworks 

industry. 
It had nowhere else to go.
“It’s virtually impossible for our product to be made anywhere else but 

in China,” said Bruce Zoldan, the chief executive of Phantom Fireworks in 

Youngstown, Ohio. “If these tariff s happen, it’ll be the greatest threat to our 

industry.”
Zoldan met with White House offi  cials recently to press his case, and 

he is working on a formal request to be delivered this month that he hopes 

would exempt the fi reworks industry from the penalties. A fi nal decision 

by the White House could come in late June, in the midst of the fi reworks 

industry’s busiest period. 
Trump’s showdown with Beijing has nothing to do with fi reworks, but 

they have nonetheless been brought into the fray of the trade war and its 

headline issues: trade imbalances, government subsidies, intellectual 

property and global economic health. And while Trump has repeatedly 

suggested companies can sidestep the tariff s by moving manufacturing to 

the U.S., that is not an option for fi reworks sellers.
It would take years to replicate the manufacturing base in another coun-

try, and fi reworks executives are extremely wary about major changes that 

could upend safety protocols.
Although shipments for this year’s Fourth of July celebrations theoreti-

cally shouldn’t be aff ected by tariff s, vendors might raise prices anyway, to 

start making up for what they’ll lose once the taxes kick in. And come next 

summer, after years of record-breaking sales, fi reworks might suddenly be 

scarce.

U.S.-CHINA TRADE WAR

FIREWORKS 
COULD FIZZLE 
UNDER TARIFFS

Fireworks explode over the Saginaw River in downtown Bay City.   Shutterstock.com

Long-standing American tradition

 is 95 percent made in China

$900M
Americans spent nearly that much on � re-

works in 2018.

25%
Amount of the tari�  that would be imposed on 

� reworks and other Chinese imports if China 

and the U.S. don’t reach a trade deal.

Emily Lawler   elawler@mlive.com

A system that lets Michiganders make 
appointments online will soon expand to all 
Secretary of State offices, Secretary of State 
Jocelyn Benson announced Thursday.

It’s a step toward fulfilling Benson’s cam-
paign promise to shave offi  ce waits to a half-
hour or less.

“No one in Michigan should wait more than 
30 minutes to renew their license, register 

their vehicle or register to vote,” Benson said. 
The option is available in 43 branches, but 

will be phased in for all 131 by the end of the 
summer, said spokesman Shawn Starkey.  

Appointments can be made at bit.ly/SOS-
Time. They are one of several ways Michigan-
ders can avoid long lines.

For vehicle registrations, residents can 
renew by mail or use self-serve kiosks to print 

new tags. Some processes can be done entirely 
online though ExpressSOS. And a system that 
lets you jump in line from home and come in 
closer to when a clerk is available has returned 
again to some offi  ces after it was down earlier 
this year.

Benson said she heard positive reviews of 
the appointment option in the areas where it 
was available.

“This important change will ensure we are 
able to serve more residents effectively and 
effi  ciently throughout our state,” she said. “It’s 
the fi rst of several steps we intend to take in 
the months and years ahead as we modernize 
how the Department of State provides services 
for Michigan’s residents.”

Starkey said the cost of expanding the ser-
vice was less than $2,000 for 12 months.

LANSING

For driving and voting needs. everybody will be able to get in line online

Emily Lawler   elawler@mlive.com

Not every formula works for every 
infant.

It’s a lesson new parents learn from trial 
and error, and agencies serving families on 
the Women, Infants and Children program 
often get formula back from parents whose 
babies need a diff erent kind. Until Febru-
ary, any returned formula was re-issued or 
donated to food pantries.

Now, to the frustration of local health 
officials and the detriment of food pan-
tries, the Michigan Department of Health 
and Human Services requires local agen-
cies to destroy returned formula.

The change was prompted by March 
2018 guidance from the U.S. Department of 
Agriculture’s Food and Nutrition Services 
division, which manages the WIC program 
serving low-income families with children 
younger than 5.

State officials asked for clarity on the 
guidance and got “very strong language” 
from federal and regional partners, said Dr. 
Joneigh Khaldun, who is the state’s chief 
deputy director for health as well as chief 
medical executive. She said the depart-
ment decided to enact the change. 

“I think our program was doing their due 
diligence and wanting to make sure that we 
are protecting public health,” said Khaldun 
said.

But when notice went out to local WIC 
agencies in February, it wasn’t well-re-
ceived.

