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WHO WE ARE
THE BAY STATE BANNER IS AN 
AFRICAN AMERICAN OWNED 
NEWS WEEKLY THAT REPORTS 
ON THE POLITICAL, ECONOMIC, 
SOCIAL AND CULTURAL ISSUES 
THAT ARE OF INTEREST TO 
COMMUNITIES OF COLOR IN 
BOSTON AND THROUGHOUT 
NEW ENGLAND.  

The Banner has become the 
newspaper of record for this 
community and has chronicled the 
struggles and successes of the last 
50+ years. It is the Banner’s belief 
that an informed community is 
better able to assume responsibility 
for its own welfare and progress.

Started in 1965 by Melvin B. 
Miller, a graduate of Harvard College 
and Columbia Law School, the Ban-
ner provides its estimated 120,000 
weekly readers with reports on a mix 
of local, national, international news  
and cultural events.

SPECIAL INTEREST  
PUBLICATIONS
In addition to the weekly newspaper,  
the Banner also publishes inserts of 
special interest:

ADVERTISING DEADLINES
The Bay State/Boston Banner is published 
every Thursday. Space reservations are due 
by Monday at 10:00 a.m. Camera-ready 
materials are due by Monday at 3:00 p.m. 
Ads should be submitted to ads@banner-
pub.com. *If there is a Monday holiday, 
reservations are due by Friday at 10 a.m. 

CIRCULATION
The Bay State/Boston Banner has a current 
circulation of 27,000, based on a June 
2016 audit by CAC. We are distributed 
through subscriptions; newsstands and 
street boxes (located in the Roxbury, 
Dorchester, Mattapan, South End, Jamaica 
Plain, Roslindale, Cambridge, Hyde Park, 
Brockton, Randolph and Worcester areas). 

RATES
LEGAL ADVERTISING: 

SPACE RESERVATION	 MONDAY 10 AM

CAMERA-READY	 MONDAY 3 PM
MATERIAL SUBMISSION

FOR MONDAY 	 FRIDAY 10 AM
HOLIDAYS SPACE

EMAIL CONTACT:

ADS@BANNERPUB.COM

BACK ISSUES
Back issues of the Banner can be obtained by mailing 
in prepayment of $3 to Bay State Banner, 1100 
Washington St., Dorchester, MA 02124, Attention: 
Circulation Department.

DISCOUNTS
Advertising discounts are available and are based on  
volume. Please call Sandra Casagrand (617) 261-
4600 ext. 7797 for further details.

CANCELLATIONS
Advertisements canceled after the deadline still 
require payment based on reserved space.

PREMIUM POSITIONS
Every effort will be made to comply with position re-
quests (for ads over 40 inches) but is not guaranteed 
unless a premium position fee of 25% is paid.

DEADLINES

PROBATE MATTERS 	  $140/WEEK
LEGAL NOTICES	  $1.50/LINE
Requests for proposals are considered legal 
notices. All legal notices are pubset by the 
Banner on a 2-column width.  Rates are 
non-commissionable.

BUSINESS DIRECTORY:
30-WORD LISTING FOR 	 $250
SIX MONTHS IN PRINT  

FOR THURSDAY PUBLICATION:

Launched in September of 
2006 this quarterly pub-
lication of the Banner is 
aimed at reducing racial 
and ethnic disparities in 
healthcare. Be Healthy is 
a print and online cam-
paign providing quarterly 
information on a variety 
of health topics linked 
with racial disparities in 
healthcare and is the re-
cipient of the 2007 Ameri-
can Cancer Society Sword 
of Hope Award for excel-
lence in communications 
about cancer. Be Healthy is 
sponsored by various prominent 
healthcare institutions.

BE HEALTHY

[CONTACT: RACHEL REARDON // (617) 261-4600X7799 // ADS@BANNERPUB.COM // BAYSTATEBANNER.COM]
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Haley House Bakery Cafe - 12 Dade Street - Roxbury  

617 445 0900 - www.haleyhouse.org/bakery-cafe

COMING TO  
HALEY HOUSE BAKERY CAFÉ:

THU Sep 15 -  Art is Life itself! returns for 

a Dance Party with the 

Groovalottos - “Prepare to 

shake your rump!” 7PM

THU 9/22 -  Lyricists’ Lounge, featuring the 

students of Boston Day &  

Evening Academy, 7PM

 
FRI 9/23 - The House Slam, 6:30PM

THU 9/29 -  Storytelling with Sumner & Linda McClain, 7PM.  

