
| 1

GEORGE MASON UNIVERSITY
CREATIVE & MARKETING SERVICES 
RFP GMU-1692-21  |  12.9.2020

SUBMITTED BY: ADVANCE 360
3102 Walker Ridge Dr. NW, Walker MI 49544 
www.advance360.com

Primary Contact:
Anne Drummond, Director of Creative Advertising Sales 
269-271-1200, adrummond@advance360.com

CONTENTS:

1. PROCEDURAL INFORMATION.......................................................... 2

2. QUALIFICATIONS & EXPERIENCE .................................................... 6

3. SPECIFIC PLAN (METHODOLOGY)................................................. 25

4. CREATIVE SAMPLES......................................................................... 32

5. PROPOSED PRICING....................................................................... 69



| 2

1	Procedural 	 
	information



1 
 

 
 
 

REQUEST FOR PROPOSALS 
GMU-1692-21 

 
ISSUE DATE:                                                                        November 04, 2020 
 
TITLE:                                                              Creative & Marketing Services 
 
PRIMARY PROCUREMENT OFFICER:  Erin Rauch, Assistant Director, erauch@gmu.edu  
SECONDARY PROCUREMENT OFFICER:  James F. Russell, Director, jrussell@gmu.edu   
 
QUESTIONS/INQUIRIES: E-mail all inquiries to both Procurement Officers listed above, no later than 4:00 PM EST on 
November 19, 2020. All questions must be submitted in writing. Responses to questions will be posted on the Mason 
Purchasing Website by 5:00 PM EST on November 24, 2020. Note: Questions must be submitted in WORD format. Also see 
section III. COMMUNICATION, herein. 
 
PROPOSAL DUE DATE AND TIME:  December 09, 2020 @ 2:00 PM EST. SEE SECTION XII.A.1 FOR DETAILS ON 
ELECTRONIC PROPOSAL SUBMISSION. 
 
In Compliance With This Request For Proposal And To All The Conditions Imposed Therein And Hereby Incorporated 
By Reference, The Undersigned Offers And Agrees To Furnish The Goods/Services In Accordance With The Attached 
Signed Proposal Or As Mutually Agreed Upon By Subsequent Negotiations. 

 
Name and Address of Firm: 
 
Legal Name:       Date:       
 
DBA:          
 
Address:        

By:       
                    Signature    
                            
FEI/FIN No.        Name:        
 
Fax No.         Title:       
 
Email:         Telephone No.      
 
SWaM Certified: Yes:    No:    (See Section VII. SWaM CERTIFICATION for complete details). 
 
SWaM Certification Number:       
 
This public body does not discriminate against faith-based organizations in accordance with the Governing Rules, § 36 or against 
a Bidder/Offeror because of race, religion, color, sex, national origin, age, disability, or any other prohibited by state law relating 
to discrimination in employment. 
  

Purchasing Department 
4400 University Drive, Mailstop 3C5 
Fairfax, VA 22030 
Voice: 703.993.2580 | Fax: 703.993.2589 
http://fiscal.gmu.edu/purchasing/ 
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ATTACHMENT A 
SMALL BUSINESS SUBCONTRACTING PLAN 

TO BE COMPLETED BY OFFEROR 
 

It is the goal of the Commonwealth that over 42% of its purchases be made from small businesses. All potential offerors are 
required to include this document with their proposal in order to be considered responsive. 
 
Small Business: "Small business (including micro)” means a business which holds a certification as such by the Virginia 
Department of Small Business and Supplier Diversity (DSBSD) on the due date and time for proposals. This shall also include 
DSBSD certified women- owned and minority-owned businesses and businesses with DSBSD service disabled veteran owned 
status when they also hold a DSBSD certification as a small business on the proposal due date. Currently, DSBSD offers small 
business certification and micro business designation to firms that qualify. 
 
Certification applications are available through DSBSD online at www.SBSD.virginia.gov (Customer Service). 
 
Offeror Name:            
 
Preparer Name:       Date:     
 
Who will be doing the work: □ I plan to use subcontractors □ I plan to complete all work 
 
Instructions 
A. If you are certified by the DSBSD as a micro/small business, complete only Section A of this form. 
 
B. If you are not a DSBSD-certified small business, complete Section B of this form. For the proposal to be considered and the 

offeror to be declared responsive, the offeror shall identify the portions of the contract that will be subcontracted to DSBSD 
certified small business for the initial contract period in relation to the offeror’s total price for the initial contract period in 
Section B. 

 
Section A 
If your firm is certified by the DSBSD provide your certification number and the date of certification. 
Certification Number:     Certification Date:     
 
Section B 
If the “I plan to use subcontractors” box is checked, populate the requested information below, per subcontractor to show your 
firm's plans for utilization of DSBSD-certified small businesses in the performance of this contract for the initial contract period 
in relation to the offeror’s total price for the initial contract period. Certified small businesses include but are not limited to 
DSBSD-certified women-owned and minority-owned businesses and businesses with DSBSD service disabled veteran-owned 
status that have also received the DSBSD small business certification. Include plans to utilize small businesses as part of joint 
ventures, partnerships, subcontractors, suppliers, etc. It is important to note that these proposed participation will be incorporated 
into the subsequent contract and will be a requirement of the contract. Failure to obtain the proposed participation dollar value or 
percentages may result in breach of the contract. 
 
B. Plans for Utilization of DSBSD-Certified Small Businesses for this Procurement 
Subcontract #1 
Company Name:       SBSD Cert #:      
Contact Name:       SBSD Certification:     
Contact Phone:       Contact Email:      
Value % or $ (Initial Term):     Contact Address:      
Description of Work:            
 
Subcontract #2 
Company Name:       SBSD Cert #:      
Contact Name:       SBSD Certification:     
Contact Phone:       Contact Email:      
Value % or $ (Initial Term):     Contact Address:      
Description of Work:            
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ANNE DRUMMOND

NOT APPLICABLE
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X
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PAYMENT TERMS / METHOD OF PAYMENT
PLEASE NOTE: THE VENDOR MUST REFERENCE THE PURCHASE ORDER NUMBER ON ALL INVOICES SUBMITTED FOR 
PAYMENT.

Option #1- Payment to be mailed in 10 days-Mason will make payment to the vendor under 2%/10 Net 30 
payment terms. Invoices should be submitted via email to the designated Accounts Payable email address which is 
acctpay@gmu.edu.

The 10 day payment period begins the first business day after receipt of proper invoice or receipt of goods, 
whichever occurs last. A paper check will be mailed on or before the 10th day.

Option #2- To be paid in 20 days. The vendor may opt to be paid through our Virtual Payables credit card 
program. The vendor shall submit an invoice and will be paid via credit card on the 20th day from receipt of a 
valid invoice. The vendor will incur standard credit card interchange fees through their processor. All invoices 
should be sent to:

George Mason University
Accounts Payable Department
4400 University Drive, Mailstop 3C1
Fairfax, Va. 22030
Voice: 703.993.2580 | Fax: 703.993.2589
e-mail: AcctPay@gmu.edu

Option#3- Net 30 Payment Terms. Vendor will enroll in Paymode-X where all payments will be made electronically 
to the vendor’s bank account. For additional information or to sign up for electronic

At Advance 360, our invoicing practices shall adhere to the approved VASCUPP contract/agreement Section 
II. D of RFP #MW121616. We would continue in the same manner and fashion already established with 
George Mason University for our ongoing contract period.

ACKNOWLEDGEMENT
Advance 360 acknowledges Questions and Answers document and agrees to all Terms and Conditions 
stated in the RFP. 
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FRIENDS,

At Advance 360, we take our role of service seriously, in the knowledge that partnership is the greatest 
compliment and that our clients’ trust is the most valuable asset we have. As you seek a partner or 
partners for the work described for Mason’s College of Visual and Performing Arts, we are honored to be 
among those considered. 

Knowing that The College is dedicated to teaching, creating, performing, and exhibiting transformative 
experiences that influence individuals and societies, you require a partner commensurate to the 
task. Our multi-disciplined team of marketing professionals is prepared to embark at your first need. 
Working with Advance 360 also offers synergies across the Mason eco-system, as we are currently under 
contract with both Central Marketing/Creative Services and the School of Education, Volgenau School of 
Engineering, Schar School of Policy and Government, University Life and others. 

We understand the purpose of this Request for Proposal is to establish a formalized relationship with 
a full-service, multi-disciplinary branding and advertising agency capable of strength in branding and 
strategizing multi-faceted marketing initiatives that work in congress. Your strategy must weave together 
its efforts to drive returns for a diverse set of goals, while keeping the larger goals of the department 
and the University in mind. Our partnership will encompass many individual initiatives, all executed 
flawlessly and functioning in parallel to one another. This kind of relationship requires deep trust, one 
that we are grateful to share with other departments across Mason, and would be honors to build with 
the College of Visual and Performing Arts.

It is our hope that through this document we demonstrate that we have the professional team, expertise 
and experience to accomplish what you have described are your next steps. But more importantly, we 
hope that we share with you all that allows us to emerge as the obvious choice for your partner. If there 
is a chance that we have not done so, I invite you to reach out personally to me or any other member of 
our team.

Sincerely,

Anne Drummond
Director of Creative Advertising Sales
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WE’RE PART OF A GLOBAL MEDIA COMPANY

Parent Company
Advance Publications 
One World Trade Center
New York, NY 10007 
Incorporated: in New York Privately owned  
Employees (total): 12,000 

100+ Years of Client Storytelling 
180+ Years of Journalism 

Dun & Bradstreet Number
Advance Local Media LLC 097071324
Website: www.advance360.com

Advance 360 is a national, full service marketing agency which is part of Advance Local, a 
subsidiary of Advance Publications.  We are marketing strategists who deliver critical business 

insights and stellar campaigns that drive results. We add the skill that comes with experience 
and ultimately make deep and lasting connections to help clients achieve their goals.

Advance Local, one of the largest media groups in the United States, operates the leading news 
and information companies in more than 25 cities, reaching 50+ million people monthly with our 

quality, real-time journalism and community engagement. We’re part of Advance Publications, 
a diversified privately-held company that operates and invests in a broad range of media, 

communications and technology businesses globally.