“This is the dumbest policy in my 25 
years of public health,” Calhoun County 
Health Offi  cer Eric Pessell said.

‘DOESN’T MAKE ANY SENSE’
Pessell said typically a parent turning in 

unused cans of one formula will get vouch-
ers to replace it with another that works for 
the baby.

The problems aren’t with the returned 
formula — it might be lactose-based when 
the baby doesn’t tolerate that, for instance, 
but it might be right for other babies. The 
county previously checked the cans for 
tampering or damage, checked expiration 
dates and gave them to a food pantry. 

Pessell said destroying the formula is a 
waste.

“So what that means is, it’s about 
$15,000 (per year) worth of formula that we 
would just be opening up and destroying 
and dumping in the garbage, which doesn’t 
make any sense,” he said.

The USDA said that expiration dates and 
damage or tampering aren’t the only safety 
concerns. Formula may have been stored at 
extreme temperatures, aff ecting the nutri-
ent content.

Pessell said it’s not clear to him that 
the USDA’s recommendation is based on 

LANSING

State now
has baby
formula 
destroyed
Under federal guidance, 

otherwise usable returns 

to the WIC program go to 

waste, local agencies say

SEE FIREWORKS, A3

A customer shops for fi reworks at a sea-

sonal roadside stand in Kalamazoo.   

MLive.com fi les

Secretary of State expanding appointment system to all 131 branches
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PRINT SOLUTIONS
We own Michigan’s News

Our journalists report Michigan’s News, in communities across our Great Lakes State. Advertise 
alongside these well-read news articles, and reach your audience using print. As part of a well-
rounded marketing campaign, print advertising (especially when positioned alongside trusted news 
content) can make for a healthy mix.

We have all sorts of options for print ads that appear in our paper and subscribers can access daily 
digital editions for all eight newspapers (exact replicas of the printed paper), as well as online at 
MLive.com. 

P U B L I S H  DAY S
The Bay City Times, The Flint Journal, and The Saginaw News are 
published every Tuesday, Thursday, Friday and Sunday. The Grand Rapids 
Press, Jackson Citizen Patriot, Kalamazoo Gazette, and Muskegon 
Chronicle are published every Tuesday, Thursday and Sunday.  
The Ann Arbor News is published every Thursday and Sunday. 

EIGHT LOCAL NEWSPAPERS

P R I N T  S O LU T I O N S
•	 In-Paper Advertising

•	 Inserts - Preprints

•	 Inserts - Print & Deliver

•	 High Impact Print 
Advertising
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OUR CLIENTS RECEIVE

Local, Personal Service
		Direct placement on Michigan’s  

#1 news site, MLive.com

		Guaranteed Google ad  
network compliance

		Google Adwords  
certified experts

		Comprehensive digital  
reach capabilities

		Transparent reporting

		Ongoing optimization

		World’s best data and 
technology partners

		Fair, custom quotes based  
on individual needs

Throughout our 10+ years of working with MLive to guide our digital 
marketing strategy, we’ve seen tremendous success in capturing more 
market share of our industry. The team at MLive takes great care to learn 
the nuances of our products and consumers, and provide strategies that 
increase leads and support our sales staff across the US. They are great 
stewards of our budget, and create a strong ROI that can be attributed 
back to the campaigns. The MLive team is an extension of our own, which 
is why they make for a great long-term digital marketing partner.

– Tony Sebright, Director of Sales and Marketing, Sebright Products/Bright Technologies
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What our partners are saying...

TESTIMONIALS

We have worked together for 9+ years, and the 
relationship has grown to the point that they 
are an essential part of our entire marketing 
and advertising plan. Bright, intelligent, quick 
on their feet and true to their word. It is the 
perfect mix that makes up a strong successful 
relationship.
– �Tim Hygh, Executive Director, Mackinac 

Island Convention and Visitors Bureau

Eric [of MLive] can introduce new ideas and 
make them a realty within the hour. As media is 
ever-changing in this fast-paced environment, 
Eric will inform his audience of current industry 
trends and how to implement those trends back 
in the office.
– 	Anita Lindsay, Michigan Chamber of 		
	 Commerce

Our partnership with MLive is greatly valued on 
many levels. We feel confident in the strategies 
about our tourism product. Our account rep 
helps us fully understand our success analytics 
and makes necessary adjustments. We’ve 
worked with their creative staff on videos and 
blogs and feel the finished product is intriguing, 
professionally crafted and a true representation 
of our brand.
– �Christy Walcott, Gaylord Area Convention  

& Tourism Bureau

Advance is one of my favorite companies to 
work with on our Marketing strategy. The 
quality of their work and the responsiveness 
of their staff makes working with them an 
absolute pleasure. Whenever we have had 
unexpected changes to our strategy, their ability 
to act quickly and pivot marketing tactics has 
contributed greatly to our success. I highly 
recommend working with them, you will not be 
disappointed!

