
2026

F I R S T  E D I T I O N

M E D I A  K I T  A N D  B R A N D I N G  G U I D E



midvalleytimes.com



MID VALLEY TIMES
2026 MEDIA KIT  

 1

© 2026, Mineral King Publishing, Inc. This first edition of the 2026 Media Kit was revised on December 23, 2025.

CONTENTS

Why Advertise?. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  2

Ad Space Purchase. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  3

Art Services. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 4

Ad Art Specs for Print Newspaper. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  5

Advertisement Art Deadlines for Newspaper. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  6

Newspaper Advertising: Rate Card. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 7

Ad Art Specs for the Web Site . .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  8

Advertising Agreement. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  9

Company Brand Guidelines. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 10

Terms and Conditions. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 13

Our Publications. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 14

Contact Information. .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 15



MID VALLEY TIMES
2026 MEDIA KIT  

 2

© 2026, Mineral King Publishing, Inc. This first edition of the 2026 Media Kit was revised on December 23, 2025.

WHY ADVERTISE?

WHY ADVERTISE WITH US?

Advertising is a business expense that can be included on itemized deductions at the 

end of the year. Advertising is an investment in your company that increases sales while 

also helping to ease your tax burden.

Did you know newspapers often reach more of their communities than prime-time TV 

shows and are offered at a fraction of the cost of commercials? (Statista.com)

Print readers spend an average of 12 minutes looking at a single page of the newspaper 

compared with less than 18 seconds looking at a webpage. Ads in the newspaper also 

have a longer shelf life, as they are in circulation for an entire week compared with just 

seconds online. (LinkedIn, 2021)

Newspapers are prime real estate for advertising because there are less ads competing 

for the readers attention. Similar to valuing actual real estate, land is worth more when 

availability is low and there will never be a shortage of space on the internet. 

Newspapers are trusted advertising institutions for several reasons: 1) the financial barrier 

is high so there is more investment staked on reputation; 2) there is a physical product 

which readers can touch and smell, eliciting a tactile engagement to your ad; and 3) 

newspapers like Mid Valley Times and The Sun-Gazette are locally owned, meaning the 

ownership group lives in your community and is more accessible to their readers.

Print media is the only form of advertising where the business owner has complete 

control of the images, text, placement, message and branding.
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See pages 5–7 for 
publication dates and ad 
sizes.

Call today to set up an 
advertising strategy for 
your business or event. A 
representative will meet with 
you and help you get the 
most for your advertising 
budget. 

559-638-2244

BUYING AD SPACE

PURCHASING AD SPACE

Understanding the necessity of solid reporting 

in an era of uncertain media options, Mid Valley 

Times offers local and regional businesses the 

unique ability reach Tulare and Fresno counties' 

residents through advertising opportunities. 

In 2026, we will publish 53 print issues of Mid 

Valley Times Newspaper with stories also 

posted on our web site midvalleytimes.com. The 

web site is accessible to our readers whenever 

they hold their smart phone or use their desktop 

computer. We offer more options than ever with 

print and web site spots. One of our advertising 

reps can work with you to find the best reach 

and options for promoting your business.
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ART SERVICES 
IF REQUIRED

ART SERVICES

Mid Valley Times' production department 
knows that businesses should have a 
professional image and message, regardless of 
the size of their company. Advertisers who are 
creating and maintaining their own branding 
are encouraged to submit artwork for use in 
their purchased ad space and our production 
department will make sure that everything fits 
and will print as perfectly as possible. 

If needed, for an additonal art fee of $200, 
our production department can design an ad 
for you.* After that, you can reuse the artwork 
whenever you buy the same sized ad space 
with Mineral King Publishing again. 

If you are requiring varying messages each 
time you purchase ad space with us, we offer 
some options. A fully new ad design costs you 
a $200 art fee, and this includes up to 3 proofs. 
If you simply need to make a change to an 
existing ad that we have on file, we charge $40 
per change with a cap at $200 for five or more 
changes per art file, per ad space order.

Advertisments designed to appear like 
editorial content, or ads without a clear logo, 
will receive a small "Paid Advertisement" 
disclaimer at the top of the ad. As a duty to its 
readership (who are paid subscribers), Mineral 
King Publishing does not engage in sponsored 
content of any kind in its news products.

* Mineral King Publishing, Inc. retains copyright 
for any artwork it creates. Artwork developed 
in service to advertisers is intended for 
use only within Mineral King Publishing's 
products, and not permitted for use outside 
of that purpose. Therefore, to obtain full 
control and use of advertising image files, it 
is common practice and recommended for 
advertisers to use their own graphic artist, 
or a creative agency, who can supply ad 
content to all media outlets according to their 
specifications.

MAKE A LATE NIGHT FOODY CALL.

See pages 5-7 for publication 
dates and ad sizes.

Call today to set up an 
advertising strategy for 
your business or event. A 
representative will meet with 
you and help you get the 
most for your advertising 
budget. 

559-638-2244
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ART SPECS

ART SPECS FOR PRINT ADS

Supplied artwork for the newspaper should be 
prepared at size, as a PDF, TIFF, JPEG or EPS 
at least 200 dpi, in CMYK process color setting. 
Any small black text should be built with a one-
plate black, or 0-0-0-100, to maintain legibility.

Word or Publisher files will not be accepted as 
“press-ready” artwork. 

Artwork can be emailed to rjperry@

midvalleytimes.com via attachment (less 

than 3 MB, please) or file transfer link Hightail 

(recommended). 

Please make sure that your 
graphic artist receives these 
specs so that your ad prints 
correctly, and with the most 
optimal appearance.

NEWSPAPER AD SIZES

2-PAGE SPREAD* 

23.25” W x 21” H

1½-PAGE SPREAD* 

17.52” W x 21” H

FULL PAGE 

11.25” W x 21” H

HALF PAGE 

Horizontal.........11.25” W x 10.5” H 

Vertical................5.575” W x 21” H

QUARTER PAGE 

Tall....................5.575” W x 10.5” H 

Square................7.5” W x 7.875” H 

Banner..............11.25” W x 5.25” H

3-COLUMN SCALED ART 

Poster..............5.575” W x 8.75” H 

Flyer.................5.575” W x 7.25” H

2-COLUMN SMALL ADS 

Square.................. 3.675” W x 4” H 

Business Card.... 3.675” W x 2” H

Custom sizes can be accommodated 
for the newspaper. Our pages have 

11.25" x 21" of available space. Width 
is offered in 6 columns per page; 

height can be customized to any size 
21 inches or smaller.

WIDTH CONVERSION 

1 column.......................... 1.75” wide 

2 columns....................3.675” wide 

3 columns....................5.575” wide 

4 columns......................... 7.5” wide 

5 columns....................9.375” wide 

6 columns..................... 11.25” wide 

1½ truck*....................... 17.52” wide 

Double truck*............ 23.25” wide

* 	Ad space extends to second page; 
print area includes the center page 
fold.
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revenue raising fee section. The 
fee contained two formulas to 
determine Greenbrier’s annual 
taxes for the “privilege of hav-
ing the right to conduct a com-
mercial cannabis operation in 
the city,” according to the DDA. 

In the DDA, the first formu-
la was based on a dollars-per-
square-foot calculation. Green-
brier agreed to pay $10 per 
square foot for the first 5,000 
square feet; $7 per square foot 
for the next 5,001 to 20,000 
square feet; $5 per square foot 
for the next 20,001 to 40,000 
square feet; and $2 per square 
foot for the next 40,001 square 
feet or more.

The second formula deter-
mined Greenbrier’s annual fee 
based on a percentage of gross 
receipts from commercial can-
nabis operations. Both the ordi-
nance and the DDA are consis-
tent in stating that a cannabis 
business—in this case Green-
brier—will pay the greater of 
the two formulas.

However, Mayor Beltran con-
tinues to argue that the city’s 
cannabis ordinance and their 
DDA with Greenbrier should 
be uniform. Of course, they are 

not.