COMPANY OVERVIEW

Advance 360 is a verified VASCUPP 
member in good standing.

43 business journals 
in the American City Business Journal Network

24 publications/websites 
of the Condé Nast family of products

135 Million
Unique Visitors

430 Million
Monthly Users

55 Million
Unique Visitors

16 Million
Unique Visitors

2. Qualifications and Experience
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CORE COMPETENCIES & CAPABILITIES OVERVIEW
Advance 360 is a full service agency offering:

MARKETING STRATEGY, RESEARCH &  
CAMPAIGN MANAGEMENT

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

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

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

BRANDING
•	 Stakeholder focus groups and trainings

•	 Brand research and strategy

•	 Audits to determine all impacted touch points, 
media, etc.

•	 Collaborative development

•	 Renaming consultation and facilitation

•	 Style Guides – logos, iconography, font and 
palette determinations

•	 Communication plans (internal, external)

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

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

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

SOCIAL MEDIA MARKETING 
From paid placements, sponsored posts, to earned/
organic trafficked posts. Utilizing only the channels 
that make sense for your brand + the campaign 
+ KPIs. We take the content to where your target 
audience is, with the understanding that this is an 
amplification tool, not a standalone piece. 

2. Qualifications and Experience
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SEARCH ENGINE OPTIMIZATION
We understand that SEO is not just about keywords 
or rankings. It’s about Organic traffic and all the 
solutions that work together to achieve it. SEO is 
about getting in front of the right people, and gaining 
qualified leads that turn into customers. Our SEO 
campaigns focus on getting more of the right people 
to your website, and to your business.

WEB DEVELOPMENT
•	 Discovery meeting and audits to develop a 

complete understanding of the needs of the 
user, and functional and visual requirements

•	 Custom/template sites

•	 Responsive Site Builds

•	 Custom/purchased CMS

•	 SSL/HTTPS secure connections

•	 Multiple hosting & maintenance options

•	 Content creation

•	 Reporting

SEARCH ENGINE MARKETING
No matter the size of business, we provide 
remarkable paid search services. Our process 
is simple. First, we identify your objectives and 
outline goals to build a campaign centered on 
achieving those goals. Campaigns are built and 
managed on an individual basis providing you 
a custom solution and ensuring optimization to 
produce results. Our team will report out each 
month on the performance of the account to 
ensure transparency and satisfaction.

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

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

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

•	 Perk/Incentive Programs for �Target Audiences

DATA – CONSUMER INTEREST �& INTENT
•	 Reach a relevant audience at the moment when 

they are primed to receive, remember and act 
on the message

•	 1st party data representing approximately 50% 
of the US population (through our affiliated 12 
local media group properties, 22 Condé Nast 
publications/sites and �Advance Local) 

•	 3rd party data available through our many 
technology partners

DIGITAL MEDIA
•	 Using insights forged from our �proprietary first- 

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

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

•	 Mobile Marketing & Location-based Services

2. Qualifications and Experience

TRADITIONAL MEDIA PLACEMENT & MANAGEMENT
We have staff dedicated to digital media placement. 
This includes digital display, social media, print, 
YouTube, and other placement. As with all our 
services, we monitor pacing and cost to ensure quick 
and easy optimizations to more effective media 
placements.
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Colleges and Universities can no longer rely on one 
marketing channel to reach their desired audience, 
push/pull messaging as a means-to-an-end is an 
oversimplification of goal achievement. Today’s 
higher education institutions must research their 
desired audience, and through this research, 
clarify goals. Once these goals are established, 
they should be viewed as the roadmap for 
all marketing efforts. In addition to acting as 
catalyst and medium for the institution, effective 
marketing will work as agent for the audience 
also – delivering creative and messaging that 
meets them at the right moment, on their terms. 
Mailings, phone calls, and university/college fairs 
still have their place. But truly connecting with the 
best prospects means going to the places where 
they spend most of their time.

In addition to the details of our proposal, we’ll 
share learnings gleaned through our vast 
marketing and data analysis experience. This 
knowledge has advised our recommendation, 
and deserves to be reviewed as the overarching 
understanding of the larger task at hand: student 
recruitment and retention.

2. Qualifications and Experience

D I G I TA L  E N V I R O N M E N T
Your largest audience lives in a 
state of constant connection. 
They carry multiple devices, use 
smartphones for capturing the 
events of their day and even 
pay for coffee using dedicated 
apps. It is imperative that the 
vast majority of the product 
mix crafted to influence them is 
in the digital space. This aligns 
seamlessly with our area of 
expertise.

7+ HOURS
In 2019, North Americans aged 
16-24 spend 7+ on mobile 
devices daily. During Covid-19 
stay at home orders, this figure 
increased significantly 

98% of text messages
opened compared with  
20 percent of emails

65%
of monthly Facebook 
users log on daily

31m 

US internet users
who will only go online via a 
mobile device in 2016
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QUALIFICATION AND EXPERIENCE
We understand your desire to find a partner that can execute at an exceptional level, generate support and 
collaborate with your own team to generate action driving stated outcomes. 

Our firm adjusts to the needs of each client, providing what is needed and advising on elements well beyond 
our contractual duties. In the following pages, you’ll read about comprehensive campaigns for a variety 
of clients, each requiring different things of our team to serve their stated goals. Our examples may have 
included rebranding a college as it transitioned to University status, developing marketing for new programs 
or divisions, or other public/ private partnerships. 

We believe that the scope of work and the strategy development and approvals processes of the examples 
supplied most closely mirror those of the George Mason University. Examples of strategies we have 
implemented are: 

• 	 Generated increased attendance YOY for a Cleveland Ohio Vocational School by utilizing Social & 
Display tactics. 

• 	 Led the renaming and rebranding efforts of Grace Christian University through workshopping, 
Charrettes and creative development. Executed all brand changeover activities.

• 	 Used Charrettes to meet with more than 10% of the staff of a mid-sized, regional hospital for the 
purpose of providing a brand refresh and tagline for the organization along with brand standards, 
all have been in place since 2015/2016.

• 	 Tracked 7,000 accepted applicants through their internet travels, serving College messages in ad 
and content format (wherever the audience is and on whatever device they are using) to influence 
registration numbers and increase yield from previous academic year 

• 	 Recruited increased applications and yield for college/school within a larger university environment, 
nesting this small effort within the campaign and processes of the broader brand

• 	 Attracted new students into online MBA cohort 

• 	 Generated interest from specifically targeted states, communities, or even high schools to apply and 
ultimately attend (geographic targets) 

• 	 Generated increased attendance during Men’s and Women’s sporting events, dramatically improved 
student and alumni attendance (in one instance tripling ticket sales)

• 	 Increased qualified inquiries (conversions for an online and residential certificate program), which 
outperformed any tactics deployed by the University to date, dramatically increasing the number of 
inquiries and applicants beyond any year in the history of the program 

• 	 Identified and attracted potential students to specific colleges within the larger university

• 	 Created an interactive platform that housed and displayed alumni data and developed a marketing 
strategy that increased alumni engagement across all marketing efforts

2. Qualifications and Experience
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A D V A N C E  3 6 0  H A S  W O R K E D  W I T H  A  V A R I E T Y  O F  C L I E N T S  S U C H  A S :

2. Qualifications and Experience
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PERSONNEL
2-b. Names, qualifications and experience of personnel to be assigned to work with Mason.  

c. Resumes of personnel working with Mason.

Not only will you have a dedicated team consisting of the individuals highlighted below, they are supported 
by our national Advance Local team which comprises over 600 employees, including specific teams 
dedicated to quality assurance, analysis, creative strategy and development, account management and 
fulfillment. The Advance support system adds an AdOps team of 300 in New Jersey, over 40 designers in 
Ohio and Michigan, and a Search team (Matchcraft and local) of over 50 members. 

Anne Drummond, Director of Creative Advertising Sales, is the main contact for this RFP response and 
contractual needs. She can be reached at 269-271-1200 or adrummond@advance360.com.

Jennifer Hammond, Regional Sales Manager, will serve as the main agency contact and closely with all team 
members. 

ACCOUNT TEAM

Jennifer Hammond 
Regional Sales Manager

Kate Mudgett 
Social & Content Manager

Myron Stanley 
Senior Videographer

Chris Eastway 
Web Development Manager

Anne Drummond 
Director of Creative Advertising Sales

RESOURCE TEAMS

CREATIVE QUALITY  
ASSURANCE

CONTENT & 
SOCIAL

DIGITAL WEB DEVPERFORMANCE
ANALYTICS
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KEY PERSONNEL BIOS
2-b. Names, qualifications and experience of personnel to be assigned to work with Mason.  

c. Resumes of personnel working with Mason.

Anne Drummond
Director of Creative 
Advertising Sales
17 YEARS IN THE INDUSTRY
Anne, a self-proclaimed type-A 
artist, brings to Advance 360 a 

host of marketing and public relations experience 
alongside an ability to harness the power of the 
design process for creative execution. Leading a 
team of multi-disciplined creatives to best serve 
the visual and branding needs of our clients, her 
certain sensibility for detail and urgency are key 
components in her visioning efforts.

Jennifer Hammond
Sales Manager
15 YEARS IN THE INDUSTRY
Jennifer has spent her entire 
career in sales and marketing. 
She is a driven leader that 

is passionate about cultivating top talent and 
measuring client success. Her understanding of 
campaign architecture, tangible results and key 
optimizations positions her as a thought leader 
in the digital space. She has been instrumental in 
building and executing campaigns across many 
verticals such as retail, real estate, education and 
recruitment. One of her greatest assets is her 
ability to effectively advocate on behalf of her 
client’s needs, as well as the needs of her team;  
to achieve their goals.

Chris Eastway
Web Development 
Manager
22 YEARS IN THE INDUSTRY
Over 20 years of experience 
in planning, developing and 

implementing web design, web development 
and information technology solutions. 
Chris’s experience spans both the back end 
coding ‘nerdy’ side and the front end, user 
experience side. His work approach is, “I can 
do anything, but let’s look at what actually 
makes sense for this situation.”