Come early for dinner!
 

Come By The Bolling Building to check out our  

new enterprise, Dudley Dough

BY THE EDITORS OF  

RELISH MAGAZINE

TIP OF THE WEEK
Create a beautiful  
fall tablescape

Fall is a great season for ditching the 

paper and plastic and taking your 

dinnerware outdoors. Tableware 

industry experts say there are many 

positives to introducing your “good 

stuff” to Mother Nature. It won’t 

blow away like paper plates, and it’s 

far more environmentally friendly 

than Styrofoam.
Mix it up. While serving finger 

foods on small plates is extremely 

popular and encourages your guests 

to mingle, there’s a definite return 

toward the comfort and connection 

of a sit down meal. To set the per-

fect fall table, designers encourage 

mixing and matching patterns to 

reflect your distinctive style.

Light up your evenings. Bright 

leaves, pumpkins, seasonal berries 

and other naturals create the perfect 

autumn décor. Experts say you don’t 

need a floral centerpiece if you have 

nature all around you. Instead, use 

candles to light up your evenings.
— Brandpoint

EASY RECIPE
Artichoke Hummus

Servings: 4 
n  1 can (14 ounces) artichoke  

hearts, drained
n  1 can (15 ounces) chick peas, 

drained and rinsed 

n  ¼ cup canned vegetable broth 

n  ¼ cup tahini paste

n  2 tablespoons lemon juice

n  1 clove garlic, crushed

n  1 tablespoon chopped Italian  

parsley, plus more for garnish 

n  1 teaspoon kosher salt

n ¼ teaspoon cracked black pepper

n  ¼ teaspoon ground cumin,  

plus more for garnish

n  Olive oil
In food processor, combine all 

ingredients and pulse until smooth. 

Season to taste with additional salt 

and pepper, if necessary.

Transfer to serving bowl and 

garnish with drizzle of olive oil, fresh 

parsley and dash of cumin.

Serving suggestions: Serve with 

toasted French bread slices, cut veg-

gies or pita chips.
— Family Features

THE DISH ON ...

“Dandelion and Quince: 

Exploring the Wide World of 

Unusual Vegetables, Fruits, 

and Herbs” by Michelle 

McKenzie
“Dandelion and Quince” features 

plant profiles for over 35 uncommon 

vegetables, fruits, and herbs avail-

able in today’s markets — with over 

150 recipes that explore their flavors. 

This illustrated cookbook celebrates 

the abundance at farmers’ markets 

and local grocery stores yet to be dis-

covered by the everyday cook.  
— Roost Books

GO BEYOND BASIL WITH THREE DIFFERENT HERB COMBINATIONSPRESTO! IT’S PESTO

F lavor-packed pestos pair with plenty 

beyond the usual pasta. And even 

better, they keep covered in the 

refrigerator up to four weeks or in the 

freezer for up to three months.

Pesto just may be the perfect condi-

ment. By definition, it’s an uncooked 

sauce made with basil, garlic, pine nuts, 

and Parmesan or Pecorino cheese. We’ve 

never met a definition that couldn’t stand 

a little stretching, so here’s a roundup of 

some our favorite flavor variations.

Sun-Dried Tomato 

n  2 cloves garlic
n  1 cup oil-packed 

sun-dried tomatoes, 

drained
n  4 Tbsp lemon juice

n  ½ cup grated 

Parmesan cheese

n  ¼ cup pine nuts
n  ¼ cup extra-virgin 

olive oil 
n  Freshly ground  

black pepper

Place in the bowl of a food processor: garlic, 

sun-dried tomatoes, lemon juice, Parmesan 

cheese, pine nuts, olive oil and pepper. Process 

until smooth. Try on grilled chicken or steak.