An outside move
Greenbrier initially pur-

chased four parcels of vacant 
land in the city’s industrial 
park with the intention of oper-
ating an indoor cultivation fa-
cility in 2017. But Greenbrier 
never potted a single plant in-
doors.

The company spent two years 
constructing a $15 million pro-
cessing and distribution center 
at East Industrial Drive in the 
industrial park before erecting 
greenhouses. Then the world 
entered a global pandemic. 
Marc Garcia, CEO and chief 
compliance officer of Greenbri-
er, stated that downstream ef-
fects of COVID deeply hindered 
his operation.

“The cannabis industry took 
a hit,” Garcia said. He also cit-
ed supply-chain issues as well 
as a saturated market. But, un-
like its competitors, Greenbrier 
refused to accept outside inves-
tors. To make a profit, Green-
brier realized it would have to 
grow outdoor cannabis.

In 2021, the city greenlight-
ed Greenbrier’s request to grow 
outdoors at two locations. One 
grow was located at its East In-
dustrial Drive site; the second 
was off Academy Avenue. 

In light of Proposition 64, 
many cities avoided allowing 
outdoor cultivation for a num-
ber of reasons. Among the top 
were public safety and outdoor 
odors drifting to nearby busi-
nesses and houses. Mayor Bel-
tran contends she was inun-
dated with complaints from 
business owners on East Indus-
trial Drive regarding the smell. 

Jennifer Gonzalez, the chief 
financial officer of Custom 
Wood Products, which abuts 
Greenbrier’s grow on East In-
dustrial Drive, said the odor 
from the grow was beyond per-
vasive.

“When I entered our build-
ing in the morning,” Gonzalez 
said, “it smelled like people had 
been smoking there all night.” 
Gonzalez also said that before 
Greenbrier installed an electri-
fied fence, thieves routinely cut 
holes in the fence and carted off 
plants.

“They cut up plants in our 
parking lot using machetes,” 
she said. “We’d come to work 
and find parts of plants all over 
the place.”

In a show of good faith, Gar-
cia said Greenbrier agreed to 
close the grow because it want-
ed to be a good neighbor and 
to remain on good terms with 
both the city and the commu-

nity. Although that cleaved off 
a good portion of their outdoor 
cultivation, they still have over 
21  acres under cultivation off 
Academy Avenue. 

Under the two revenue rais-
ing formulas, Greenbrier has 
been assessed under the sec-
ond—an annual fee based on 
2% of gross receipts—amount-
ing to $311,861 through May of 
this year. Parlier city manager 
Sonia Hall projects that Green-
brier will be assessed $420,000 
by the end of June.

Rancor and dissent
In May 2023, Greenbrier and 

Parlier discussed amending the 
DDA to eliminate the square 
footage revenue raising formu-
la. The reason? According to 
Greenbrier and Hall, the per-
square-foot calculations per-
tained to indoor cultivation; 
outdoor cultivation made this 
provision moot. 

Mayor Beltran disagreed. 
She fervently stated during 
a June 9 city council meeting 
that Greenbrier agreed to pay a 
per square foot, or a percentage 
of gross receipts assessment. 
She insisted that the ordinance 
is the governing document re-
gardless of the DDA and that 
outdoor cultivation was grant-
ed on a trial basis, but this did 

not affect the terms of the ordi-
nance.

Addressing Hall, Beltran 
said, “You could have negotiat-
ed all this. I kept pushing for 
6% and for keeping the square 
footage. You guys eliminated 
all of that.” She added, “All they 
(Greenbrier) are going to pay 
for is just a percentage and they 
get to grow for free.”

Beltran conveyed that be-
cause the DDA doesn’t spe-
cifically mirror the 2017 ordi-
nance, that the DDA is invalid. 
However, that isn’t true. Both 
the original DDA and the ordi-
nance give the city the option 
of assessing a cannabis busi-
ness on a square footage ba-
sis or a percentage of gross re-
ceipts, whichever is the highest 
amount of revenue. 

Hall defended her negotia-
tions and the amendment.

“I was with a lot of city man-
agers today,” Hall said. “They’re 
all having a tough time collect-
ing (revenue) from their canna-
bis growers and we aren’t. They 
(Greenbrier) pay on time.”

The amendment to the DDA 
was ultimately approved, albe-
it not without some strings. Ac-
cording to the amended DDA, 
Parlier will receive a higher 
percentage of all Greenbrier’s 
retail sales and a higher per-

centage of revenue generated 
by the company’s other busi-
nesses. 

Where Parlier was originally 
receiving 2% of gross receipts 
from all cannabis operations, 
they will now receive 5% of re-
tail sales from Cannable (their 
dispensary), 4% of wholesale 
cannabis to other dispensaries 
and 2% of distribution revenue. 
But in no event would Parlier 
receive less than $500,000 an-
nually. 

As of this year, if Hall’s pro-
jections hold up, Greenbrier 
will be on the hook for an ad-
ditional $80,000 to fulfill their 
obligation under the amended 
DDA.

Of course this is a far cry from 
what Greenbrier may have paid 
in a square-footage assessment. 
According to a staff report that 
was delivered to the city coun-
cil at its May 4 meeting, had 
the city kept the dollars-per-
square-foot formula for outdoor 
grows and had this formula 
been applied to the total square 
footage of their cultivation, the 
city would be entitled to taxes 
in excess of $3 million.

Mayor Beltran contends that 
if the DDA had mirrored the 
city’s ordinance on cannabis, 
that Parlier would be entitled 
to the per-square-footage as-
sessment of more than $3 mil-
lion. And some members of 
the public offered their voice to 
agree. 

During the public comment 
portion of the June 9 meet-
ing, a few Parlier citizens ex-
pressed their disapproval with 
the amount of money the city is 
receiving from Greenbrier from 
gross receipts. 

“Parlier is a poor community,” 
Santos Rodriguez said. “A com-
pany comes in, makes it sound 
good. You bend over backwards 
so they can put their business 
in and they promise they will 
do good by us. And now they are 
trying to wiggle out of it.” He 
added, “Now, it’s their (Green-
brier’s) turn to pay for it.”

Trinidad Pimentel, Parlier’s 
former pro tem mayor, argued 
that the city should be charging 
6% across the board.

“The money is there,” he said. 
“If you charge 6%, this city will 
prosper.”

Beltran voted against the 
amendment but the council 
approved the change. The fi-
nal vote was four in favor, one 
against. 

quito can lay roughly 500 eggs 
at once. Residents may see 
mosquitoes gravitate to their 
homes if there is a lot of stand-
ing water or litter. The influx 
of water scattered throughout 
the area could possibly result 
in an increase in the mosqui-
to population; however, the 
vector control district will be 
measuring that throughout 
the mosquito season.

Fresno Mosquito and Vec-
tor Control District manager, 
Ryan McNeil explained how 
the increased rainfall is affect-
ing the Central Valley.

“With all of the rainfall 
this year mosquito districts 
were the only ones really in 
the Valley that benefit from 
a drought,” McNeil said. “We 
do have a greater abundance 
of mosquitoes but we actually 
have less disease—mosquito 
disease—when there is more 
water.”

McNeil explained that less 
water in the Valley requires 

all animals and insects to 
congregate at the same wa-
ter source in the area. When 
all the animals are sharing 
the same water they are also 
sharing and spreading diseas-
es as well. The increased num-
ber of water sources keeps an-
imals from congregating and 
spreading illness.

According to McNiel, there 
have been no positive cas-
es of the West Nile virus in 
Fresno County so far but that 
doesn’t mean residents are 
out of the woods. He explained 
that Fresno County typically 
doesn’t have positive cases un-
til early July and that could be 
the case this year.

McNiel emphasized the im-
portance of preventing the ac-
cumulation of standing water 
around properties and hous-
es as well as inspecting homes 
for leaking hoses and pipes 
to lessen mosquitoes and the 
spread of disease. 