– �Kelly Burns, Director of Graduate Studies, 
Saint Mary’s College

The MLive/Advance team has helped Kadant 
scale our digital strategy for the industries we 
serve. As our marketing efforts have begun 
shifting from inbound to more outbound 
and account-based marketing, they have 
listened and guided us with solutions that have 
exceeded our lead generation goals. I value the 
strong partnership that’s grown the last 11 years 
with Ryan Winfield and his team as our digital 
agency.
– Vicki Hunsberger, Director of Marketing,  
	 Kadant

With the digital tactics we’ve seen               
implemented by Advance Travel & Tourism, 
Visit Mississippi’s site traffic and social media 
interactions have skyrocketed. We wanted to 
tell our story and show the beauty of Mississippi 
to a wider audience, and the team at Advance 
were the ideal collaborators to achieve that goal. 
They’ve never failed to go above and beyond for 
Visit Mississippi.
– �Laura Hipp, ​Former Marketing Director 

& Interim Executive Director, Mississippi 
Development Authority

As the CEO of Spectrum Autism Centers, I am 
thrilled to share our exceptional experience with 
MLive Media Group. Within just 30 days, their 
innovative digital marketing strategies helped us 
fill 30 critical positions for Behavior Technicians 
(BT) and Board Certified Behavior Analysts 
(BCBA). Their team’s expertise in targeted 
advertising and data-driven approaches ensured 
we reached the right candidates efficiently. 
The results were beyond our expectations, 
significantly enhancing our ability to provide 
quality care to our clients. MLive Media Group’s 
dedication and professionalism have made a 
profound impact on our organization.’
– �Leasa Androl, CEO, Spectrum Autism 

Centers
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OUR CLIENTS
MLIVE MEDIA GROUP HAS WORKED FOR THOUSANDS OF CLIENTS IN MANY DIVERSE 

INDUSTRIES SUCH AS: EDUCATION, HEALTHCARE, TRAVEL & TOURISM, FINANCIAL, 
RECRUITMENT, B2B, REAL ESTATE, RETAIL, AND MORE.

CONVENTION & VISITORS BUREAU
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DIGITAL SPECIFICATIONS
DESKTOP ADS

HOMEPAGE

INTERIOR PAGE

EXTENDED REACH

CTA Branded Footer  |
Dimensions: 	 620 wide x up to 200 high
File Size: 	 60 kb Max
File Format: 	 JPG, PNG
Animation: 	 None
Must include a prominent call to action

Billboard  |
Dimensions: 	 970x250
File Size: 	 150 kb Max
File Format: 	 JPG, PNG, GIF, ad tags
Animation: 	 GIF, HTML5, 15 sec max; IBV

Portrait  | 
Dimensions: 	 300x1050
File Size: 	 250 kb
File Format: 	 JPG, PNG, GIF, ad tags
Animation: 	 GIF, HTML5, 15 sec max; IBV
Restrictions:	 GAM only (no extended reach. 	
	 Desktop only, no Homepage). 	
	 Appears on the right rail only.

Half Page  |
Dimensions: 	 300x600
File Size: 	 60 kb
File Format: 	 JPG, PNG, GIF, ad tags
Animation: 	 GIF, HTML5, 15 sec max; IBV

Expandable sizes: 300x600 ad > 600x600 ad

Adhesion |
Dimensions: 	 970x90
File Size: 	 60 kb Max
File Format: 	 JPG, GIF
Animation: 	 GIF, 15 sec max
This unit remains visible at the bottom of the 
browser window at all times.

Rectangle  |
Dimensions: 	 300x250
File Size: 	 60 kb Max
File Format: 	 JPG, PNG, GIF, ad tags
Animation: 	 GIF, HTML5, 15 sec max; IBV
RRM and IBV available for desktop

Expandable sizes: 300x250 ad > 600x250 ad

Leaderboard  |
Dimensions: 	 728x90
File Size: 	 60 kb Max
File Format: 	 JPG, PNG, GIF, ad tags
Animation: 	 GIF, HTML5, 15 sec max; IBV

Expandable sizes: 728x90 ad > 728x270 ad

Gmail Ad 
Dimensions: 	 650 wide x 300-1000 high
File Size: 	 800 kb Max
File Format: 	 JPG, PNG, GIF
Animation: 	 None
This is a static unit that displays within Gmail.