 
Spinach-Walnut 

n  ½ cup basil leaves

n  2 cloves garlic
n  ¹⁄³ cup toasted 

walnuts
n  4 cups baby spinach

n  ¹⁄³ cup grated 
Parmesan cheese

n  2 to 4 Tbsp extra- 
virgin olive oil

n ¼ tsp salt

Place in the bowl of a food processor: basil, 

garlic, walnuts, spinach, Parmesan cheese, olive oil 

and salt. Process until smooth. Try on corn on the 

cob, crackers or fish. 

Parsley-Mint 
n  1 bunch parsley 
n  ½ cup fresh  

mint leaves
n  ½ cup extra-virgin 

olive oil

n  ¼ cup toasted 
almonds

n  1 clove garlic
n  1 Tbsp lemon juice 

n  ¼ tsp salt

Place in the bowl of a food processor: parsley, 

mint, olive oil, almonds, garlic, lemon juice and 

salt. Process until smooth. Try on grilled egg-

plant, chicken and veggie kebabs or basmati rice. MARK BOUGHTON PHOTOGRAPHY/STYLING BY TERESA BLACKBURN

Be sure to check out  
our website  

and mobile site  
www.baystatebanner.com

Students at Charlestown High School are learning the funda-mentals of business and marketing — all while earning college credit. This fall, the high school launched its Business Pathways Dual Enroll-ment program, in partnership with Bunker Hill Community College and youth entrepreneurship pro-gram, BUILD. 
 Founded in 1999, BUILD is a national program that teaches en-trepreneurship through experien-tial learning and operates in the San Francisco Bay area, metropolitan Washington D.C., New York City, Los Angeles, and greater Boston.  

BUILD has been operating at Charlestown High for five years and via their entrepreneurial program as part of the Business Pathways curriculum. But now, freshman and sophomores in the Business Pathways program will be able to take college-level busi-ness and marketing classes, using Bunker Hill’s textbook and sylla-bus, during their elective period. As juniors and seniors, they can participate in advanced business classes, along with English and math, at Bunker Hill.
“It’s going to fast-track kids through that associate’s degree,” said Ayele Shakur, executive 

director of BUILD Greater Boston. “It will give them a lot of college exposure while they’re still in high school so that when they do grad-uate, they start ahead of the game.”
In addition to Charlestown High, BUILD currently works with 400 students in five other schools:  Madison Park High School, Jere-miah E. Burke High School, An-other Course to College, Com-munity Academy of Science and Health (CASH), and Dearborn STEM Academy. By 2020, BUILD expects to expand and serve a bigger area, up to 10 schools and 600 students a year, Shakur said.

On Wednesday, October 19, BUILD will celebrate its fifth year of serving Boston Public Schools with BUILDFest Gala and Stu-dent Business Exp at the Boston Convention Center. The anniver-sary festivities include food, music, and opportunities for attendees to see firsthand the businesses that students have created. Also on the program: Jeffrey Glass, found-ing board chair of BUILD, and 

Mic Williams, founder of Boston Harbor Angels, will be honored with the BUILDer Award for In-novation and Entrepreneurship and BUILD Friend of the Year, respectively.

A headstart
Participants in the Business Pathways program will earn up to 30 college credits, thus meeting half of what’s required for secur-ing an associate’s degree, as well as gain real-world experience in the business sector through entrepre-neurship and internship training. 

Roughly 25 students are en-rolled in the program, which grants admission on a first-come, first-served basis. “There are no prerequisites,” said William Thomas, Charlestown High’s headmaster. “They just have to be ready to work hard.” If students do happen to fall behind, they are re-quired to stay after school for addi-tional tutoring and mentoring.
During the school’s elective period, participants of BUILD come 

up with a detailed business plan for a product they want to create and sell, and are given $300 of seed funding during their freshman year to get their business up and running.  As the students grow older, continue to scale their businesses, calculate costs, and market to customers, they are given up to $1,000 of additional funding to take their micro-com-pany to the next level.
Students can make real money with real customers and get to keep their profits. One of the pro-gram’s most successful ventures — Cookie Boss, a company that puts corporate logos on cookies for clients like Bank of America — has made $30,000 in sales since launching five years ago. 