Myron Stanley 
Senior Video Strategist
18 YEARS IN THE INDUSTRY
Myron has been preparing 
and generating digital  
media for over 17 years.  

An experienced cinematographer and editor, 
he has worked in every aspect of digital video 
production. Myron’s video producing skills 
are bolstered by his background in motion 
graphics, animation, layout design, and 
illustration.

Kate Mudgett
Social Media & Content 
Marketing Manager
8 YEARS IN THE INDUSTRY
With a background in 
journalism, Kate Mudgett 

employs her innate curiosity and attention to 
detail to find inconsistencies in process and 
bring understanding to complex situations. Kate 
leads a team of social and content strategists 
focused on developing and implementing 
strategies tailored to help our clients reach their 
goals. Kate works with internal sales teams to 
strategize, plan and execute holistic advertising 
campaigns.
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ANNE DRUMMOND
DIRECTOR OF CREATIVE ADVERTISING SALES

PROFESSIONAL PROFILE
A professional marketing and communications professional that works best when pushing the 
envelope, I respond well to challenges, and am not afraid of change.

ACHIEVEMENTS
•	 Shepherded 1,000 student Midwest university to a new name and new brand, from Grace Bible 

College to Grace Christian University.
•	 Crafted and executed year long experience for political/private state organization to rename and 

rebrand, and rollout during Pure Michigan Governor’s Conference on Tourism. (From Michigan 
Lodging and Tourism Association to Check In Michigan.)

•	 Directed the rebranding of established West Palm Beach Resort Property that had recently 
deflagged from hotel chain. (Tideline Resort and Spa)

•	 Directed the refresh of a 70 year long festival logo/brand. (Lilac Festival, Mackinac Island)
•	 Developed from scratch the marketing division of a $75 million beer and wine distribution 

company in Kalamazoo. Rebranded the company from five known entities to one, singular 
brand. Established benchmarks for institutional marketing (web, social media, fleet, employee 
and customer events, advertising) and built, from the ground up, a point of sale team (8 staff, 
1300 custom designs/week, at 99.5% fulfillment of overnight orders). Also, established marketing 
options for distribution company suppliers, effectively making available the marketing resources 
of said company to every supplier, as a fee-based service.

•	 Created and executed beer weeks (of 40-200+ events/week) across the state of Michigan, in the 
communities of Kalamazoo, Traverse City, and Ypsilanti-Ann Arbor.

PROFESSIONAL CAREER EXPERIENCE
Advance 360 / MLive Media Group
Director of Creative Advertising Sales

2015 - Present
Responsible for all components of creative team, including design, video, web development, 
client creative and content strategy, branding, events, from strategy to fulfillment. Brand 
champion for Advance 360, Michigan’s Best and MLive Media Group. 

Imperial Beverage
Marketing and Public Relations Director

2009 - 2015
Responsible for all components of creative team, including strategy and execution of web, 
editorial, branding, public relations, events, and social media. Key organizer of and consensus 
builder among team groups for large projects such as re-brands and web builds. Organizer of 
outsourced marketing support, where needed. Responsible for brand development for current 
suppliers, including development of multi-state campaigns in radio, digital, and print.

Arts Council of Greater Kalamazoo 
Communications Director

2008 - 2009
Creation, development, and implementation of creative/graphics, editorial coverage, slogans, 
branding and design. Key organizer for each of 8 arts programs, including monthly community 
events attracting 8,000 + attendees.

2-b. Names, qualifications and experience of personnel to be assigned to work with Mason.  
c. Resumes of personnel working with Mason.
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ANNE DRUMMOND 

Millennium Restaurant Group
Director of Guest Development

2003 - 2008
Responsible for all marketing and training duties for five operating restaurant locations in 
Kalamazoo, Portage, and Coldwater. Creation and maintenance of two departments and their 
related budgets.

Ralph Brennan Restaurant Group
Director of Training and Human Resources

2001 - 2003
Responsible for all aspects of staff development, including all hourly and management positions 
located within 5 restaurants in two states. Creation and implementation of programs for 
personal and professional initiatives for 300+ employees. All Human Resources functions, from 
recruitment to COBRA, FMLA, and workman’s compensation.

INVOLVEMENTS
President, Western Michigan University Theatre Guild Board, 2016-present 
President, Junior League of Kalamazoo, 2009-2010; Member 2003-present
Secretary, Board of Directors, Michigan State Council of Junior Leagues, 2019-2021 
Honored as MLive Media Group’s designee at YWCA of Grand Rapids Tribute Event, 2015
Board Member, Fontana Chamber Arts, 2013-2016
Member, Southwest Michigan First Urban Initiatives Advisory Group, 2013-2014
Member, Governor Snyder’s Urban Initiatives Advisory Group, 2012-2013
Chair, Discover Kalamazoo Board of Directors, 2009-2010, Member 2004-2011
Chair, Community AIDS Resource and Education Services Board, 2006-2008
Graduate, Leadership Kalamazoo, 2006
Founder, Downtown Kalamazoo Restaurant Association, 2004-2008
Recipient, Top 40 Business Leaders Under 40 (Southwest Michigan Business Review), 2005

SPEAKING ENGAGEMENTS
Speaker, Creative Strategy, Independent Jewelers Organization, 2018
Brand Rollout and Opening Remarks, Pure Michigan Governors Conference on Tourism, 2018 
Speaker, Personal Branding, WMU Theatre Students Final Exam, 2014
Keynote Speaker, Tweetup Kalamazoo, 2011
Luncheon Keynote for Association of Fundraising Professionals, 2008
Lecturer for Allegan Community Foundation through Stryker Center (Kalamazoo College), 2007
Guest Speaker Medallion Management All-Staff Gathering, 2007
Guest Speaker, Loyola and Tulane University Business Colleges, 2001-2003
Guest Speaker, University of New Orleans HRT Program, 2001-2003

EDUCATION
Western Michigan University, English Literature | Creative Writing

2-b. Names, qualifications and experience of personnel to be assigned to work with Mason.  
c. Resumes of personnel working with Mason.
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JENNIFER HAMMOND
REGIONAL SALES MANAGER

PROFESSIONAL PROFILE
PROBLEM SOLVER * DIGITAL MEDIA COACH * TALENT & TEAM BUILDER
Experienced team coach with the unsurpassed ability to lead by example and inspiration. Exemplary 
knowledge in digital media, customized campaign building, campaign delivery and report analysis. Motivator 
with a positive and hands on approach that, in turn, results in cultivating top talent in the field and 
exceeding team revenue goals. 

PROFESSIONAL CAREER EXPERIENCE
Advance 360 / MLive Media Group
Regional Sales Manager- Ann Arbor, Detroit, Flint, Saginaw, Bay City

2016 - Present
Leadership role responsible for a team of Account Executives and Account Mangers that focus’ on local, 
agency and regional clients. Responsibilities include managing the crossover of digital revenue growth, 
budgeting/forecasting, reducing revenue churn, development of team business acumen and career 
pathing the team to succeed and hit their maximum potential. Highly visible leadership style that works 
in close collaboration with sales leadership, editorial leadership and corporate leadership to foster a 
positive environment that attracts and retains top talent in the industry.

Senior Sales Consultant
2012-2013
Successful coach and leader for the AnnArbor.com team which consists of 8 account executives ($1M+ 
revenue). Responsibilities include team digital revenue growth in the field of digital media sales, product 
knowledge and client retention best practices. Upon the launch of the MLive Media Group, was assigned 
responsibility to coach and transition Jackson Citizen Patriot account executives in all new media 
products that include SEM, SEO, SMO, Mobile Solutions, Audience Targeting and B2B prospecting skills. 

Account Executive
2011-2012
Grow account base in B2C, B2B and agency clients to exceed revenue goals. Consistently maintained 
positive client relationships through customized digital campaigns that exceeded expectations. 
Mastered the sales process of prospecting, appointment setting, conducting a needs analysis, proposal 
development and delivery, closing the sale, campaign analysis. 

2-b. Names, qualifications and experience of personnel to be assigned to work with Mason.  
c. Resumes of personnel working with Mason.
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JENNIFER HAMMOND

COX Automotive | Autotrader.com, KBB, Haystack
Advertising Consultant- Great Lakes Region

2014- 2016
Responsible for growing business with both active and prospect accounts in Metro Detroit. Working with 
independent and franchised auto dealers, providing consultative recommendations to assist dealers in 
connecting with buyers via our media properties AutoTrader.com and KBB.com.

 
DIGITAL FIRST MEDIA/Ad Taxi Networks 
Regional Sales Manager- Sr. Account Executive and Washtenaw Teams 

2013-2014
Leadership role for the New Business Development team of Account Executives that focus’ on local, 
agency, regional and national clients. Responsibilities include managing the cross-over of digital revenue 
growth, to surpass print revenue decline, budgeting and forecasting, development of team acumen and 
training core team of newspaper account executives in digital capabilities. Google Premier certified.

EDUCATION 
Eastern Michigan University
Marketing and Communication

2-b. Names, qualifications and experience of personnel to be assigned to work with Mason.  
c. Resumes of personnel working with Mason.
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CHRIS EASTWAY
WEB DEVELOPMENT MANAGER

Specialties: Google AdWords Certified. Programming/Scripting: PHP OOP/Procedural, Java, MySQL, 
HTML5, CSS3, Responsive Design, JQuery/JavaScript, AJAX, XML, OAuth 2.0, VBA. Data Management 
Skills: Data Analysis, Data Migration, Data Synchronization, and Data Integrity Checks. Third-party 
Tools/Software: Google Analytics, Google AdWords, Google Tag Manager, Google Maps API, Google 
Calendar API, X-Cart, Magento. Payment Gateways: PayPal, Authorize.net, Intuit, WonderPay, 
FirstData. Operating Systems: Linux, Mac OS, Windows. Software Integration: Worked with various 
third-party API’s and plugins related to mapping, MS Excel interaction, PDF creation, image 
manipulation, XML interaction, WYSIWYG editors, payment processors, various database interaction, 
and social media interaction. Hardware/System Engineering: Engineered corporate VoIP phone 
system, installation & configuration of all system/network hardware.