Native Display  |
Dimensions: 	 1200x628 (build size) - but will be 
displayed at smaller dimensions.
File Size: 	 1200 kb Max
File Format: 	 JPG, PNG, no tags
Animation: 	 None
Other important needs/specs:
•	 Image CANNOT have prominently featured 

text or logos
Article headline (separate text)
•	 90 characters MAX (best practice is to keep it 

closer to 50 characters). Spaces contribute to 
the character limit

Body text (separate text)
•	 90 characters MAX. Spaces contribute to the 

character limit
Advertiser name as they would like it to appear 
on the ad [Advertiser Name] ) 
•	 25 characters MAX. Spaces contribute to the 

character limit
Clickthru URL for Headline/Thumbnail

OVERLAY

OVERLAY

OVERLAY

Additional information can be found on www.mlivemediagroup.com  
or reach out to your sales executive for specific information.
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DESKTOP PRODUCTS
Homepage Takeover

Units Included:
1 | 	Rectangle x3, or Native Display  
	 Click-Out + 2 rectangles
2 | 	Billboard
3 | 	Adhesion
4 | 	Leaderboard*
* For devices that can’t fit a 970px width, 
the Leaderboard is served.
Best practice: use a different layout for 
each rectangle. Instructions must indicate 
if the Native Display Click-Out is included.

1

1

1

2*

3*

Homepage Roadblock

Interior Roadblock

Interior Page Takeover

Units Included:
1 | Rectangle and/or Native Display, x3
Best practice: use a different layout for each 
rectangle

Units Included:
1 | Leaderboard
2 | Rectangle

Units Included:
1 | Leaderboard
2 | Pushdown or Billboard
3 | Rectangle of Half Page
4 | Portrait

1

1

1

Native Display Click-Out
Will click to external destination
Served on DFP

Native Display Click-In
File Format: 	 JPG, PNG, no tags
Animation: 	 None
Served on Nativo; these ads appear on the 
Sponsored Content article page

Units Included:
All Units Optional
1 | Leaderboard
2 | Rectangle, or Half Page*
3 | CTA Footer
*Desktop only; built if requested

Units Included:
1 | Native Display Ad

2

3

1

1

2

3 4

2

1

Additional information can be found on www.mlivemediagroup.com  
or reach out to your sales executive for specific information.
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MOBILE ADS
Leaderboard  |
Dimensions: 	 728x90
File Size: 	 60 kb Max
File Format: 	 JPG, PNG, GIF, ad tags
Animation: 	 GIF, HTML5, 15 sec max; IBV
Expandable sizes: 
728x90 > 1024x768 (tablet only)

Native Display  |
Dimensions: 	 1200x628 (build size)
File Size: 	 1200 kb Max
File Format: 	 JPG, PNG, no tags
Animation: 	 None
These ads are built at 1200x628, but will be 
displayed at smaller dimensions.

Mobile Adhesion  |
Advance Local sites only
Dimensions: 	 320x50
File Size: 	 60 kb Max
File Format: 	 JPG, PNG, no tags
Animation: 	 GIF, 15 sec max

Rectangle  |
Dimensions: 	 300x250
File Size: 	 60 kb Max
File Format: 	 JPG, PNG, GIF, ad tags
Animation: 	 GIF, HTML5, 15 sec max; IBV
Expandable sizes:
300x250 > 1024x768 (tablet only)
300x250 > 320x480 (mobile only)
RRM and IBV available for mobile browser, and 
extended reach mobile apps.

Mobile Banner  |
Dimensions: 	 320x50
File Size: 	 60 kb Max
File Format: 	 JPG, PNG, GIF, ad tags
Animation: 	 GIF, HTML5, 15 sec max; IBV
Expands to: 
320x50 > 320x480
RRM available for mobile browser, and extended 
reach mobile apps.