“Students not only learn about business through a textbook but also have that real world ex-perience developing their own business, launching it, and then running it while they’re in high school,” Shakur said. 
Thomas said he considered BUILD as a natural supplement to the Business Pathways Dual Enroll-ment Program while developing the idea with Bunker Hill. “We invited BUILD to be a part of that part-nership because they’ve been doing great work with our students.”

As rising juniors and seniors, 

TIP OF THE WEEK
Changes in your house-
hold? Tips for updating 
your insurance
The American household is changing. 
The typical single-family home has 
evolved in the 21st century.

Today, it’s not uncommon for older 
parents to move in with their grown 
children, and with the combined rise 
in housing costs and debt from college 
loans, more college graduates are mov-
ing home with their parents. In fact, 47 
percent of adults in their 40s and 50s 
either have a parent aged 65 or older 
living with them and are raising a child 
or financially supporting an adult child, 
according to the Pew Research Center.

Along with larger family meals 
and more loads of laundry, there are 
important insurance considerations that 
today’s households need to consider. 
Making sure you are covered will go 
a long way to ensure the safety and 
financial well-being of your loved ones. 
n When your parents move in: 

You probably remember having a few 
“tough talks” with your parents when 
you were growing up. If your parent 
or an elderly relative is moving in with 
you, it’s time to have another one of 
these talks.

One of the biggest points to discuss 
is finances, which includes insurance. 
You want to be sure your parents are 
up-to-date with their auto and life insur-
ance premiums. And if your relative is 
bringing valuable possessions into your 
home, you may need to update your 
homeowners policy.

Also important is discussing potential 
long-term healthcare needs and discuss-
ing end-of-life wishes.

These conversations can be hard, and 
it’s important to make your loved ones 
feel cared about, not cared for.
n When adult children move 

home: It’s not often someone in their 
mid-20s is excited about moving back in 
with their parents. But almost one-third 
of adults between the ages of 18 and 34 
are living with their parents.

This transition can be expensive. 
Experts say hosting an adult child can 
cost between $8,000 and $18,000 per 
year. Therefore, from the beginning, you 
should set clear expectations. How long 
do they plan on staying? What is their 
work schedule? Will they help pay bills 
and insurance?

As long as your child lives in the 
same household as you, there is no age 
limit to how long they can be listed on 
your auto insurance. However, 26 is now 
the maximum age that your child can be 
covered on your health insurance plan.

Another insurance consideration is 
whether to include any of their expen-
sive electronics or other personal belong-
ings on your homeowners insurance 
policy. If so, will they help pay if the 
cost of the policy goes up?

— Brandpoint/National Association  
of Insurance Commissioners 

NUMBER TO KNOW

$41 million: Wells Fargo CEO 
John Stumpf will forfeit 

tens of millions of dollars in bonuses as 
the bank tries to stem a scandal over 
its sales practices.Recent government 
investigations found that about 2 
million accounts were opened by Wells 
Fargo employees without customers’ 
knowledge to meet sales goals.

See BIZ BITS, page 14

Pathway to entrepreneurship

High school students earn credits building businesses

PHOTO: COURTESY BUILD

Students with Business Pathways Dual Enrollment program, which enables high school students to earn credits while gaining hands-on business experience.

By KAREN MORALES

See BUILD, page 14

ON THE WEB
For more on BUILDFest, including ticket purchase: www.buildinboston.org/buildfestTwitter: @BUILDinBoston 
Facebook: www.facebook.com/BUILDinBoston
Instagram: www.instagram.com/buildinboston
YouTube: www.youtube.com/user/BUILDinBostonFor information on BUILD national: http://build.org
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BIZ BITS

Activists, BPDA at odds 

over vision for Boston

Complaints of displacement amid building boom

Broad support for

‘yes’ vote on CPA

Boston Community Preservation Act

proponents face no formal opposition 

The Boston Redevelopment 

Authority rolled out its new brand 

last week, with a new logo and a 

new name — the Boston Planning 

& Development Agency (BPDA) 

— at a press conference on City 

Hall Plaza. Affordable housing ac-

tivists staged a demonstration at 

the event, unfurling a banner with 

the new BPDA logo accompanied 

by the name “Boston Planned 

Displacement Agency.”