PROFESSIONAL CAREER EXPERIENCE
Advance 360 / MLive Media Group
Web Development Manager

February 2016 - Present
Marketing Research:
•	 Responsible for developing interactive reporting mechanisms that allow for extremely 

flexible and meaningful analysis of datasets from multiple data sources.
•	 Developed a means to incorporate subsets of these various datasets with existing workflows 

and processes.
Solution Development:
•	 Designed, developed, and maintain, using PHP, MySQL, JQuery, AJAX, HTML5, and CSS3:
•	 Developed internal web applications to streamline and improve upon existing internal 

procedures and functions.
Client Application Development:
•	 Worked with clients to develop strategic plans for meeting their online/digital needs.
•	 Integrate client websites with various platforms via API, WebService or direct integration.
•	 Build and support client web applications.

Cadillac News
Information Systems Leader

January 2003 - March 2016

Solution Development:
•	 Designed, developed, and maintain, using PHP, MySQL, JQuery, AJAX, HTML5, and CSS3:

o	 Over 250 internal web applications ranging from cash flow management to plate usage 
reporting.

o	 A circulation system for all aspects of subscription management, production reporting 
and interactive user reporting features. 

o	 An editorial system with WYSIWYG editor with built in spelling and grammar check, auto 
version save with recovery, and has direct integration with newspaper website and other 
digital products.

2-b. Names, qualifications and experience of personnel to be assigned to work with Mason.  
c. Resumes of personnel working with Mason.
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CHRIS EASTWAY

o	 A Real Estate Platform that interacted directly with a third-party RETS system. Features include 
polling and syncing of RETS data including both text and images. Management features include 
end user monitoring/interaction. End user features include advanced search options and 
mapping.

•	 System/Server Backup
o	 Developed and deployed a recursive backup system for all corporate MySQL Database Servers. 
o	 Established and maintain redundant corporate backup info structure and process 

Technical Support:
•	 Ensured optimal performance of business networks, workstations, servers, Internet sites, user 

applications, and databases.
•	 Provide support in resolving corporate computer, printer and network problems. Responsible for 

troubleshooting all technical issues that were beyond the scope of individual users.
•	 Performed all software installs and minor hardware repairs and upgrades. 
•	 Reengineered the corporate network resulting in additional capacity. 
•	 Performed installation and configuration, including cabling, setup, security and testing.
•	 Configured corporate routers and managed switches.
•	 Setup and Manage corporate servers. Servers include file share, MySQL Database, Asterisk phone 

server, Apache intranet webserver, and external facing webserver.
Client Application Development:
•	 Worked with clients to develop strategic plans for meeting their online/digital needs.
•	 Sold, built and support client web applications and over 70+ client websites.
System Training:
•	 Trained and supported internal and external users on the various systems that were built on their 

behalf.

Accounting Technician 
December 1998 - December 2002

United States Air Force
Accounts Control Technician

October 1997 - July 1998

Cashiers Cage Technician 
January 1997 - September 1997

Accounts Payable Technician
December 1994 - July 1998

EDUCATION

Baker College of Cadillac 
Business Management with minor in Computer Information Systems
Summa Cum Laude (3.92)

2-b. Names, qualifications and experience of personnel to be assigned to work with Mason.  
c. Resumes of personnel working with Mason.



| 22

KATE MUDGETT
CONTENT & SOCIAL MARKETING MANAGER

Specialties: Project Management; leadership and team development; social media marketing; content 
marketing; customer service and communications; event planning; process implementation and 
improvement; marketing copywriting and copy editing; photography; publication design; sweepstakes and 
contest execution; web design; media campaign management. Special skills in Adobe Creative Suite, AP Style 
Guide, Basic HTML, WordPress, Google Analytics, and Microsoft Office Suite.

PROFESSIONAL CAREER EXPERIENCE

Advance 360 / MLive Media Group
Content & Social Marketing Manager

February 2016 - Present 
Managing cross-departmental projects, providing the executive leadership team with progress updates 
and insights into processes to create efficiencies. Projects include working with internal departments 
and external vendors.
•	 Managing the expansion of our subscriber program, including managing project progress with 

outside vendors. 
•	 Working with internal sales teams to strategize, plan and execute print, broadcast, and digital 

advertising campaigns for clients

Marketing Analyst 
February 2014 - January 2016
Responsible for showing up every day to achieve the impossible, armed with duct tape and a smile, 
literally. 
•	 Managing a subscriber membership program, including creating all promotional efforts,
•	 Leading summer interns to develop experience in a range of marketing functions including social 

media strategies, event planning and execution, office etiquette 

HARLO Products
Marketing Specialist 

June 2013 - February 2014
Designed and implemented a rebranding strategy. Designed and managed new website. Created a 
social media presence and user-engagement strategy. Compiled market share research and visual data 
reports.

Author Sally Hultstrand
eBook Publication Assistant Editor

May 2012 - June 2012
Assisted in the publication of a full-length e-book. Edited text for publication on multiple e-reader 
devices, including Kindle, iBooks and Nook, following the Smashwords Style Book. Worked with author 
to choose images, cover art, and book format.

2-b. Names, qualifications and experience of personnel to be assigned to work with Mason.  
c. Resumes of personnel working with Mason.
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KATE MUDGETT

Department of Residence Life | Michigan State University
Publication and Communications Intern 

January - May 2012
Designed, developed and published a weekly newsletter for residents of Owen Graduate Hall. Created 
and edited content, including visuals. Developed and managed a social media presence for Owen Hall 
focused on connecting staff members with residents and promoting campus events.

ING Magazine
Magazine Spread Layout Designer

August 2011 - May 2012
Designed page layouts for a monthly publication aimed at Michigan State students. Created graphics 
and images, and worked with publication photographers.

Michigan State University School of Journalism | Spartan Online Newsroom
Education Reporter August 

May - December 2011
Reported on the Lansing School District, focusing on Board of Education meetings. Maintained a weekly 
blog. Created visual elements for every story. Filed Freedom of Information Act requests.

Lansing Star Online
Reporter and Designer January 

Reported on the Lansing area, focusing on local and state politics. Maintained a weekly blog. Created 
visual elements for every story. Filed several Freedom of Information Act requests. Designed and 
maintained website and publication’s social media presence. Created and implemented new publication 
logo/ branding strategies.

EDUCATION

Michigan State University
Bachelor’s of Arts, Journalism

Visual Communications Concentration 
Mass Media in the United Kingdom, Study Abroad

2-b. Names, qualifications and experience of personnel to be assigned to work with Mason.  
c. Resumes of personnel working with Mason.
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MYRON STANLEY
SENIOR CREATIVE STRATEGIST AND VIDEOGRAPHER 

Specialties: Flash, User Experience Design, Illustration, Photography, Web Development and Design, 
Video Editing, Video Production, Motion Graphics, All Things Video, Multimedia, Adobe Creative Suite, 
Storyboarding, Comic Book and Cinema Expert, Social Media Design, Logo Design, Publication Design, and 
Digital Marketing.

PROFESSIONAL CAREER EXPERIENCE

Advance 360 / MLive Media Group
Senior Creative Strategist and Videographer 

January 2014 - Present
Digital video production including cinematography, editing, motion graphics, and digital effects. Creative 
consultant detailing best video practices, visual trends, and effective display strategies. Audio and video 
media preparation for integration into mobile applications, Internet campaigns, television and other 
media.

Maestro 
Interactive Designer and Multimedia Specialist

January 2011 - August 2013 
Developed interactive and video projects for companies including Bard, Dannon, DePuy, Facebook, 
Hillrom, and Stryker. Video postproduction, motion graphics, and digital effects editing. Animated and 
programmed Flash based e-Learning tools and modules for the web. Edited video and sound files for 
integration into mobile applications, online applications, and DVD promotional materials. 

Structure Interactive 
Interactive Designer | Developer and Multimedia Specialist

May 2000 - March 2008
Developed interactive and multimedia projects for companies including Amway, Dow Chemical, Delphi, 
Ford, Johnson Controls, Lilly, Meijer, Steelcase, and Whirlpool. Designed, animated, and programmed 
Flash based applications for CDs and the web. Produced video projects and integrated them into kiosks, 
websites, CD applications, DVD promotional materials, and interactive presentations. Developed, 
designed, and populated websites. Designed layouts and interfaces for CD and web applications. 
Created animated promotional materials.

WCET-TV 
Production Assistant

October 1996 - December 1999
Hand held and studio camera operator. Designed logos, signs, and other materials to promote WCET-
TV. Directed and produced short animations for program introductions. Edited talk shows and other 
programs to be aired.

EDUCATION

Grand Valley State University
Film and Video, emphasis on Animation

2-b. Names, qualifications and experience of personnel to be assigned to work with Mason.  
c. Resumes of personnel working with Mason.
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3	METHODOLOGY  
 & APPROACH
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CREATIVE DESIGN
We prefer to develop more artifacts than necessary to achieve 
the goal, and allow audience interaction to tell us which are most 
engaging to them. Using this method, we allow our technology 
to optimize in real time, and our team engagement (individual 
review, group review, and account team working in congress to 
analyze and advise) to drive changes or tweaks to a campaign 
over time. This process eliminates marketing waste very quickly, 
and dramatically improves what we know of your audience in the 
first 30 days of any campaign or effort. 

CREATIVE STRATEGY & APPROACH 
We function at the discretion of and as an extension of our 
client’s team, and strive for visibility and inclusion at all levels. 
In no area is this more important than in the development and 
execution of creative needs. We will work as directed by our 
collaboration, with the understanding that the goal is to make 
you successful. 

You’ve asked specifically for our approach to providing the 
requested services and what, when and how services will be 
performed.  Our approach will always be collaborative. We’ll 
discuss with our key contacts, those projects that require “always 
on” status. These might be digital advertising campaigns, ongoing 
communications, or other evergreen efforts. These materials 
will be developed and set to perform in an ongoing fashion, with 
reviews and approvals at stated intervals. In addition, you’ll have 
emergent needs, calling for “one-off” projects. Videos, web design 
or redesign, or new program messaging might be examples 
of these. Each of these projects is quoted individually and 
appropriate timelines generated for each. While we may expand 
the team members working with CVPA for these shorter term 
projects, your key contacts will remain the same, as well as lead 
designers. In this way, we bring required parties together around 
a project requiring many voices, but keep those with which your 
team connects, a trusted few.  (We have a deep bench, and will 
call upon it based upon your needs as they emerge.)