While most people infect-
ed with West Nile virus will 
have no symptoms, others will 
develop fever, headaches and 
body aches. Some cases re-
quire hospitalization and, in 

rare cases, death occurs. Peo-
ple with symptoms should 
contact their healthcare pro-
vider. Adults over 50 years 
old and people with compro-
mised immune systems are 
at increased risk of serious 
complications. However, any-
one who develops symptoms 
should seek medical care im-
mediately.

Reduce the risk of contract-
ing mosquito-borne diseases 
such as West Nile virus by fol-
lowing these guidelines: 
• Prevent mosquito bites by 

using an EPA-registered 
insect repellent when go-
ing outside around dawn 
and dusk, when these 
mosquitoes are most 
active. Follow the in-
structions listed on the 
EPA-registered insect re-
pellent product label.

• Cover up. Wear long sleeve 
shirts and long pants 
when mosquitoes are most 
active to reduce bites.

• Check window and door 
screens to prevent mos-
quitoes from entering your 
home.

• Reporting and testing 
dead birds is one way to 
check for the presence of 
West Nile virus in the en-
vironment. 
Prevent mosquitoes around 

your home:
• Inspect yards for stand-

ing water sources. Drain 
water that collects under 
potted plants, bird baths, 
tires, and any other wa-
ter-holding containers.

• Screen the openings of 
lawn drains.

• Clean and scrub pet dishes 
and water features weekly.

• Swimming pools, ponds, 
and fountains require 
working pumps and regu-
lar maintenance. Report 
neglected swimming pools 
anonymously to Delta 
Mosquito and Vector Con-
trol District for treatment.

• Request free mosquito-
fish for backyard ponds, 
horse troughs, or neglect-
ed swimming pools. Free 
mosquitofish are available 
at the District office locat-
ed in Visalia at 1737 W 

Houston Ave.
Every effort is being made 

to locate areas of standing 
water where mosquitoes may 
breed, including but not limit-
ed to catch basins, storm drain 
systems, and neglected swim-
ming pools. Neglected swim-
ming pools continue to be a 
mosquito breeding issue in 
the District. Neglected swim-
ming pools can be reported to 
the District anonymously for 
treatment at 559-732-8606. 

Horses are very susceptible 
to West Nile virus and can be 
vaccinated. Horse owners are 
advised to contact their veter-
inarians regarding timely vac-
cinations. 

For information about the 
Delta Mosquito and Vector 
Control District, West Nile vi-
rus or to request District ser-
vices, visit www.DeltaMVCD.
org or call 559-732-8606.

For more information about 
Fresno Mosquito and Vector 
Control District, residents 
can visit fresnocountymosqui-
to.org. To report dead birds to 
the California dead bird ho-
tline call 1-877-WNV-BIRD.

WEST NILE:
Continued from page 1

CANNABIS:
Continued from page 1
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Kaweah Health responded 
to the shortage by holding an 
emergency blood drive event on 
Friday, July 14 at the Kaweah 
Health Multi Service Center 
in Visalia. The first 55 people 
who donated blood at the event 
received one voucher for Tacos 
San Marcos and Asia’s Kitchen 
along with a Kaweah Health 
swag bag.

“Your RED is worth its 
weight in GOLD,” Kaweah 
Health stated on its emergen-
cy blood drive poster.

Adventist Health is also do-
ing its part to fight the blood 
shortage. According to the 
marketing account manag-
er Renee Garcia, Adventist 
Health Reedley will be holding 
its next blood drive 372 W. Cy-
press Ave. in Reedley on Mon-
day, July 24 from 9 a.m. to 12 
p.m. in collaboration with the 
Central California Blood Cen-
ter.

Additionally, Garcia not-
ed that Adventist Health has 
partnered with the Central 
California Blood Center since 
May to allow their mobile 
blood drives to operate outside 
their facilities.

The American Red Cross 
declared its first-ever nation-
al crisis from a severe blood 
shortage in January 2022, 
which according to the Red 
Cross, resulted from compli-
cations of the COVID-19 pan-
demic. This is because, during 
that time, hospitals and physi-
cians were forced to make hard 
calls on how to best utilize 
the limited supply of donated 
blood that was available.

On July 10, the Red Cross 
made an announcement on 
their website that patients 
in need of blood transfusions 
are coming in faster than do-
nations. The Red Cross has 
“collected about 50,000 few-
er blood donations than need-
ed over the last two months” 
and are also hosting their own 
blood drive events to combat 
the shortage.

In an emailed statement, 
Adventist Health confirmed 
the hospital has not had to 
divert any patients from its 
hospitals due to the national 
blood shortage. According to 
the statement, this is because 
the medical provider has “mit-
igation steps to obtain blood 
from a secondary blood suppli-
er when our primary supplier 

cannot meet our demand.”
Kaweah Health confirmed 

that its facility has also not 
had to divert any patients 
from its medical care due to 
the shortage.

“However, the current need 
for blood is critical,” Kaweah 
Health’s communications team 
said via an emailed statement. 
“Our hospital needs an ade-
quate supply of blood to pro-
vide the best care possible for 
our patients.”

According to Kaweah 
Health, the blood shortage has 
intermittently impacted the 
medical center’s operations be-
cause blood products are uti-
lized by many different types 
of patients. In its emergency 
department, it was noted that 
critical patients such as car ac-
cident victims, may need mul-
tiple transfusions to save their 
lives. Additionally, oncology 
and dialysis patients routinely 
need blood transfusions. 

“If the blood inventory re-
mains low, some surgical pro-
cedures may have to be re-
scheduled,” Kaweah Health 
stated.

It was noted by the medical 
facility that when the blood 
supply is precarious, critical-
ly ill and emergency room pa-
tients are prioritized. Kaweah 
Health stated that its goal is 
to be able to fulfill all of its 
patient’s needs for blood, but 
when blood donations are low, 
it impacts the facility’s inven-
tory and, therefore, its ability 
to react to emergencies. 

“There are times, particu-
larly lately, where the demand 
for blood has outweighed the 
supply. It is important to re-
mind the general public to do-
nate blood when possible for 
the safety of our community,” 
Kaweah Health stated. 

The facility’s communica-
tions team added that the 
potential effect of the blood 
shortage can dignify a delay 
in treatment, and that some 
patients may have to wait for 
treatment while the medical 
center sources supplies.

According to Halstead, from 
the Central California Blood 
Center, summer months are 
more difficult to get blood do-
nations in general, because 
people typically have more go-
ing on in the summer. Many 
people go on trips, are tak-
ing care of kids who are off of 
school and managing holiday 
plans. At the same time, he 
noted that the increased travel 
creates more accidents that re-

quire blood transfusions.
“Around national holidays, 

we always see a dip [in do-
nations] before and after the 
Fourth of July for about a 
week,” Halstead said.

He noted that this increase 
is one of many factors that fur-
ther the need for donations. On 
top of this, he noted that pa-
tients such as cancer patients, 
birthing mothers and prema-
ture babies always need blood 
donations, no matter what 
time of the year it is.

From his observations with 
the blood center, Halstead said 
this shortage has been going 
on for almost four years. 

The Central California Blood 
Center has been doing what it 
can to combat the shortage. 
The Central California Blood 
Center has permanent loca-
tions and mobile blood drives 
in Tulare, Madera, Fresno, 
Kings and Mariposa counties.

All blood donations will help 
combat the blood shortage but 
there is a specific need for Type 
O blood. Those who want to 
combat the shortage can go to 
the event Adventist Health on 
July 24, or find the location of 
the nearest Central California 
Blood Center at donateblood.
org. The blood center welcomes 
walk-ins or donors can sign up 
for appointments online.

“Because she’s following all 
of these commands that they’re 
telling her to do, I think that 
it’s looking a lot more like the 
recovery and rehab route—I 
hope—but it’s definitely look-
ing a lot better than the other 
[option],” Briana said.