In addition to its new name 

and logo, the BPDA outlined 

its new organizational identity 

and brand strategy. But to af-

fordable housing activists, the 

$670,000 rebranding effort did 

little to change their perception 

of the quasi-public agency, which 

among its many responsibilities 

coordinates development proj-

ects on large parcels of public-

ly-owned land.

“The BRA, regardless of the 

name, still does not effectively 

include neighborhood voices in 

the planning process,” said City 

Councilor Tito Jackson. “The BRA 

needs to know that the issue was 

As Dudley Square Main Streets 

Revitalization Corporation pre-

pares to celebrate its 20th anniver-

sary in a gala next week, Executive 

Director Joyce Stanley spoke with 

the Banner on two decades of pro-

moting and supporting the Rox-

bury commercial district. 

Stanley worked for the Model 

Cities program in the 1970s, then 

in Boston’s Department of Public 

Facilities, before leading Dudley 

Square Main Streets. Among 

Boston Main Streets executive di-

rectors, she is the only one who has 

held her post from its inception.

“I’m the catalyst to get people to 

start talking, to help developers get 

money, to market the area, to work 

with the small businesses,” she said 

about her role. As executive direc-

tor, she is the sole staff member 

and oversees a volunteer board 

comprising business owners, resi-

dents, property owners, youth rep-

resentatives and other advisers. 

Over the years, the Main Streets 

tackled critical issues to help re-

vitalize the area, with new phase 

bringing its own menu of concerns.

At the start
In 1992, two years before 

Dudley Square’s Main Streets dis-

trict was established, the area was 

suffering. Upper floors lay vacant 

in larger buildings and banks red-

lined the area, refusing to extend 

loans to redevelop or repair 

the sites. The elevated Orange 

Line had been dismantled, and 

buses picked up passengers on 

Warren and Washington Streets, 

The committee advocating 

passage of the Community Pres-

ervation Act in Boston is count-

ing on a broad base of support 

— including Boston city coun-

cilors, senators, state reps and 

more than 150 endorsing orga-

nizations — to bring ballot vic-

tory in November. Thus far, no 

formal opposition has emerged 

— though some groups have de-

clared themselves neutral — yet 

the campaign remains focused 

on spreading awareness of the 

issue and what it would mean 

for residents. 

If Question 5 passes, the mea-

sure will implement a one per-

cent surcharge on Boston prop-

erty taxes and direct the revenue 

to initiatives that support afford-

able housing, open spaces and 

historic preservation. A commit-

tee would determine exact reve-

nue distribution among the three 

and which initiatives to fund to 

advance these goals. 

“Many people have not heard 

of it,” said Joe Kriesberg, presi-

dent of the Massachusetts Asso-

ciation of Community Develop-

ment Corporations and chair of 

the pro-CPA campaign commit-

tee.  “For most people, interact-

ing with us is their first time en-

gaging around it.”

He told the Banner that while 

many residents have responded 

favorably to canvassers, Boston 

has so many voters that speaking 

with everyone is a struggle — and 

it is hard to predict how anyone 

not reached by their messaging 

will vote.
Those in favor say the CPA 

would provide much-needed af-

fordable housing, improve resi-

dent quality of life and preserve 

Boston’s historic and natural 

attractions. Dissenting voices 

include those who question the 

city’s ability to select effective 

initiatives and its emphasis on 

revenue generation through 

property taxes.

Among the supporters is 

Mayor Martin Walsh, whose 

administration anticipates the 

CPA could generate an estimated 

$16.5 million or more per year 

toward the causes.

Yes For a Better Boston

The pro-CPA ballot commit-

tee goes under the name Yes for a 

Better Boston. Along with Kries-

berg, the team includes treasurer 

Thadian Brown, as well as one 

field director and three organiz-

ers, who manage the canvassing 

efforts of the larger coalition. The 

coalition reports approximately 

100 volunteers of its own as well 

as several hundred volunteers 

from partner organizations.