YOUR CREATIVE TEAM 
A combination of creative leadership/art direction and a Lead 
Designer perform discovery and strategy. Together, these two 
individuals develop a formalized/ specific creative plan. Specific 
creative is developed for client review and approval. Once 
achieved, this body of work is transitioned to our fulfillment 
team, to build a single designed unit into needed ad sizes. Using 
this model, cerebral artists charged with developing your designs 
are closest to your business, and those building at scale can work 
behind the scenes. 

CREATIVE CAPABILITIES
RENAMING
BRANDING
WEBSITE CREATIVE
DISPLAY (DIGITAL AND PRINT)

VIDEO
PODCAST
RADIO ADVERTISING
PHOTOGRAPHY
INFOGRAPHICS
RRM
SOCIAL ADS AND POSTS
COLLATERAL (BROCHURES, 
FLYERS, POSTERS, ETC.)

OOH CREATIVE
PRESENTATIONS (PPT, ETC.)

EVENT / SIGNAGE CREATIVE 
BILLBOARDS
CAR WRAPS

3. Specific Plan (Methodology): A. Creative Design
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WEB DESIGN & PRODUCTION
We have partnered with companies across various industries to produce websites focused on usability, 
user experience and ultimately conversion. In the past 12 months alone, we have launched 50+ websites 
ranging from simple B2C brochure-ware sites to enterprise-wide ecommerce and content hubs – and 
everything in between. Our team brings, on average, 10+ years of experience in website design, redesign 
and development – including software and application development. We strive to be technology agnostic, 
focusing on industry leading platforms and leveraging the technologies that will most efficiently and 
effectively meet the needs of our customers. We are experts in the CMS and ecommerce space, working 
intimately with leading platforms such as WordPress. 

3. Specific Plan (Methodology): B. Web Design and Production

advance local portfolio
portfolio.advancelocal.com
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COPYWRITING, PROOFREADING, AND COPYEDITING
The content team at Advance 360 that generates our clients’ content and written material, provides 
web content, editorial, sponsor content, whitepapers, advertising scripts and guides, and much more. 
Each member of this team was born of our well-established journalism staff, eventually navigating our 
organization to create the written word for our clients rather than our newspapers or publisher sites. They 
are extremely equipped to pen, proof or revise technical, advertising, or “friendly” narrative for our clients of 
all types, and have been tasked with this for numerous clients in the past. The content plan will be derived 
of the goals and identified needs from the Mason team.

Part of an effective marketing strategy involves amplifying your position as a leader in your industry. An 
effective content marketing strategy can engage your customers in a way that informs them and leaves 
them wanting more. Across various touchpoints, we’ll create insightful, interesting and relevant content with 
the aim of building brand visibility, credibility, loyalty and and creating a platform to fuel your social media 
strategies

In any campaign, providing the right balance of content through mix of media (reduces boredom, enhances 
responsiveness) and the right ratio of give versus ask is crucial. During uncertain times like these, even 
more so. Not everything is about a call- to-action. Brands that offer relevant information or something 
entertaining will garner the most interaction. Tell your story. Share positivity messaging, and how you are 
helping people. Tell the world how your business has changed. Our content strategy embodies personal 
connection, while also positioning your brand as the industry expert and as the appropriate click in a search 
query through SEO.

As with Creative development, our approach will always be collaborative. We’ll discuss with your key 
contacts, those projects that require regularly paced content development, such as blogs, communications, 
or other. These materials will be developed in an ongoing fashion, with the same team and execution 
manner each time. You’ll also have emergent needs, calling for “one-off” projects. Scripts, web design 
or redesign, or new program messaging might be examples of these. Each of these projects is quoted 
individually and appropriate timelines generated for each. While we may expand the team members 
working with CVPA for these shorter term projects, your key contacts will remain the same. In this way,  
we bring required parties together around a project requiring many voices, but keep those with which your 
team connects, a trusted few.  

3. Specific Plan (Methodology): C. Copywriting, Proofreading and Copyediting
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VIDEOGRAPHY AND MOTION GRAPHICS / ANIMATION
There are many pieces of the creative that tell your story but few are more visceral than video. When done 
properly, viewers can visualize themselves as the hero of the story, and Advance 360 has the ability to 
position the CPA audience in just that way. Online video offers allows you to be highly targeted and connect 
directly with your audience through engaging video content across mobile devices, tablets and PC’s. Geo 
and audience targeting ensures we are reaching the right people at the right time. Perhaps the best part: 
delivery and performance metrics are fully trackable allowing you to tie your media spend to an ROI. Our 
in-house team includes a staff of videographers with experience in all aspects of video – from ideation and 
consultation, to production, animations and editing. 

When developing video plans, we have a few options. We can send a team of professionals (from our home 
base in Michigan) to capture all the needed footage, produce and deliver the assets. We can work with local 
firms (or your own team) to receive footage which we produce and deliver. Or, Mason can supply all artifacts 
and we will work within the confines of what has been provided. Each of these brings a different investment 
level, but the quality of our work is consistent. We also have an experienced animator that can serve your 
video needs. What your organization requires, we are capable of providing.

We do not host closed set videography, high-speed vehicle footage, or supply actors for your films.

As with Creative development, our approach will always be collaborative. We typically treat video as “one-
off” projects. Social media asset development, experiential videos, how-to videos, or “steps in a process” 
videos, all would be quoted individually and appropriate timelines generated for each. While we may 
expand the team members working with CVPA for these shorter term projects, your key contacts will remain 
the same. In this way, we bring required parties together around a project requiring many voices, but keep 
those with which your team connects, a trusted few.  

		  BEST OF COLLECTION								        EDUCATION COLLECTION
		  https://vimeo.com/album/5298986					     https://vimeo.com/showcase/5298974

3. Specific Plan (Methodology): D. Videography and Motion Graphics / Animation
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3. Specific Plan (Methodology): D. Graphic Design for The College of Visual & Performing Arts

GRAPHIC DESIGN FOR THE COLLEGE OF VISUAL & PERFORMING ARTS (CVPA) 
As you can see from our work examples, we have produced materials for numerous institutions of higher 
education, some of which represent institutions of Fine Arts. Further, we have worked with the nation’s 
largest public art installation, ArtPrize, who has called on us to provide digital marketing before and during 
their event. Our creative, graphic design and video services have been far reaching, crossing genres and 
industries. And the key contact for this RFP, Anne Drummond, has served as the Chair of the Western 
Michigan University Theatre Guild Board of Directors for the last 4 years (serving as a member since 2012), 
and has led the communications and marketing strategy for a Community Arts Council. (She has also been 
instrumental to other work Advance 360 has provided for Mason.) We share these items to offer additional 
context for your line of questions as it pertains to our work history and understanding of the arts and 
nonprofit sectors.
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3. Specific Plan (Methodology): D. Graphic Design for The College of Visual & Performing Arts
5. Ability to prepare and adhere to budgets and production schedules. Provide an example of a production

schedule for projects similar to one or more of those listed above.

PRODUCTION SCHEDULE EXAMPLE:
					   

Mason University Life; Annual Report Publication Timeline

November Notes Responsible
11/19/20 Scheduled All Kickoff Call with All Parties, Initiate Project

Define Long Feature Articles, up to 2 interviewees per, plus resource materials
Define Short Feature Articles, up to 1 interviewee per, plus resource materials
Determine Student Profiles, length, scope
Determine / Outline Additional Content supplied by University Life. Is editing required, etc.

IMMEDIATE CONCERN University Life All Interviewees and Contact Information for Each Supplied to Content Team
Note that interviewees must be responsive and cooperative in order to hit our deadline

December
12/4/20 MEETING Printer Project Specifications Determined by Printer and UL, Meeting occurs between UL , printer and A360
12/7/20 4PM MEETING A360 Design Preliminary Design Elements Presented to UL for review and Commentary. (Mood-Boards "ish")
12/9/20 University Life Remaining Design Comments emailed/shared with Design Team

12/11/20 A360 Content All written content is returned to UL for Review

12/18/20 10AM TENT CONCERN! University Life All edits/revisions are returned to Advance 360, along with all remaining content and detailed outline 
We perceive that this tight turnaround is too aggressive for your internal team, and this may represent the place where the project skews off-track.
We can supply suggestions to keep the project moving over this week and hit deadlines, but this is reliant on your internal review processes.

12/18/20 A360 Internal All content moves to design (Delays at this point will not be 1:1, due to the winter holiday)

January
1/12/21 12N MEETING A360 Design Designed Material Shared with UL Team
1/18/21 12N MEETING A360 Design First Round of Design Edits Returned to Design Team
1/22/21 A360 Design Edits Returned to UL for Review
1/27/21 A360 Design Final Edits Returned to A360 Design by UL
1/29/21 A360 Design Final "Tweaks" Made and Final Draft Returned to UL

February
2/2/21 A360 Design Materials packed and sent to Printer

UNIVERSITY LIFE 
Project Outline, Revised 11/19/20 
To be used for email acceptance of terms prior to contract development 
 
DEFINED NEED: 
University Life is in need of design for a print piece, to represent a “year in review” for the 
division. Approaching this design to combine an “annual report” style presentation, blended 
with the Mason brand and past design projects such as the recruitment/lead pieces, it is an 
expected 20 pages. The team desires this piece to be designed for use in print and digital. 
 
ASSUMED: The division will supply their own finished and approved content for design, along 
with source materials where necessary, statistically relevant information, and a 
narrative/footnoted document that describes preferred design or layout notes. (For instance, 
“we’d like a pull quote including the following” or “these statistics should be illustrated, should 
space allow”.)  
 
Additionally, our Content Team will develop materials indicated/outlined below. All will be 
drafted in accordance with a timeline agreed upon/discussed on November 19, 2020. 
 
This quote also assumes that during the editing phase, revisions are aggregated among all 
proofing parties and delivered at once. 
 