Although Gina still was 
not verbal as of July 13, the 
planned move to neurorestor-
ative showed good progress, 
Briana said.

Briana described their fami-
ly as very tight-knit. They had 
all been together just a few 
days prior to the accident to cel-
ebrate Gina and Brandon’s old-
est daughter’s birthday, which 
made the situation all the more 
surreal when it happened, she 
said.

“We always show up for each 
other,” Briana said. “Especially 
once everything happened and 
we got the phone call, every-
body went to the hospital. Even 
though none of us could really 
get in, we all still went. We were 
out there waiting to hear some 
news because we’re just always, 
any little thing, we’re always to-
gether.” 

Brandon and Gina have 
been together for about seven 
years and have three daugh-
ters: 5-year-old Aubrey, 3-year-
old Liliana and 1-year-old 
Karleigh. 

Briana said that Brandon is 
at the hospital every day, from 
start to finish of visiting hours, 
and is taking everything es-
pecially hard. “As soon as he 
comes home, you can tell he 
looks terrible and he doesn’t 
sleep very much, he doesn’t re-
ally eat,” she said. 

Gina and Brandon are very 
much in love, Briana said. 
Brandon knows that one of Gi-
na’s favorite qualities about 
herself is her long, black hair, 
and so when doctors shaved 
about half of her head for the 
craniotomy, Brandon shaved 
his as well.

“She wasn’t awake at that 
point yet, her eyes weren’t open, 
but the day that that happened, 
he came home and he shaved 
his head, so that when she does 
open her eyes, he didn’t want 
her to feel ugly or alone or any-
thing like that,” Briana said. 
“Which to me, and my mom es-
pecially, we just really thought 
that it was very romantic.”

Brandon works in a direc-

tor position at the Chick-fil-A 
on Blackstone Avenue in Fres-
no while Gina has been a stay-
at-home mom, tending to their 
children’s every need. Gina re-
ceived her associate’s degree in 
biological sciences from Reed-
ley College last year and was 
waiting to see if she was accept-
ed to a nursing program, as she 
wanted to become a labor and 
delivery nurse. 

Ever since the accident, Bri-
ana and her mom have been 
helping Brandon take care of 
the kids, so much so that they 
haven’t been sleeping at their 
own house. It has given them 
all extra appreciation for what 
Gina was doing, and Briana 
said that they’ve “always known 
that they’re not the easiest kids 
to watch, … but we didn’t real-
ize just how hard it is until we 
had to do it.”

Briana and the rest of her 
family describe Gina as an in-
credible mom, who knows ex-
actly what her kids need, knows 
every little detail about each 
daughter and can calm each 
one down in their own way. 

Although the kids are hang-
ing in there, they don’t really 
understand what’s happening. 
Briana said it’s extremely hard 
because her and her mom can’t 
deal with their own emotions 
and process what happened be-
cause they have to focus on the 
kids. 

“All they know is that their 
mom went to go get some food 
and never came back,” Briana 
said. “We told the oldest one 
eventually … that mommy’s at 
the doctor, and she’ll be coming 
home soon, and she keeps say-
ing, ‘how many more days until 
mommy comes home from the 
doctor?’ She keeps asking those 
questions.”

They don’t have any good an-
swers for when Gina may get 
to come home, if ever, or what 
her life would look like if she 
can. Briana said that the doc-
tors have told them it could 
even take six months for Gi-
na’s brain swelling to go down 
enough to allow them to re-
place the part of her skull they 
removed.

“What do you say to them 
[the kids], how do you comfort 
them in that time when you re-
ally don’t know what to say?” 
Briana said.

The family has organized 
a GoFundMe with a $50,000 
goal to help relieve some of the 
stress and financial pressure 
they are feeling “because of how 

catastrophic this whole thing 
is,” Briana said. The fund-
raiser immediately received 
a lot more attention than she 
thought it would, and as of July 
13 has raised just over $17,000.

Briana said that they intend 
to use all the money for medi-
cal expenses, but if they have 
anything left over after seeing 
how much insurance covers, 
they’re also hoping they will be 
able to put that toward child-
care. Briana is currently a col-
lege student and her mom is a 
teacher, so once the summer is 
over, they won’t be able to pro-
vide full-time care for the kids 
anymore.

They find out something good 
about Gina’s condition every 
day, but the road to recovery is 
still long and difficult, Briana 
said.

“[Brandon and Gina] have 
such a beautiful little family 
and it’s just very sad,” Briana 
said. “We’re just hoping that 
she’ll be able to be OK again.”

RECOVERING:
Continued from page 1

BLOOD:
Continued from page 1

engineering and environmental assess-ment documentation. This would then put Dinuba in a good position to apply for further funding to aid in construction of the identified system improvements.Avila said the grant program is brand new, and the city has been told the pro-cess for awarding grants is not very fast. Assuming the city receives a grant award, the funding agreement could take 12 to 15 months.
Part of the assessment process will be to look at connecting septic tank customers to the city, because California is encouraging all local jurisdictions to connect septic tank customers with city sewers “as a safer and more sustainable alternative,” Avila said. This should not be a concern, however, as most Dinuba residents are connected al-ready and the wastewater treatment plant has enough capacity to add those who are not. 

With the condition assessment, Avila said the city anticipates finding needs in the sewer collection process and the waste-water treatment plant. 
“As time goes on new technologies and newer methods of handling sewer waste 

are developed, so we anticipate some of these being recommended for the city’s sys-tem,” he said.
The desire for a condition assessment comes at the same time as a proposal to raise water and sewer utility rates in Di-nuba. 
At the June 27 council meeting, city staff presented the findings of a recent water and sewer rate study conducted by Willdan Financial Services. The study found that if the city does not raise its utility rates, the water and sewer services will be operating in a deficit by next year.
Out of three proposed options for rate increases, the city council chose Tier 3A, which, if approved by residents, would raise rates enough to maintain current service levels, add utility employee positions and fund capital maintenance and new capi-tal improvement plan projects. The chosen tier would increase a medium water user’s monthly bill by $11.64.
The capital improvement plan projects funded by rate increases would include construction of three water main replace-ments and five sewer main replacements, according to a staff report given at the June 27 council meeting. Additionally, they would fund an annual wastewater treat-ment station maintenance program and a steel water pipe replacement program. 

Other tiers proposed to the council had smaller rate increases but would not allow for any capital improvement plan projects and, at the lowest tier, would only maintain current service levels.
Dinuba utility rates were last raised in 2018 for water and in 2017 for sewer. The report provided to council stated that the city has postponed raising rates due to the COVID-19 pandemic and since the last rate increase the consumer price index in-creased by 14.7%, creating “a significant impact to available cash reserves.”
Maintenance projects were also post-poned during the pandemic, resulting in increased incidents of water leaks and sew-er main failures, the staff report said.Proposed utility rate increases cannot take effect until the city completes all steps required by California Proposition 218, known as the “Right to Vote on Taxes Act.” On June 27, city council directed city staff to prepare the required notice of pro-posed rate increases to all utility custom-ers. After the notice is sent, there will be a 45-day period where residents can voice op-position to the increase. At the end of that period, city council will hold a public hear-ing and approve the rate increase if there is no majority opposition from residents. If approved, new rates are anticipated to take effect Oct. 2.

SEWER:
Continued from page 1
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ART SUBMISSIONS 
FOR ADVERTISING IN 

MID VALLEY TIMES 
NEWSPAPER

Specifications for print ad 
artwork submission are on 
page 5. Please be sure that 
your graphic artist receives 
these specs so that your 
artwork prints correctly, and 
with optimal effect.

*  For optimal results, provide to your ad designer the following specs. Supplied artwork must be at size, at 300 dpi, using CMYK process colors. Black type 
should be set using a one-plate build: 0c 0y 0m 100k. There is no art fee for submitted artwork that meets these specifi cations. Business cards (2x2) can 
be submitted for scanning without incurring a service charge.