The committee has engaged 

services of campaign manager 

Taylor Maher of CK strategies, 

as well as CK strategies’ Chris 

By JULE PATTISON-GORDON

By YAWU MILLER

By JULE PATTISON-GORDON

Dudley Square Main Sts then & now

Stanley reflects on 20 yrs aiding local biz

PHOTO: COURTESY KEEP IT 100 FOR REAL AFFORDABLE HOUSING 

Members of the group Keep It 100 for Real Affordable Housing demonstrated during the Boston Redevelopment Authority’s 

rebranding launch event last week at City Hall Plaza.

BANNER PHOTO

Executive Director Joyce Stanley has run Dudley Square Main Streets since its inception.

See CPA, page 15

See DUDLEY, page 6

See BPDA, page 9

ON THE WEB

Current BRA portal:  

www.bostonredevelopmentauthority.org/ 

Preview the new BPDA platform:  

http://meetbpda.bostonplans.org/

ON THE WEB

Calculate your CPA surcharge amount: 

http://cpainfo.boston.gov/index.htm-

l?pid=0303584000#resultContainer

www.baystatebanner.com
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Three years in the making, the EP “D.T.M.A.”  is a 
reflection and a celebration of Shea Rose’s journey in 
navigating the music industry from an emerging artist 
to becoming an independent, empowered singer, song-
writer, and producer in her own right.

Primed to sign with a major record label in 2013, 
Rose felt that she was being pulled in many different 
directions, and decided to pull the plug on the offer. It 
was like putting a “nail in the coffin,” described Rose 
of turning down the deal, in a recent sit down with 
the Banner. And then she had to process that decision 
which took some time.

“I’m so happy that it happened. It was such a 
sobering awakening and failure. I’m happy that 
it happened here in Boston with my family and 
friends,” said the Berklee College of Music grad. 
“It was the best thing that happened — failing.”

In the three years since, Rose has been 
able to take the lessons that she learned 
from that time to define what success 
means to her. Quite simply, it was about 
having balance in her life. “I want to be 
healthy physically, spiritually and men-
tally, and have space to produce my art.” 

“Dance This Mess Around,” which was 
funded by a Kickstarter campaign, took some 
time in coming to life. “I tried after the Kick-
starter, and turning down the major label to re-
lease it as a project,” said Rose. “I realized about 
a year ago when I kept hitting a wall, that I had 
to tell the story about why this is so hard. I 
think that’s just as important as the song.”

The album, which is produced by Rose 
and her partner in life and in music, Simone 
Scazzocchio, exposes the struggles and the 
ups and downs of being an artist. Rose, who 
co-wrote five of the six songs, describes the album 
as “the story of her life” beginning with the first single 
“Do I Really Wanna Be? (A Rock Star),” — released on 
October 14 — which describes the inner conflict that 
she went through in 2013. 

DEFINING 
SUCCESS
SHEA ROSE REFLECTS ON 
HER LIFE AND MUSIC ON 
NEW ALBUM, ‘D.T.M.A.’

By COLETTE GREENSTEIN

See SHEA ROSE, page 17

Shea Rose from 
the artwork to the 
“Forcin’ It” single.

PHOTO: JOEL BENJAMIN
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electronically:

n �FOR PDF DOCUMENTS: Make sure 
to embed all fonts (subset all below 
100%) when distilling. Do not downs-
ample artwork resolutions. Please set 
the distiller job options to compatibility 
with Acrobat 4 or higher. The color 
mode should be CMYK.

n �FOR ADOBE INDESIGN DOCUMENTS: 
Use only Mac Type 1 Postscript fonts. 
Photos should be at 200 dpi, line art 
at 1200 dpi. Include copies of all fonts 
used (printer and screen components, 
please), and make sure all graphics 
(TIFF, EPS or JPEG) are sent along with 
the InDesign file. If emailing, please 
compress the document and accompa-
nying files and fonts into a Zip file.

n �You may also send ads as 300 dpi 
TIFF files.

n �When sending just photos, use TIFF or 
JPEG format. Photos should be at 200 
dpi, line art at 1200 dpi.

n �Please do not design ads using 
Microsoft Word, this will only be 
accepted for the content of an ad.