THIS QUOTE INCLUDES:  
Design and layout of content, the sourcing of photographs (or guidance on pre-selected photos 
from the division) and a print-ready file plus digital pdf. 
Regular meeting or progress reports (by email or in person) describing the distance to 
completion. 
 
THIS QUOTE DOES NOT INCLUDE: ADA compliant pdf for use in digital 
 
INVESTMENT REQUIREMENTS 
20 pages designed  $11,500  Custom Creative Services 
Article Content As Follows $5,750   Sponsor Content 

Feature Article on Racial Justice, Truth, Healing and Racial Healing Campus Center  
Feature Article on the University’s COVID-19 Response 
Short Feature on Career Services 
Short Feature on Mason Care Network 
5 Student Profiles, spread among these articles (Career Services Student Profile Already 
Exists, that is not counted among those needed.) 

Total Investment  $16,500 
Should additional copywriting or editing be required, or if you’d like our team to provide editing services beyond the scope of that listed above, 
we can provide this by the hour ($150) or by the page ($300), whichever is less or preferred. The Investment above does not include any fee for 
this service. 
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4	CREATIVE 
 SAMPLES
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4. Creative Samples: Provide samples for all sections of the Statement of Needs for which you are submitting 
a proposal. If responding to letter E (Graphic Design for CVPA), samples should be similar to those materials 

referenced in that section.

A     	CREATIVE DESIGN 			    
	SAMPLES
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Through our work with multiple departments of George Mason University, we have achieved a deep 
understanding of your organizational brand. Note we are also under contract to prepare the 20 page Annual 

Report Catalog for the University Life at Mason.

SIX MULTI-PANEL BROCHURES WITH CUSTOM FLAP FOR FRESHMAN AND INTERNATIONAL STUDENTS

Paying for 
 college

Eligibility and  
Important Dates  

Federal  
Work Study

Mason’s tuition and room and board rates 
are under the state average for four-year 

schools, an unexpected benefit when 
coupled with our status as the largest 
public research institution in Virginia.  

Students who invest in their future at 
Mason become part of one of the  

Top 50 public colleges in the nation and 
study with world-renowned faculty who 

lead the way in their respective fields. 
Mason’s campus offers the best of a large 
university atmosphere – 22 NCAA Division 

I teams, 500+ student groups, and daily 
activities and events – yet carries the 
feeling of a small school where every 

student can make a difference. 

Flexible part-time jobs, either 
on Mason’s campus or with 
university partners, can help 
with the expense of college 
and build experience that 
aligns with your future career 
goals. Need-based aid is made 
available to students who have 
submitted the required FAFSA 
form. Students must apply and 
interview for positions that are 
part of the work study program. 
Jobs are limited and should be 
sought as early as possible.  

Earning potential varies, and 
work is capped at 20 hours 
per week while classes are in 
session, and 29 hours during 
breaks. Students can use 
paychecks for tuition, fees, 
room and board or day-to-day 
living expenses.   

Students must complete the FAFSA form each year 
they attend Mason. Tuition assistance can vary year-
to-year and there are deadlines for submitting the 
required documents.  

The more you learn, the more you earn. 
Based on data from the U.S. Bureau of 
Labor Statistics*, college graduates earn 
$26,000 more per year than high school 
graduates. That’s almost $780,000 over a 
30-year career. Higher education carries 
lifelong benefits.   

The data also shows Mason graduates earn 
a starting salary higher than the average 
of their counterparts at any other Virginia 
public university. Plus, 84 percent of Mason 
graduates start working in positions directly 
related to their career goals.  

Attending Mason is about common 
sense as much as it is common cents.

Invest in 
your future

*Stat Source:  http://relations.gmu.edu/wp-content/uploads/2018/12/18-384_StateGovtKeyFacts_2.pdf
*U.S. Bureau of Labor Statics Stat: https://www.bls.gov/opub/ted/2017/high-school-graduates-who-work-full-time-had-median-
weekly-earnings-of-718-in-second-quarter.htm 

Mason provides students a clear path to 
success with innovative programs like 
ADVANCE, which is dedicated to helping 
Northern Virginia Community College 
(NOVA) students achieve a Mason degree 
in four years. This bold initiative connects 
students with Mason’s admissions, finan-
cial aid and student success advisors to 
streamline their journey through college 
to career.   

STUDENT-TO 
- FACULTY  

RATIO 

16:1

TIER

1
RESEARCH 
UNIVERSITY 

VOLGENAU SCHOOL 
OF ENGINEERING  

RANKED

#6
FOR HIGH ROI 

A MASON 
EDUCATION ADDS

20%
TO MID-CAREER  

SALARIES*

2
DEGREES

IN FOUR YEARS

7,000
STUDENTS BY 2030

100
STREAMLINED 

 PATHWAYS

OVER 

J A N U A RY
15

FRESHMAN 
FAFSA DEADLINE

M A R C H
1

TRANSFER 
FAFSA DEADLINE

ADVANCE

2019-20 TUITION AND FEES:

In-State Tuition $12,564/year

Housing  
(Traditional Double)

Dining  
(Independence Plan)

$7,105/year

$4,400/year

INVEST IN  YOURSELFINVEST IN  YOURSELFTuition assistance is available through a wide array of local, state and 
national awards that reduce the cost of attendance. The general rule is 
to apply early and seek as many scholarships as possible. The Mason 
Admissions and Financial Aid Offices maintain a list of specific resources 
our students can access to pay for college.  

Outside Scholarships

Grants
Mason participates in multiple need-based federal and state-funded 
grant programs that can assist first-year and transfer students. 
Grants are based in part on academic achievement and expected 
family contributions. They do not have be repaid and often come with 
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program. Students who apply by the November 1st deadline are 
automatically considered for 
these awards. Application 
information will be distributed 
to continuing Mason students 
each year.
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Welcome  
to Mason

As Virginia’s largest public research 
university, George Mason University 

provides a college experience like no 
other. Mason offers over 200 degrees, 

and numerous minors and  
certificate programs to customize 

your education and meet your 
career and personal goals. Mason 

is one of only 115 schools in the 
country to hold the coveted R1 

Research University status given by 
Carnegie. Mason is at the forefront 

in emerging fields and is committed 
to a transformational learning 

experience that helps students grow 
as individuals, scholars, 

 and professionals. 
YOU BELONG  AT MASON

16:1
STUDENT-TO- 

FACULTY RATIO

Mason Honors College
Mason’s Honors College provides talented 
students with unique academic and social 
environments that enhance the college 
experience. Selected from the most 
outstanding students invited to the Honors 
College, University Scholars are awarded 
scholarships covering the full cost of tuition 
over four years.   honorscollege.gmu.edu 

Mason’s 10 colleges and schools provide the opportunity to craft 
your own course of study. Whether you’re passionate about a 
certain subject or want to explore your options, we’ll provide the 
advice and guidance to find the best fit.  

• Arts, Media & Communication
• Business, Economics & Entrepreneurship
• Computing
• Education & Social Service
• Engineering, Technology & Design
• Environment, Sustainability & Social Action
• Government, Policy & International Affairs
• Health, Medicine & Well-being
• People, Culture & Behavior
• Science & Math

MASON PROGRAMS

Find Your Program at  
gmu.edu/academics 

Mason’s beautiful 670-acre 
residential main campus in Fairfax, 
Virginia is just 15 miles outside of 

Washington, D.C. 

Our Virginia campuses in Arlington 
and Manassas, and overseas in 
Songdo, South Korea, provide 

expanded access to educational 
opportunities for Mason students 
and others in our communities.

Mason is also home to the 
Smithsonian-Mason School of 

Conservation, a site that provides 
experiential education opportunities 

for students building careers in 
global conservation. 

CAMPUS

ONLINE
Mason Online allows students to 
take the same classes offered on 

campus in an online format while at 
home, stationed abroad,  

or traveling. 

CLASSROOMS
Mason’s innovative spirit and 

reputation for excellence have 
attracted a faculty of the brightest 
minds, including Nobel Laureates, 

Pulitzer Prize winners, and  
Fulbright Scholars.  

FRESHMAN APPLICATION 
DEADLINES:
Non-Binding Early Action Deadline*:  
November 1

Honors College & University Scholars Con-
sideration*:  
November 1

Regular Decision Deadline:  
January 15

Mason Financial Aid Deadline:  
January 15

Priority Application Deadline  
(for spring semester):  
October 1

*All freshman applicants who apply to Mason by 11:59 
pm EST on November 1 will automatically be considered 
for merit-based scholarships, and our non-binding, Early 
Action decision.

Find other important deadlines at:
admissions.gmu.edu 

• Cumulative high school grade point average 
(GPA) in a rigorous curriculum

• Unofficial SAT or ACT scores, or score 
optional consideration

• Secondary School Report and counselor 
recommendation letters

• Extracurricular activities and community 
service participation

• Personal Statement, optional but strongly 
encouraged

FRESHMAN ADMISSIONS REQUIREMENTS

ACT 23 - 29

SAT 1100 – 1220 

GPA 3.3 – 3.9 weighted

The following factors are evaluated in the 
decision process:
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7George Mason University/ Fairfax Campus
4400 University Drive, Fairfax, VA 22030

Science and Technology Campus
10900 University Blvd, Manassas, VA 20110

Mason in Loudoun/ Signal Hill
21335 Signal Hill Plaza, Suite 130, Sterling, VA 20164

Point of View
7301 Old Spring Dr, Lorton, VA 22079

Potomac Science Center
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Arlington Campus
3351 Fairfax Drive, Arlington, VA 22201
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CAMPUS LOCATIONS

Major: Management, Honors College
Minor: Business Analytics & International Business
Hometown: Lynchburg, VA
About: Through her involvement in Future Business Leaders 
of America- Phi Beta Lambda and International Friendship 
Connection, Tiffany found a way to pair classroom learning with 
application to her chosen career path. 

I wanted to attend a 
university that was 
completely different from 
small town America. I 
wanted the opportunity to 
live near DC and learn from 
different cultures.

ADVICE:
Get involved on campus and 
take advantage of the close 
proximity to D.C.