†  Art development fee not included: New artwork development request with up to three (3) proofs, time permitting, $200 fl at fee. Text change requests on existing 
artwork created by and /or on fi le with Mineral King Publishing’s production department, $40 per change. While we offer these services, it is in the best inter-
est of advertisers to use their own graphic artist or agency, so that they may retain full control of their branding and the copyright for publishing elsewhere. 

PUB DATE ART DUE

❏ Issue 1 Jan. 1, 2026 DEC 26

❏ Issue 2 Jan. 8, 2026 JAN 2

❏ Issue 3 Jan. 15, 2026 JAN 9

❏ Issue 4 Jan. 22, 2026 JAN 16

❏ Issue 5 Jan. 29, 2026 JAN 23

❏ Issue 6 Feb. 5, 2026 JAN 30

❏ Issue 7 Feb. 12, 2026 FEB 6

❏ Issue 8 Feb. 19, 2026 FEB 13

❏ Issue 9 Feb. 26, 2026 FEB 20

❏ Issue 10 March 5, 2026 FEB 27

❏ Issue 11 March 12, 2026 MAR 6

❏ Issue 12 March 19, 2026 MAR 13

❏ Issue 13 March 26, 2026 MAR 20

❏ Issue 14 April 2, 2026 MAR 27

❏ Issue 15 April 9, 2026 APR 3

❏ Issue 16 April 16, 2026 APR 10

❏ Issue 17 April 23, 2026 APR 17

❏ Issue 18 April 30, 2026 APR 24

❏ Issue 19 May 7, 2026 MAY 1

❏ Issue 20 May 14, 2026 MAY 8

❏ Issue 21 May 21, 2026 MAY 15

❏ Issue 22 May 28, 2026 MAY 22

❏ Issue 23 June 4, 2026 MAY 29

❏ Issue 24 June 11, 2026 JUN 5

❏ Issue 25 June 18, 2026 JUN 12

❏ Issue 26 June 25, 2026 JUN 19

@2026, Mineral King Publishing, Inc. retains full rights of ad artwork created and/or developed by its production department, and such art may not be used in any manner outside of Mineral King Publishing, Inc.

PRINT NEWSPAPER
AD SCHEDULE AND PRICES2026

NOTES

AD SPACE DESCRIPTION ART DIMENSIONS BLACK/WHITE FULL COLOR

2x4 Front Page Special (Limited) 3.675” W x 4” H Not Available $333.00

2x2 Business Card 3.675” W x 2” H $60.00 $410.00

2x3 Horizontal Rectangle 3.675” W x 3” H $90.00 $440.00

2x4 Square 3.675” W x 4” H $120.00 $470.00

3x5 Horizontal Rectangle 5.575” W x 5” H $225.00 $575.00

3x7¼ Flyer - Scaled Small 5.575” W x 7.25 H $326.25 $676.25

3x10½ Quarter Page - Tall 5.575” x 10.5” H $472.50 $822.50

4x77∕8 Quarter Page - Square 7.5” W x 7.875” H $472.50 $822.50

6x5¼ Quarter Page - Wide 11.25” W x 5.25” H $472.50 $822.50

4x92∕3 Flyer - Scaled Medium 7.5” W x 9.667” H $580.02 $930.02

5x12 Flyer - Scaled Large 9.375” W x 12” H $900.00 $1,250.00

3x21 Half Page - Tall 5.575” W x 21” H $945.00 $1,295.00

6x10½ Half Page - Square 11.25” W x 10.5” H $945.00 $1,295.00

6x14½ Flyer - Scaled X-Large 11.25” W x 14.5” H $1,305.00 $1,655.00

6x21 Full Page 11.25” W x 21” H $1,890.00 $2,240.00

9x21 1½-Page Spread 17.52” W x 21” H $2,835.00 $3,535.00

12x21 Double-Page Spread 23.25” W x 21” H $3,780.00 $4,480.00

POPULAR AD SPACE SIZES* & PRICING†

Prices are based on the standard rate of $15.00 per column inch.

PUB DATE ART DUE

❏ Issue 27 July 2, 2026 JUN 26

❏ Issue 28 July 9, 2026 JUL 3

❏ Issue 29 July 16, 2026 JUL 10

❏ Issue 30 July 23, 2026 JUL 17

❏ Issue 31 July 30, 2026 JUL 24

❏ Issue 32 Aug. 6, 2026 JUL 31

❏ Issue 33 Aug. 13, 2026 AUG 7

❏ Issue 34 Aug. 20, 2026 AUG 14

❏ Issue 35 Aug. 27, 2026 AUG 21

❏ Issue 36 Sept. 3, 2026 AUG 28

❏ Issue 37 Sept. 10, 2026 SEP 4

❏ Issue 38 Sept. 17, 2026 SEP 11

❏ Issue 39 Sept. 24, 2026 SEP 18

❏ Issue 40 Oct. 1, 2026 SEP 25

❏ Issue 41 Oct. 8, 2026 OCT 2

❏ Issue 42 Oct. 15, 2026 OCT 9

❏ Issue 43 Oct. 22, 2026 OCT 16

❏ Issue 44 Oct. 29, 2026 OCT 23

❏ Issue 45 Nov. 5, 2026 OCT 30

❏ Issue 46 Nov. 12, 2026 NOV 6

❏ Issue 47 Nov. 19, 2026 NOV 13

❏ Issue 48 Nov. 26, 2026 NOV 20

❏ Issue 49 Dec. 3, 2026 NOV 27

❏ Issue 50 Dec. 10, 2026 DEC 4

❏ Issue 51 Dec. 17, 2026 DEC 11

❏ Issue 52 Dec. 24, 2026 DEC 18

❏ Issue 53 Dec. 31, 2026 DEC 24

Contact an ad sales rep today.

(559) 638-2244
advertising@midvalleytimes.com

ROP-25311
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RATE CARD
MID VALLEY TIMES

ALL RATES EFFECTIVE JANUARY 1, 2026

AGENCY ADVERTISING RATES: 
 Mid Valley Times does not offer standard Agency Advertising Rates 
unless negotiated by the agency and approved by ownership. 

ADVERTISING RATE POLICIES
 All retail display advertisers receiving contract rates must have signed 
contracts. Contract advertisers subject to extra assessment or credit rebate 
at termination of contract according to rate earned. Monthly billing is avail-
able only to individuals or firms with an approved Open Account. All arrears 
billed at open rate. A service charge of 1½ percent per month (18 percent 
annual rate) will be added to delinquent accounts. Advertiser is liable for any 
legal fees incurred by the publisher for collection of past due accounts.

ADVERTISING RATES All retail display rates below are NET. 
Commissions must be added to these rates.

1. NET RETAIL DISPLAY RATES: Per column inch (6 column broad sheet). 
  

                     -------------------- ANNUAL CONTRACTS --------------------
  Open 100˝ 200˝ 300˝ 500˝ 750˝ 1000˝
MID VALLEY TIMES  $15.00 $14.80 $14.50 $14.30 $13.90 $13.25 $12.90 
        
2. CLASSIFIED DISPLAY RATES: Per column inch (9-column broad sheet).

 National Rate  $25.54  
ANNUAL CONTRACTS...
 Open Rate  $16.90
 100 inch  $13.00  750 inch  $11.00
 200 inch  $12.50  1000 inch $10.50
 300 inch  $12.00  2500 inch $10.00
 500 inch  $11.50  5000 inch $9.50

2A. BUSINESS DIRECTORY RATE (YELLOW PAGES)
 1 box in yellow pages  $175.00 for 4 weeks

3.  OTHER ADVERTISING RATES
 • Rates for “Fictitious Business Name” advertising is $90.00, including
the four times the notice must publish, includes up to four names.
Each additional name is $5.00.
 • Rates for all other legal notices, unless otherwise specified, will be 
charged at $36.00 per column inch, with additional insertions at $26.00 per 
column inch.
 • Rates for Classified Liner Ads is $22 for one week, $35 for two 
weeks, $55 for three weeks, and $65 for four weeks.