E-mail ads to ads@bannerpub.com

Following the above specifications  
will ensure effective output of your  
camera-ready ads or electronic files.

2017 ROP ADVERTISING RATES & SPECS (NET)
EFFECTIVE JAN. 1, 2017 (COST INCLUDES AD POSTING ON DIGITAL MARKETPLACE)

[CONTACT: RACHEL REARDON // (617) 261-4600X7799 // ADS@BANNERPUB.COM // BAYSTATEBANNER.COM]

DISPLAY ADVERTISING



[CONTACT: RACHEL REARDON // (617) 261-4600X7799 // ADS@BANNERPUB.COM // BAYSTATEBANNER.COM]

2017 CLASSIFIED ADVERTISING RATES (NET)

n HELP WANTED

n REAL ESTATE

  AD SIZES 		  INCHES 		  NON-PROFIT 		  OPEN/NET
  1 column x 3"		  1.528" x 3"		  $58.50		  $69
  2 columns x 3"		  3.222" x 3"		  $117		  $138
  2 columns x 4"		  3.222" x 4"		  $156		  $184
  2 columns x 5"		  3.222" x 5"		  $195		  $230
  1/8 page *		 12 column inches		  $334		  $401
  2 columns x 6"		  3.222" x 6"				  
  3 columns x 4"		  4.917" x 4"				  
  1/4 page*		 24 column inches		  $568		  $677
  3 columns x 8"		  4.914 x 8"				  
  4 columns x 6"		  6.611" x 6"				  
  1/2 page *		 48 column inches		  $1036		  $1229
  6 columns x 8"		  10" x 8"
  full page*		 90 column inches		  $1855		  $2195
  6 columns x 15"		  10" x 15"

  *Prices include the additional cost of posting online for 2 weeks

  AD SIZES 		  INCHES 		  NON-PROFIT 		  OPEN/NET
  1 column x 3"		  1.528" x 3"		  $128.50		  $139
  2 columns x 3"		  3.222" x 3"		  $187		  $208
  2 columns x 4"		  3.222" x 4"		  $226		  $254
  2 columns x 5"		  3.222" x 5"		  $265		  $300
  1/8 page 		 12 column inches		  $304		  $346
  2 columns x 6"		  3.222" x 6"				  
  3 columns x 4"		  4.917" x 4"				  
  1/4 page		 24 column inches		  $538		  $622
  3 columns x 8"		  4.914 x 8"				  
  4 columns x 6"		  6.611" x 6"				  
  1/2 page 		 48 column inches		  $1006		  $1174
  6 columns x 8"		  10" x 8"
  full page		 90 column inches		  $1825		  $2140
  6 columns x 15"		  10" x 15"

 Prices include posting online for 1 month

CLASSIFIED DIMENSIONS:
1 col. width	 1.528 in.
2 col. width	 3.222 in.
3 col. width	 4.917 in.
4 col. width	 6.611 in.
5 col. width	 8.306 in.
6 col. width	 10.000 in.
LENGTH	 To the half inch
MINIMUM AD SIZE	 1X3

Other sizes available. To determine 
cost, multiply the number  of columns 
by the length (example: 2 col x 5" = 10 
col. in.). Then multiply that by the rate.
Color available for additional $400.

SPECIFICATIONS FOR FILE SUBMISSION:
n �Submit camera ready artwork as a pdf, at 300 dpi, grayscale color mode. Minimum font size is 7pt.
n �Submit ads for creation as a word doc and send all pictures and logos as separate jpeg files. 

AD SIZES

EMAIL ADS TO ADS@BANNERPUB.COM

ADS 12 COLUMN INCHES AND 
LARGER INCLUDE POSTING ON OUR 
WEBSITE AS INDICATED. ONLINE 
POSTING IS OPTIONAL FOR ADS 
SMALLER THAN 12 COLUMN INCHES. 
THE COST IS AN ADDITIONAL $100 
(NON-PROFIT) OR $125 (OPEN/NET) 
FOR A TWO-WEEK POSTING.