MOBILE PRODUCTS
Mobile Homepage Takeover

Units Included:
1 | Rectangle and/or Native Display, x4
2 | Mobile Adhesion
Best practice: use a different layout for 
each rectangle

1

2

Mobile Homepage Roadblock Mobile Native Display Click-In

Units Included:
1 | Rectangle and/or Native Display, x3
Best practice: use a different layout for 
each rectangle

Units Included:
1 | Mobile Banner
2 | CTA Footer
3 | Rectangle

1

HOMEPAGE INTERIOR PAGE EXTENDED REACH

1

2

3

Additional information can be found on www.mlivemediagroup.com  
or reach out to your sales executive for specific information.
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PRINT SPECIFICATIONS

Additional information can be found on www.mlivemediagroup.com  
or reach out to your sales executive for specific information.

N
O

TE
S •	 PDF file format preferred, also accept EPS (embed or outline fonts)

•	 File profile and all imagery set to CMYK process colors
•	 Ad size exactly matches the size noted above
•	 No crop marks
•	 DPI: 300 preferred

Tower
2 col. x 19.5"

43 INCH PRESS SIZE
Column x Inches = Image AreaRETAIL AD SIZES (6 COLUMN)

Full
6 col. x 19.5"

Junior Page
5 col. x 14.5"

Half H 
6 col. x 9.75"

Quarter H
6 Col. x 4.75"

Half V
3 Col. x 19.5"

Landscape
4 col. x 4.75"

Strip
6 col. x 2.5"

Eighth
3 col. x 4.75"

Small Portrait 
2 col. x 4.75"

Mini
1 col. x 2.5"

Business Card
2 col. x 2.5"

CLASSIFIED AD SIZES (8 COLUMN)

Full
8 col. x 19.5"

Half H
8 col. x 9.75"

Quarter H
8 col. x 4.75"

Quarter V
4 col. x 9.75"

Eighth
4 col. x 4.75"

Strip
8 col. x 2.5"

1 Column = 1.198"
2 Column = 2.437"

3 Column = 3.676"
4 Column = 4.915"

5 Column = 6.154"
6 Column = 7.393"

7 Column = 8.632"
8 Column = 9.871"

COLUMN WIDTHS:

1 Column = 1.562"
2 Column = 3.224"

3 Column = 4.886"
4 Column = 6.548"

5 Column = 8.210"
6 Column = 9.872"

COLUMN WIDTHS:

Double Truck 20.628" Wide

Quarter V
3 col. x 9.75"

Skybox*
(Main Front) 
2 col x 2.15”

Sixteenth V
2 col. x 4.75"

Half  V
4 col. x 19.5"

Sixteenth H
3 col. x 3.25"

*SKYBOX: Content/Creative must only 
be 2.2" x 2.15". Content/Creative MUST 
BE aligned to the right, leaving the left 
portion of the ad for transparency
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CONNECT WITH US

MLive Media Group
Website: www.mlivemediagroup.com

Contact us: www.mlivemediagroup.com/
contact/ 

Email: marketing@mlive.com

Phone: 800.878.1400

S O C I A L  M E D I A :
LinkedIn: www.linkedin.com/company/
mlive-media-group/

Facebook: www.facebook.com/
MLiveMediaGroup

Instagram: www.instagram.com/
mlivemediagroup/

YouTube: www.youtube.com/@
MLiveMediaGroup/featured

Affiliate Brands
Advance Local:  
www.advancelocal.com

Advance Education:  
www.advanceeducation.com

Advance Healthcare:  
advancehealthcaremarketing.com

Advance Recruitment: 
advancerecruitment.com

Advance Travel & Tourism:  
www.advancetravelandtourism.com

MLive.com
Website: www.mlive.com

To Subscribe: www.mlive.com/subscribe/

Sign-up for a free email newsletter:  
https://link.mlive.com/join/6fh/signup

Press release/news tip: grnews@mlive.com 
or www.mlive.com/mlive_contacts/page/
newsrooms.html

Contacts, Services or Support: 
www.mlive.com/mlive_contacts/page/contact_
home.html

S O C I A L  M E D I A :
Facebook: www.facebook.com/mlive/

X/Twitter: x.com/mlive/

YouTube: www.youtube.com/user/MLiveVideo

Instagram: www.instagram.com/mlivenews

TikTok: www.tiktok.com/@mlivenews

W E  L O O K  F O RWA R D  T O  H E A R I N G  F R O M  YO U !  C H E C K  O U T  O U R  VA R I O U S 
W E B S I T E S  O R  F O L L OW  U S  O N  S O C I A L :

http://advancehealthcaremarketing.com
http://advancerecruitment.com