4.  COLOR RATES
 No minimum size requirements, ads larger than 1 page are charged as 2 ads.
 Full Color   $350

5.  ONLINE RATES FOR MIDVALLEYTIMES.COM
 Online ad rates are for 1 week (one issue spans 7 days: Thursday to 
Wednesday). 
 Single, 300 x 300  $100 per week,  -or- $350 for 4-week run
 Double, 600 x 300 $200 per week,  -or- $500 for 4-week run

6.  PREPRINTED INSERT RATES
 A. Distributed through our paid circulation of Mid Valley Times, pre-
printed advertisements, circulars or otherwise inserted advertisements 
are offered at a rate of $200 per thousand (CPM) copies for one issue to 
deliver inserts up to 8 standard pages, 16 tabloid or 32 flexitative and 
$100 per thousand copies (CPM) for single sheet inserts.
 B. Insert folding fee is $100.
 C. Mid Valley Times only offers full-run inserting to all subscribers 
and racks and does not offer zoned insertions with designated zip 
codes.
 D.  Preprints must be supplied in tied bundles, or boxed, and deliv-
ered to Mid Valley Times’ press office, 740 N St., Sanger, CA 93657, five 
(5) days prior to the publication date. Preprints must not exceed 12.5 
inches wide by 22.5 inches tall in size.

7.  SPECIAL SERVICES
 A. Ad design and art services are available through the Mineral King 
Publishing production department for an additional fee.
  i.  New art design, $200.00. Includes up to 3 proofs.
  ii. Edits to existing artwork on file, $40.00 per change.
 B. Tearsheets will be provided to out-of-town advertisers. The 
number will be determined by the nature and need of the business.

8.  SPECIAL SECTIONS
 Mid Valley Times occasionally produces special sections 
throughout the year that offer shared ink costs among all the advertise-
ments on the page. Contact your account representative for content, 
rates, deadlines and further information. 

9. CLOSING TIMES
 Closing time for all display and classified advertising copy and space 
reservations is 4 p.m. PT on Friday prior to the Thursday publication date. 
Camera-ready ad copy may be received as late as noon on Monday prior 
to publication, providing the reservation was made by the Friday deadline. 
Cancellation deadlines are the same as the closing times. Intervening 
legal holidays advance deadlines by one full workday. Special sections 
require earlier deadlines as set by the ad sales department, contact your 
representative for details. Office hours begin at 8 a.m. PT and end at 5 
p.m. PT Monday through Friday. Front desk customer service hours are 
from 9 a.m. PT to 5 p.m. PT Monday through Friday. The office will be 
closed all day Saturday and Sunday, and for U.S. holidays.

10.  DIMENSIONS
 A. RETAIL DISPLAY (6 column broad sheet). 

Size of printed area 11.25 inches (width) by 21½ inches (deep). 
14 lines per inch, 294 lines per column, 1,764 per page.

  COLUMNS  INCHES WIDE
  1   1.75  
  2   3.675 
  3   5.575 
  4   7.5 
  5   9.375 
  6   11.25 
 1½-truck (9 col. x 21 in.): 17.52 inches wide by 21 inches deep 
 Double-truck (12 col. x 21 in.): 23.25 inches wide by 21 inches deep

 B. CLASSIFIED DISPLAY (9 column broad sheet). 
 Size of printed area 115⁄8 inches (width) by 21½ inches (deep).
  COLUMNS  INCHES WIDE
  1   1.25  
  2   2.375 
  3   3.625
  4   5 
  5   6.175  
  6   7.5 
  7   8.725
  8   10
  9   11.25

 C. ONLINE (midvalleytimes.com), listed in pixels
  WIDTH DEPTH
 Single 300   300
 Double 600   300

11.  SPECIAL CLASSIFICATIONS
 A. Political rate: Space and contract rates apply (See 1). Ads must 
be paid for in advance. Copy must meet current government regulations 
and fair practice agreements.
 B. Church and Non-Profit rate: churches and organizations maintain-
ing non-profit status may use the 100˝ rate.
 C. Church Directory rates are $15.00 per week.

12.  CIRCULATION
 A. The Sanger Herald, DBA Mid Valley Times, was established in 
May 1889, and was a legally adjudicated newspaper for the city of 
Sanger and the county of Fresno. 
 B.  The Reedley Exponent, DBA Mid Valley Times, was established 
in March 26, 1891, and was a legally adjudicated newspaper for the city 
of Reedley and the county of Fresno.
 C.  The Dinuba Sentinel, DBA Mid Valley Times, was established on 
Feb. 18, 1909, and was a legally adjudicated newspaper for the city of 
Dinuba and the county of Tulare. 
 D.  The Mid Valley Times combined the aforementioned newspa-
pers – along with the Parlier Post, Orange Cove & Mountain Times and 
Fowler Ensign – on July 4, 2019. It is published on Thursdays, distributed 
through carrier and mail delivery, and in local, high traffic areas in single 
copy locations throughout southeastern Fresno County and northwest-
ern Tulare County. It is primarily circulated in zip codes 93615, 93616, 
93618, 93625, 93631, 93641, 93646, 93647, 93648, 93654, 93657, 
93662 and 93675. Contact the publisher or your advertising representa-
tive for current circulation.
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ADVERTISING ON 
THE WEB SITE 

MIDVALLEYTIMES.COM

WEB SITE AD SIZES

SINGLE (SQUARE) 

Pixels..................... 300 W x 300 H

DOUBLE-WIDTH 

Pixels..................... 600 W x 300 H

AD PLACEMENT 
AND SPECS

All online ads are placed ran-
domly in ad windows through-
out the website: on the home 
page and on story pages. 

Supplied artwork should be 
JPEG, PNG, EPS or PDF at size 
(or a larger, equally shaped size 
for scaling down), at 72 dpi or 
higher, using RGB process col-
ors. Please make sure that your 
graphic artist receives these 
specs so that your ad renders  
correctly on screen, and with 
the most optimal appearance.

Submit ad artwork to the 
production department by the 
art deadline listed to the left at 
rjperry@midvalleytimes.com, 
or via file transfer link using 
Hightail, Dropbox or other free 
online file transfer service.

Ads are placed randomly throughout the web site, on the home page and on current and past story pages. When a reader clicks on your ad, it will take them to your home page or to your 
event page with more information.

NEWS WEB SITE
AD SCHEDULE AND PRICES

*  Supplied artwork should be at size (or a larger, equally shaped size for scaling down), at 72 dpi or higher, using RGB process colors. There is no art fee for 
submitted artwork that meets these specifi cations. 

†  Art development fee not included: New artwork development request with up to three (3) proofs, time permitting, $200 fl at fee. Text change requests on existing 
artwork created by and /or on fi le with Mineral King Publishing’s production department, $40 per change. While we offer these services, it is in the best interest 
of advertisers to use their own graphic artist or agency, so that they may retain full control of their branding and the copyright for publishing elsewhere. 

©2026, Mineral King Publishing, Inc. retains full rights of ad artwork created and/or developed by its production department, and such art may not be used in any manner outside of Mineral King Publishing, Inc.