DIGITAL

NON-PROFIT/LOCAL ..... $19.50 PER COLUMN IN. OPEN/NET ...................... $23 PER COLUMN IN.

HELP WANTED:

REAL ESTATE:
ALL REAL ESTATE ADS ARE REQUIRED 
TO POST THEIR ADS ONLINE TO THE 
MARKETPLACE AT AN ADDITIONAL 
COST OF $70 PER INSERTION. 
THE MARKETPLACE INCLUDES THE 
POSTING OF YOUR AD FOR A MONTH 
AS WELL AS A DIRECTORY LISTING 
HELPING YOUR PROPERTY BECOME 
MORE SEARCHABLE AND ASSISTING 
PEOPLE IN LOCATING IT. 

AD SPECS

CLASSIFIED ADVERTISING



[CONTACT: SANDRA CASAGRAND // (617) 261-4600X7797 // SANDRA@BANNERPUB.COM // BAYSTATEBANNER.COM]

AD SIZES
LEADERBOARD 	 above the fold (ABF) 	 728 px × 90 px

LEADERBOARD 	 below the fold (BTF) 	 728 px × 90 px

SKYSCRAPER	 above the fold (ABF)	 120 px × 600 px

BIG BOX 	 above the fold (ABF) 	 300 px × 250 px  

BIG BOX 	 below the fold (BTF) 	 300 px × 250 px 

MOBILE 			   320 px × 50 px

BAYSTATEBANNER.COM DISPLAY ADS
 NATIONAL ADVERTISING RATES
  TYPE 	 RATE 	 NOTES
  ROS Banner ads	 $15 CPM	 No section or DMA targeting

  Mobil	 $13 CPM

 LOCAL ADVERTISING RATES
  TYPE 	 RATE 	 NOTES
  ROS Banner ads	 $15 CPM	 No section or DMA targeting

  Pre-Roll	 $20	 15 or 30 sec. 
		  VAST COMPLIANT ROS ONLY
  Mobil	 $13 CPM

n Sponsored content
n Digital Marketplace

OTHER OPTIONS

DIGITAL ADVERTISING

WEBSITE PLACEMENT

YOUR AD HERE: LEADERBOARD ABF

YOUR AD HERE: LEADERBOARD BTF

YOUR AD HERE: 
BIG BOX  

BTF

YOUR AD HERE: 
BIG BOX  

ABF

PRE ROLL VIDEO SLOTS  
ARE AVAILABLE, CONTACT SANDRA  

CASAGRAND FOR MORE INFORMATION

AD DETAILS
File size: 30k // Ad resolution: 72 dpi
Accepted file formats:  
JPEG, GIF, GIF Animated, Flash
Animation Length: Up to 30 seconds

PACKAGES
Ad/event promotions available  
with ad placement including social 
media mentions, e-newsletter 
mentions, featured videos, ticket 
giveaways and contests. Ask for 
more specific details.

Contact Sandra 
Casagrand for 
more information: 
sandra@ban-
nerpub.com or 
(617) 936-7797.



2016 ALLIANCE FOR AUDITED MEDIA REPORT
ZIP CODE BREAKDOWN FOR BAY STATE BANNER

02210
02215
02108
02109
02110
02111
02114
02115
02116
02118
02119
02120
02121
02122
02124
02125
02126
02129
02130
02131
02136
02138
02139
02301
02368

Boston
Boston
Boston
Boston
Boston
Boston
Boston
Boston
Boston
Boston
Boston
Roxbury Crossing
Dorchester
Dorchester
Dorchester Center
Dorchester
Mattapan
Charlestown
Jamaica Plain
Roslindale
Hyde Park
Cambridge
Cambridge
Brockton
Randolph

400
25
485
300
35
50
50
490
660

1,335
7,805
1,680
2,455
810

2,360
1,860
1,440
125

2,265
575
380
225
50
300
290

ZIP CODE TOWN NUMBER OF PAPERS

[CONTACT: SANDRA CASAGRAND // (617) 261-4600X7797 // SANDRA@BANNERPUB.COM // BAYSTATEBANNER.COM]

MEDIA REPORT