TIFFANY DAWSON
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Major: BFA in Art & Visual Technology, emphasis in Graphic Design
Hometown: Carneys Point, NJ
About: As an out-of-state student, Chris took advantage of Mason 
student organizations to acclimate to life in Northern Virginia. 
Through his involvement in Mason’s AIGA Design Chapter, Student 
Media’s Volition magazine, and The National Society of Collegiate 
Scholars, Chris built connections with other students interested in 
design and expanded his skills outside of the classroom. 

My professors are all 
practicing the subject they 
teach, which helps them give 
us real-world challenges 
when learning new content.”

ADVICE: Think about what 
you want your future to look 
like. Search for a university 
that has a lot of diversity 
with a location to explore.

CHRIS MAXWELL

”

“LOW RES

Major: Civil and Infrastructure Engineering
Hometown: Fairfax Station, VA
About: Gabe has a passion for both music and engineering. In 
addition to being a drummer in Mason’s nationally recognized pep 
band, the Green Machine, he is also conducting research through 
Mason’s Office of Student Scholarship, Creative Activities, and 
Research (OSCAR) on the feasibility of using acoustic data signals 
to monitor industrial equipment. 

Music and engineering are 
not usually related in people’s 
minds. Even I used to keep 
my hobby separate from 
school. But the research 
instrumentation ended up being 
so similar to the recording gear 
I was used to, and I had already 
unknowingly studied a lot of 
methodology such as signal 
processing through my hobby.

GABE EARLE 

”

“
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? Return on Investment

A Brookings Institution analysis found that in 
a comparison of mid-career salaries, a 

Mason education added

to the value 
of a degree20% MASON GRADUATES 

ANNUALLY EARN

TOP

OF INSTITUTIONS 
NATIONWIDE

4%

THAN WAS 
PREDICTED 

BASED ON THEIR 
ACADEMIC AND 
DEMOGRAPHIC 

CHARACTERISTICS 
UPON ADMISSION, 

PLACING MASON 
IN THE

$7,200 
MORE

In 2015, the Economist 
evaluated an array of 

factors to measure 
the “value-added” to 

degrees from institutions 
across the country.

The Volgenau School of Engineering 
is ranked #6 among High ROI 

Colleges for Engineering Majors in 
Affordable Colleges Online

FOR HIGH ROI 
#6

Mason’s English and History degree 
programs are ranked #1 in the 

country for earnings potential by 
PayScale.com

FOR EARNINGS  
POTENTIAL 

#1
PROGRAM SPECIFIC:

Mason has an active alumni 
network, with 187,000 Mason 
graduates worldwide and 63 

percent of Mason alumni living in 
the Washington, D.C., area. 

ALUMNI
Mason continues to expand our 

Arlington campus and will launch 
our new School of Computing to 
support the newest location of 

Amazon’s headquarters. 

AMAZON HQ2

RESEARCH
Mason is among the  

115 universities in the United 
States designated as a 

Carnegie Research-1 (R-1) 
institution. Mason faculty, staff, 
students, and alumni research 

serves as a driving force for 
innovation, prosperity 
and well-being in the 

Commonwealth and beyond. 

Earning Potential:

The School of Business at  
George Mason University 
is accredited by AACSB 

International—the Association to 
Advance Collegiate Schools of 

Business (AACSB). The School of 
Business is among only 25 percent 

of AACSB-accredited business 
schools worldwide accredited in 
both business and accounting.

#1HIGHEST 
STARTING 
SALARY

MASON GRADS EARN THE #1 HIGHEST AVERAGE 
STARTING SALARY FOR PUBLIC UNIVERSITY 
GRADUATES IN VIRGINIA, ACCORDING TO THE STATE 
COUNCIL OF HIGHER EDUCATION FOR VIRGINIA.

Graduating with a job:

OF OUR GRADUATES ACHIEVE 
POSITIVE CAREER OUTCOMES 
WITHIN SIX MONTHS OF 
GRADUATION

COMPANIES VISIT CAMPUS FOR 
HIRING EVENTS TO RECRUIT OUR 
STUDENTS AND GRADUATES600

81%

MORE THAN

Your campus 
experience

We are one of the most diverse universities 
in the country. Our diversity has defined and 

shaped our culture, from how we educate 
our students, to our sense of responsibility 
in our communities, and in the world as a 
whole. Our students represent all races, 
ethnicities, nationalities, religions, sexual 

orientations, and gender identities. Hailing 
from 139 countries and all 50 states, the 

Mason Nation brings together many different 
ideas and perspectives contributing to a 

vibrant and engaging community.  
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Every student can find a niche, get involved, and 
meet new friends. There are also opportunities for 
team activities through Mason’s intramural or club 

teams. Every year, Mason is host to thousands 
of events on campus, including theater, music, 

live sports, movies, comedians, and other special 
events. There is always something to see or do. 

500+
STUDENT

ORGANIZATIONS

CAMPUS SAFETY
Mason is committed to both individual and 

community safety. Our Mason Alert text 
notification system provides immediate updates 

and safety information. The George Mason 
University Department of Police and Public 

Safety has a force of over 135 full- and part-time 
personnel. Officers patrol campus 24 hours a day, 

365 days a year. 

HOUSING
All Mason freshmen are required to live on campus. Our 50+ 

residence halls offer a variety of options, including suites, 
apartments, and Living Learning Communities (LLCs). 

Residence halls offer new or recently renovated spaces, open 
lounge areas, shared kitchens, and free laundry facilities.

REGION
Located 15 miles outside of the nation’s capital, Mason is a 

short shuttle ride away from the political and cultural center of 
the country. The city offers a great place to explore and gain 

valuable educational experiences. 

DINING
With dining locations across our campuses - some open 24 

hours - hungry Mason students have the flexibility to eat what 
they want when they want. Mason Dining offers something for 

every palate or dietary need, including allergen-free, vegan, 
gluten-free, and Halal options.  

FITNESS
Three state-of-the-art fitness centers offer everything from 
an Olympic pool to group exercise classes. Mason’s fitness 

resources are endless – and free for students.

140 STUDY ABROAD 
PROGRAMS

Our study abroad programs give students the 
opportunity to experience different cultures 

while studying at prestigious host institutions. 
Mason’s Global Gateways program allows eligible 

freshmen to study abroad as early as 
second semester.  

THREE 14 PAGE PUBLICATIONS WITH CUSTOM FLAP

Welcome  
to Mason

As Virginia’s largest public research 
university, George Mason University 

provides a college experience like no 
other. Mason offers over 200 degrees, 

and numerous minors and  
certificate programs to customize 

your education and meet your 
career and personal goals. Mason 

is one of only 115 schools in the 
country to hold the coveted R1 

Research University status given by 
Carnegie. Mason is at the forefront 

in emerging fields and is committed 
to a transformational learning 

experience that helps students grow 
as individuals, scholars, 

 and professionals. 
YOU BELONG  AT MASONYOU BELONG  AT MASON

George Mason University 
Office of Admissions 
4400 University Drive, MSN 3A4 
Fairfax, VA 22030 

703.993.2400

admissions@gmu.edu  

admissions.gmu.edu
Visit: admissions.gmu.edu/visit
Virtual Tour: admissions.gmu.edu/virtualtour

Accounting - Business - B.S. + 
Anthropology - B.A.+ 
Applied Computer Science - BS 
Applied Global Conservation - Integrative Studies - B.S. 
Art and Visual Technology - B.A., B.F.A 
Art History - B.A.+ 
Astronomy - B.S. 
Atmospheric Sciences - B.S. 
Bioengineering - B.S. 
Biology - B.A., B.S.+ 
Business Analytics - Business - B.S. 
Chemistry - B.A., B.S. + 
Childhood Studies - Integrative Studies - B.A. 
Civil and Infrastructure Engineering - B.S.+ 
Communication - B.A.+ 
Community Health - B.S. 
Computational and Data Science - B.S. 
Computer Engineering - B.S.+ 
Computer Game Design - B.F.A 
Computer Science - B.S.+ 
Conflict Analysis and Resolution - B.A., B.S.+ 
Creative Writing - B.F.A. 
Criminology - Law and Society - B.A., B.S.  
Cyber Security Engineering - B.S. 
Dance - B.A., B.F.A 
Early Childhood Education for Diverse Learners - B.S.Ed. 
Earth Science - B.S. 
Economics - B.A., B.S.+ 
Electrical Engineering - B.S.+ 
Elementary Education - B.S.Ed. 
English - B.A.+ 
Environmental and Sustainability Studies - B.A. 
Environmental Science - B.S. 
Exploratory 
Exploratory - Arts, Media & Communications 
Exploratory - Business, Economics & Entrepreneurship  

Exploratory - Computing 
Exploratory - Education & Social Services 
Exploratory - Engineering, Technology & Design 
Exploratory - Environment, Sustainability & Social Accountability 
Exploratory - Government, Policy & International Affairs 
Exploratory - Health, Medicine & Well-being 
Exploratory - People, Culture & Behavior  
Exploratory - Science & Math 
Film and Video Studies - BA 
Finance - Business - B.S. 
Financial Planning - Business - B.S. 
Foreign Languages - B.A.+ 
Forensic Science - B.S.+ 
Geography - B.A., B.S. 
Geology - B.A. 
Global Affairs - B.A.+ 
Government and International Politics - B.A.+ 
Health - Fitness and Recreation Resources - B.S. 
Health Administration - B.S. 
History - B.A.+ 
Human Development and Family Science - B.A. 
Individualized - Integrative Studies - B.A. 
Information Technology - B.S.+ 
Integrative Studies - B.A., B.S.+ 
International Studies - Integrative Studies - B.A. 
Kinesiology - B.S. 
Leadership and Organizational Development - Integrative Studies - B.A. 
Legal Studies - Integrative Studies - B.A. 
Liberal Arts for the Teaching Professions - Integrative Studies - B.A. 
Life Sciences - Integrative Studies - B.S. 
Management - Business - B.S. 
Management Information Systems -Business - B.S. 
Marketing - Business - B.S. 
Mathematics - B.A., B.S.+ 
Mechanical Engineering - B.S.+ 
Medical Laboratory Science - B.S. 
Music - B.A., B.M.+ 
Neuroscience - B.S. 
Nursing - B.S.N. 
Operations and Supply Chain Management - Business - B.S. 
Parks and Outdoor Recreation - Health Fitness - B.S. 
Philosophy - B.A.+ 
Physical Education - B.S.Ed. 
Physics - B.S.+ 
Psychology - B.A., B.S. + 
Public Administration - B.S.+ 
Religious Studies - B.A. 
Russian and Eurasian Studies - B.A. 
Social Innovation - Integrative Studies - B.A. 
Social Justice and Human Rights - Integrative Studies - B.A. 
Social Science for Education - Integrative Studies - B.A. 
Social Work - B.S.W. 
Sociology - B.A.+ 
Special Education - B.S.Ed. 
Sport Management - Health Fitness - B.S. 
Statistics - B.S. 
Systems Engineering - B.S.+ 
Theater - B.A., B.F.A.+ 
Therapeutic Recreation - Health Fitness - B.S. 
Tourism and Events Management - B.S. 
Undecided, Business 
Undecided, Engineering 
Women and Gender Studies - Integrative Studies - B.A. 
 