NOTES

NEWS WEB SITE
AD SCHEDULE AND PRICES2026

LIVE DATES ART DUE

❏ Issue 1 JAN 1–JAN 7 DEC 26

❏ Issue 2 JAN 8–JAN 12 JAN 2

❏ Issue 3 JAN 15–JAN 21 JAN 9

❏ Issue 4 JAN 22–JAN 28 JAN 16

❏ Issue 5 JAN 29–FEB 4 JAN 23

❏ Issue 6 FEB 5–FEB 11 JAN 30

❏ Issue 7 FEB 12–FEB 18 FEB 6

❏ Issue 8 FEB 19–FEB 25 FEB 13

❏ Issue 9 FEB 26–MAR 4 FEB 20

❏ Issue 10 MAR 5–MAR 11 FEB 27

❏ Issue 11 MAR 12–MAR 18 MAR 6

❏ Issue 12 MAR 19–MAR 25 MAR 13

❏ Issue 13 MAR 26–APR 1 MAR 20

❏ Issue 14 APR 2–APR 8 MAR 27

❏ Issue 15 APR 9–APR 15 APR 3

❏ Issue 16 APR 16–APR 22 APR 10

❏ Issue 17 APR 23–APR 29 APR 17

❏ Issue 18 APR 30–MAY 6 APR 24

❏ Issue 19 MAY 7–MAY 13 MAY 1

❏ Issue 20 MAY 14–MAY 20 MAY 8

❏ Issue 21 MAY 21–MAY 27 MAY 15

❏ Issue 22 MAY 28–JUN 3 MAY 22

❏ Issue 23 JUN 4–JUN 10 MAY 29

❏ Issue 24 JUN 11–JUN 17 JUN 5

❏ Issue 25 JUN 18–JUN 24 JUN 12

❏ Issue 26 JUN 25–JUL 1 JUN 19

AD SPACE DESCRIPTION DIMENSIONS (PIXELS) PRICE SPECIAL RATE!

Single Square (1:1) 300 W x 300 H $100 /wk $350 /4 weeks
Double Horizontal Rectangle (2:1) 600 W x 300 H $200 /wk $500 /4 weeks

AD SPACE SIZES* & PRICING†

LIVE DATES ART DUE

❏ Issue 27 JUL 2–JUL 8 JUN 26

❏ Issue 28 JUL 9–JUL 15 JUL 3

❏ Issue 29 JUL 16–JUL 22 JUL 10

❏ Issue 30 JUL 23–JUL 29 JUL 17

❏ Issue 31 JUL 30–AUG 5 JUL 24

❏ Issue 32 AUG 6–AUG 12 JUL 31

❏ Issue 33 AUG 13–AUG 19 AUG 7

❏ Issue 34 AUG 20–AUG 26 AUG 14

❏ Issue 35 AUG 27–SEP 2 AUG 21

❏ Issue 36 SEP 3–SEP 9 AUG 28

❏ Issue 37 SEP 10–SEP 26 SEP 4

❏ Issue 38 SEP 17–SEP 23 SEP 11

❏ Issue 39 SEP 24–SEP 30 SEP 18

❏ Issue 40 OCT 1–OCT 7 SEP 25

❏ Issue 41 OCT 8–OCT 14 OCT 2

❏ Issue 42 OCT 15–OCT 21 OCT 9

❏ Issue 43 OCT 22–OCT 28 OCT 16

❏ Issue 44 OCT 29–NOV 4 OCT 23

❏ Issue 45 NOV 5–NOV 11 OCT 30

❏ Issue 46 NOV 12–NOV 18 NOV 6

❏ Issue 47 NOV 19–NOV 25 NOV 13

❏ Issue 48 NOV 26–DEC 2 NOV 20

❏ Issue 49 DEC 3–DEC 9 NOV 27

❏ Issue 50 DEC 10–DEC 16 DEC 4

❏ Issue 51 DEC 17–DEC 23 DEC 11

❏ Issue 52 DEC 24–DEC 30 DEC 18

❏ Issue 53 DEC 31–JAN 6 DEC 24

Contact an ad sales rep today.

(559) 638-2244
advertising@midvalleytimes.com

WEB-25311
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ADVERTISING AGREEMENT

FORM UPDATED JANUARY 2018

Advertising Agreement 

In consideration of reduced advertising rates, the undersigned agrees to purchase advertising space in one or more Mineral 
King Publishing, Inc. publication(s).

1. a. The advertiser agrees to purchase a minimum of _________ inches in one year or _______ size_________ ads.

  b. The duration of this Agreement shall be for __________ weeks, __________quarters, ____________years.

2. The State of California is a “SERVICE STATE.” The advertising account is liable for payment for the services provided 
by Mineral King Publishing Inc. with or without written authorization. Advertisements placed by phone, fax, or by account 
staff, are treated equally to those placed directly by the advertiser.

3. The publication reserves the right to revise the rates and any of the other terms and conditions in its advertising rate 
schedule at any time upon 30 days written notice to the advertiser or agency. The existing agreement shall remain in effect 
and any advertising placed after those changes become effective shall be subject to the terms, conditions and rates of the 
new rate schedule.

4. If this agreement is terminated prior to the period of duration stated above by written notice or by execution of a new 
advertising agreement changing the duration of the Agreement, the advertiser shall receive a credit or pay an adjustment at 
that time.

5. If the advertiser places more or less advertising than contracted for during the period stated in this Agreement, the rate 
applicable to the amount of advertising actually placed and earned will be adjusted and the Advertiser agrees to accept 
a credit toward future advertising for any reduction in charges, or to promptly pay any increase in charges adjusted to the 
rates actually earned. Any credits will be limited to two rate levels.

6. I have read and agree to the terms and conditions listed on the back of this Agreement.

ADVERTISER BUSINESS NAME________________________________________________________________________________________ 

BUSINESS ADDRESS LINE 1 _________________________________________________________________________________________ 

BUSINESS ADDRESS LINE 2 _________________________________________________________________________________________  

CITY_________________________________________________________________________ STATE ______ ZIP______________________

BUSINESS PHONE ________________________________ EMAIL ________________________________________________________

TAX ID* # __________________________________________ or SSN* ________________________________________________________

BUSINESS FAX ______________________________________

CONTACT NAME _______________________________________________________________________________

TITLE__________________________________________________________

THIS FORM IS FOR BILLING PURPOSES ONLY. NO DOLLAR AMOUNT OR SPACE AGREEMENT HAS BEEN SELECTED.

ADVERTISER SIGNATURE _______________________________________________________________ DATE_______________________

Accepted by Mineral King Publishing, Inc. ______________________________________________________________________________

Date_____________________ Sales Rep _____________________ #___________

* All advertisers applying for a credit account must show a valid tax payer ID# or SS# if no tax ID# is applicable.

SIDE 1 OF 2
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COMPANY  
BRAND GUIDELINES

COLORS

MID VALLEY GREEN 

Pantone...................................... 354 

CMYK............................  79-0-100-0 

RGB....................................  0-177-64 

Hex...................................  #20B24B

BLACK 

Newsprint CMYK.......... 0-0-0-100 

Offset CMYK..........  25-25-25-100 

RGB.......................................... 0-0-0 

Hex................................... #000000

WHITE 

CMYK................................... 0-0-0-0 

RGB........................... 255-255-255 

Hex....................................  #FFFFFF

MASTHEAD 

Use on all marketing collateral, web site, print, and office letterhead.

MASTHEAD 

Use on all white or light colored marketing collateral and office letterhead when col-

or is not an option. On medium to dark shaded backgrounds, use the white version.

LOGO 

Use on all marketing collateral, web site, print, and office letterhead. Use black-only 

version when color is not an option; use the white version on medium to dark shaded 

backgrounds. Due to its shape, this logo tends to fit more spaces than the masthead.

midvalleytimes.com

ICON or SOCIAL MEDIA AVATAR 

Use on all marketing collateral, web site, print, office letterhead (page 2), and for aes-

thetic use on swag like coffee mugs and t-shirts. Use black-only version when color is 

not an option; use the white "V" version on medium to dark shaded backgrounds.  

DO NOT PAIR AVATAR WITH EITHER COMPANY LOGO. IT IS DESIGNED TO STAND ALONE.

ON REFERENCE 

Mid Valley Times is the product's brand name. 

"MV" or "MVT" is only a monogram within the logo's icon and avatar; it is not the brand's 

name. While beloved, the newspaper's vintage product names are discontinued. The 

Reedley Exponent, Sanger Herald, and Dinuba Sentinel, et al., no longer represent the 

paper's current, larger local coverage area.
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FOURTH ESTATE 
PODCASTING  

BRAND GUIDELINES

COLORS

MARINE 

Pantone..................................... 7721 

CMYK............................ 89-0-43-65 

RGB.....................................  0-94-93 

Hex................................... #005E5D

SEAFOAM 

Pantone...................................... 566 

CMYK................................  17-0-12-0 

RGB............................. 185-220-210 

Hex.................................. #B9DCD2

PRIMARY LOGO 

Use on all marketing collateral, web site, print, and office letterhead.

BLACK LOGO 

Use on all white or light colored marketing collateral and office letterhead when col-

or is not an option. On medium to dark shaded backgrounds, use the white version.

SOCIAL MEDIA AVATAR 

Use on all marketing collateral, web site, print, office letterhead (page 2), and for aes-

thetic use on swag like coffee mugs and t-shirts. Use black-only version when color is 

not an option; use the white version on medium to dark shaded backgrounds. 
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MINERAL KING 
PUBLISHING  

BRAND GUIDELINES

COLORS

BLACK 

Newsprint CMYK.......... 0-0-0-100 

Offset CMYK..........  25-25-25-100 

RGB.......................................... 0-0-0 

Hex................................... #000000

CORPORATE OFFICE LOGO 

Mineral King Publishing is the umbrella brand for all divisions of the 

company. The logo can be used on marketing collateral, web site, print, 

and office letterhead when the corporate identity is more relevant to the 

item's audience than the company's product identity. The Mineral King 

Publishing logo is applicable to company-specific collateral regarding 

matters of human resources, executive communication, administration, 

publishing, and press services.

SUGGESTION: The public identifies companies by the products they 

use. Most locals don't find themselves in personal need of a newsprint 

publisher. Generally, readers will know us as The Sun-Gazette or Mid 

Valley Times. Therefore, default to the more relatable news logo(s) when 

dealing with the public. When in doubt, ask the publisher if the Mineral 

King Publishing logo is the preferred logo for a certain project.
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TERMS AND CONDITIONS

FORM UPDATED 

1. This agreement covers only advertising at the company or indi-
vidual for which this agreement is signed. This agreement cannot
be assigned or transferred and any violation of this clause auto-
matically cancels this agreement with Mineral King Publishing, Inc.
(MKP).

2. MKP reserves the right to insert the word "Advertisement" in all
ads.

3. Upon failure of the Advertiser to begin using space as agreed,
MKP may at its option cancel this agreement. MKP will not be
responsible for advertising materials left at our offices over 90
days.

4. MKP reserves the right to omit all late copy when not obtainable
in time to conform with its deadlines. In order that corrections can
be made, show proof copy must be made to MKP by 5 p.m. of MKP’s
applicable deadline day. Proof when submitted will be typographi-
cal corrections only. All changes of original copy will be charged for
on the basis of the time occupied in making such changes at the
rate currently in effect.

5. MKP assumes no responsibility for typographical errors or omis-
sion of copy. If requested, MKP will furnish a letter to be posted
stating correct price; liability for errors shall not exceed the cost of
that portion of space occupied by such error. Claims for adjustment
must be made within 7 days of publication. Credit allowable for
first insertion only with notification from advertiser.

6. Changes in circulation are made periodically at Mineral King
Publishing’s sole discretion to reflect the number of copies deliv-
ered in each edition. These circulation updates are not considered
rate adjustments, and do not constitute grounds for cancellation of
this agreement.

7. MKP does not guarantee special position for advertising. Every
effort will be made to meet reasonable position requests. Failure to
meet these requests will not constitute cause for adjustment,
refund or rerun. Advertising orders designating "fixed position or
omit" will not be accepted.

8. At no time shall MKP’s liability in any way exceed the cost of the
space involved and Advertiser expressly agrees that MKP is not lia-
ble for incidental or consequential damages. Any error should be
reported immediately and in no event later than the deadline for
the following week’s issue. Subsequent publication with the same
unreported error is Advertiser’s sole responsibility.

9. All advertising accepted is subject to the approval of the
Publisher. MKP has the right to revise or reject in whole or part any
advertisement or per print which is not in the best interest of the
newspaper or our readers.

10. MKP’s current advertising rate card is incorporated into the
terms of this agreement. MKP reserves the right to revise rates on
30 days written notice to the Advertiser. In this event, Advertiser
may, by written notice prior to the effective date of the revised
rates, terminate this agreement without penalty.

Contract renews annually unless cancelled in writing 30 days
prior to expiration.

In the event Advertiser cancels this agreement for any reason,
other than a rate increase, before the expiration date of this agree-
ment, Advertiser shall pay for all space actually used according to
the earned rate schedule in effect at the time on MKP’s rate card.
Cancellation of this agreement by Advertiser shall be made in writ-
ing to MKP, and received thirty (30) days prior to the effective date
of said cancellation. MKP reserves the right to cancel this agree-
ment at any time.

If, because of flood, fire, riots, strikes, shortages of material,
orders of government, failure of transportation, acts of God or other
causes beyond either Party’s control, and as a result thereof, either
Party hereto is prevented from performing hereunder, then during
such period when such party is prevented from performing, due to
the cause or causes set forth above, such party shall be excused
from performing hereunder.

Advertiser hereby assigns to MKP all rights of ownership in and
to all advertisements created under the terms of this agreement.

If MKP institutes legal proceedings to collect payments due or
to enforce any of the terms of this agreement, Advertiser agrees to
pay all costs and expenses incurred by MKP, including reasonable
attorney’s fees, in addition to all other damages. Advertiser con-
sents to the jurisdiction and avenue of the courts of the State of
California. In the event any tax is imposed on newspaper advertis-
ing by authorized government agency, such tax shall be paid by the
advertiser.

This agreement, the rate card and the executed contract to
which these terms and conditions are a part, form the entire agree-
ment between MKP and Advertiser. There are no representations or
warranties, oral or written, expressed or implied, upon which
Advertiser is relying which are not set forth in writing elsewhere.

Advertiser assumes the full responsibility for the truthfulness
and content of its advertisements and MKP shall have no responsi-
bility therefore. Advertiser shall and does indemnify, defend, and
hold MKP harmless from any and all loss, cost expense, claims
demands, damages and liability, including attorney’s fees, which
arise out of or relate to any advertisement placed by Advertiser.
This indemnity shall not require payment as a condition precedent
to recovery.

Terms – due upon receipt

Late charges of   on
past due  

No exceptions will be made.

INITIAL: ________

Terms and Conditions SIDE 2 OF 2
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MID VALLEY TIMES 
NEWSPAPER, 

AND WEB SITE

Mid Valley Times Print Newspaper

Mid Valley Times Web Site



MAIN OFFICE:

Mid Valley Times 
1059 G Street 
Reedley, CA 93654
Ph. (559) 638-2244

CUSTOMER SERVICE HOURS:

Monday–Friday 
9 a.m. to 5 p.m. 
Closed for major holidays

MAILING ADDRESS:

P. O. Box 432
Reedley, CA 93654

PRESS:

740 N Street 
Sanger, CA 93657
Ph. (559) 875-2511

FRONT OFFICE AND PUBLIC NOTICES:

Rose Ochoa
Ph. (559) 638-2244
rochoa@midvalleytimes.com

COMMERCIAL PRINT:

Debra Leak
Ph. (559) 638-2244
dleak@midvalleytimes.com

EXECUTIVE EDITOR:

Paul Myers
Ph. (559) 638-2244
prmyers@midvalleytimes.com

PUBLISHER:

Reggie Ellis
Ph. (559) 875-2511
rellis@midvalleytimes.com

ADVERTISING SALES:

Ph. (559) 638-2244

WEB SITE:

midvalleytimes.com

CONTACT US

Local news happens here.