 
PREPROFESSIONAL STUDIES 
Predental 
Predivinity 
Prelaw 
Premedical 
Preoccupational Therapy 
Prepharmacy 
Prephysical Therapy 
Prephysician Assistant 
Preteaching 
Preveterinary 

AVAILABLE MAJORS:

+Programs offering a combined bachelor’s/accelerated 
master’s degree program of study
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PRINT

DEPARTMENTAL STYLE GUIDE SUPPLEMENT

A FORCE FOR
INNOVATION

Researchers at Mason Engineering are transforming 
the future of education with a data mining project that 
brings information together on past grades in other 
courses, career goals, instructor preference, and 
learning style to predict the best combination of 
courses a student should take. Our researchers 
discover news ways to improve everyday life.

Our students have unparalleled access 
to the nation’s top innovators. We’re 
passionate about research and ideas. 
The future of engineering is here.

engineering.gmu.edu

Huzefa Rangwala
Professor of Computer Science 

at George Mason University

G M U . E D U
U N I V E R S I T Y  P L A Y B O O K  -  2 0 1 9

George Mason 
University PlayBook
A  S U P P L E M E N T  T O  T H E  S T Y L E  G U I D E

REINFORCING THE MASON 
IDENTITY IN THE PUBLIC'S MIND, 
OUR VISUALS MUST OFFER:

• Consistent visual elements.

• A uni�ed voice.

• Consistent location of key
  information.

• A clear message.

A STRONG BRAND IDENTITY 
ALSO HELPS US CONNECT WITH 
OUR AUDIENCES:

• Prospective students (The path to
  my future runs through Mason).

• Current students (I'm part of
  something greater than myself ).

• Parents (I'm a proud Patriot
  parent).

• Alumni (I'll always be a Patriot).

• Community (Mason is a cultural,
  economic, scholarly asset).

• Government/Business (Mason
  conducts cutting-edge research
  and has a rich talent pool).

Following a brand standard strengthens our 
identity in the minds of the university 
community and the public. It also helps us 
maintain consistency in our messaging.

Because all university departments don't 
currently follow our brand standard, users'

experience can vary widely from site to site, 
and collateral piece to collateral piece, and 
occasionally even from department to 
department within the same college. Users 
see di�erent versions of the Mason logo, an 
inconsistent presentation of information, 
and variations on how site navigation 
works.

This document is crafted to supplement the 
existing George Mason University Style 
Guide.

THE PURPOSE OF 
THE PLAYBOOK
In developing the PlayBook, guidelines are established for the 
digital space, speci�cally digital advertising and social media 
advertising. Also covered are examples of how departmental 
di�erences are identi�ed and executed upon in digital media.

UNIVERSITY-WIDE 
DIGITAL MARKETING
In each of the University-Wide Digital Display Units, you will �nd:

Q U A L I T Y  P H O T O G R A P H Y
Concentrating on a single subject or emotion, composed to emote 
or generate the greatest emotional connection possible with the 
viewer. Photographs are selected to capture the best of the best of 
our students, faculty, sta� and alumni, the Mason experience, 
academic rigor, and the gravity of the research performed in our 
institution.

To use photos e�ectively, not only do they need to be selected with 
care and be of the highest quality and composition (not to mention 
relevant to the subject matter), but they need room to shine. Resist 
the temptation to jam the photos in with too much text. To work 
well in communicating for you, photos need the appropriate amount 
of space to be of a size that has impact. In addition, you don’t need a 
photo to illustrate every editorial

1
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P A N T O N E  3 4 9

M A S O N  G R E E N
C M K Y
R G B
H E X

C = 1 0 0  M = 0 0  Y = 8 3  K = 4 7
R = 3 0  G = 9 8  B = 5 6
0 0 6 6 3 3

M A S O N  G O L D
C M K Y
R G B
H E X

C = 0  M = 2 7  Y = 1 0 0  K = 0
R = 2 2 6  G = 1 6 8  B = 4 3
F F C C 3 3

P A N T O N E  3 4 9

In the case of the headline shown in 
the example, “Exceptional Faculty” is 
the key to the statement, shown in 
Mason yellow (HEXFFCC33). The 
secondary statement, or subhead, 
“empowering tomorrow’s leaders” is 
equally important in size, but 
secondary only in color. This 
subconsciously showcases our ability 
to say a great deal of equal 
importance, but without adhering to 
a limiting hierarchy. In the broader, 
University-wide spectrum, everything 
we say is important. 

message. Fewer but larger photos are much more e�ective in 
conveying your message than a lot of little photos people won’t pay 
attention to.

G E O M E T R I C  F I E L D
Shown in Mason Green (HEX006633), Geometric �elds which 
consistently contains the full George Mason University Logo and 
Institutional Research statement. The color plays a prominent role in 
introducing the university to prospective students, building a sense 
of community and campus pride among current students, and 
connecting or reconnecting to our alumni and friends.

Also included here is a single architectural element, representing 
either the subject of the accompanying photograph or the 
University environment at large. Currently, there is one architectural 
element each from the Fairfax, Arlington, and Prince William 
Campuses. This �eld is always shown on the left side, splitting the ad 
in a 50/50 capacity (occasionally more depending on ad type/size.

H E A D L I N E S
Of all the things we want the world to know about Mason, these are 
the four messages that lead the list:

Mason is making its mark – as a great university of a new and 
necessary kind—evolving every day to meet changing needs and 
deliver an education of relevance.

Mason is driven to serve – helping our students succeed, 
enriching life in our community, and solving pressing problems.

Mason focuses on results – working for a more just, free, and 
prosperous world and measuring our success by the impact we 
achieve.

Mason stands apart – distinguished by our innovation, our 
diversity, our entrepreneurial spirit, and our accessibility.

To sense the kind of language—the tone and voice—that is right for 
Mason, consider this: It is true that if we push too far in the direction 
of “bold” or “con�dent,” it’s possible we could turn people o�. But the 
greater danger is that we play it safe and go unheard. Let’s not make 
that mistake. All headlines should use bold, sweeping statements.

2

G M U . E D U
U N I V E R S I T Y  P L A Y B O O K  -  2 0 1 9

In the case of the headline shown in 
the example, “Exceptional Faculty” is 
the key to the statement, shown in 
Mason yellow (HEXFFCC33). The 
secondary statement, or subhead, 
“empowering tomorrow’s leaders” is 
equally important in size, but 
secondary only in color.  This 
subconsciously showcases our ability 
to say a great deal of equal 
importance, but without adhering to 
a limiting hierarchy. In the broader, 
University-wide spectrum, everything 
we say is important. 

H E A D L I N E S
Of all the things we want the world to know about Mason, these are 
the four messages that lead the list:

Mason is making its mark – as a great university of a new and 
necessary kind—evolving every day to meet changing needs and 
deliver an education of relevance.

Mason is driven to serve – helping our students succeed, 
enriching life in our community, and solving pressing problems.

Mason focuses on results – working for a more just, free, and 
prosperous world and measuring our success by the impact we 
achieve.

Mason stands apart – distinguished by our innovation, our 
diversity, our entrepreneurial spirit, and our accessibility.

To sense the kind of language—the tone and voice—that is right for 
Mason, consider this: It is true that if we push too far in the direction 
of “bold” or “con�dent,” it’s possible we could turn people o�. But the 
greater danger is that we play it safe and go unheard. Let’s not make 
that mistake. All headlines should use bold, sweeping statements.

O U T L I N E D  B O U N D I N G  B O X
Surrounding the headline, and shadowed by a transparent black box 
to complete the look, headlines are contained across the geometric 
panel and imagery. In the department speci�c units, this bounding 
box is entirely white.

C A L L S  T O  A C T I O N
Using a graphic element of a double chevron, has a nod to military 
or governmental styling without being edgy or pollical, and 
encourages action of a click or hover.

9
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34-PAGE PRINTED & ONLINE MAGAZINE
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            ACADEMIC

EXCELLENCE
DETROIT MERCY HAS 
CONSISTENTLY RANKED IN THE 
TOP 25 OF THE MIDWEST BEST 
REGIONAL UNIVERSITIES AND IS 
ONE OF ONLY TWO IN MICHIGAN 
WITHIN THIS CATEGORY TO BE 
RANKED IN THE TOP 25.

#25
MIDWEST BEST 

REGIONAL 
UNIVERSITY 

by U.S. News & World Report

3

CLASS PROFILE

Average GPA: 3.6           

Average ACT: 25

Average SAT: 1140          

5K Total Students

COMMITTED TO 
    YOUR SUCCESS
The balance between our intimate community 
and the breadth of opportunity makes Detroit 
Mercy ideal for those who seek a vibrant 
collegiate experience with a reputation of 
academic excellence. Since our founding in 1877, 
we have treasured a deep respect for the quality 
of life on campus. 
 
Our faculty are experts and mentors, with more 
than 90 percent holding a Ph.D. or terminal 
degree. They can drive both the academic and 
the practical application of knowledge, and 
make time to work with students one-on-one. 
Our faculty value their relationships with each 
student and the concept of lifelong learning. 
You are not a number—you are a priority.

As the only Jesuit and Mercy university in 
the country, Detroit Mercy takes pride in 
our foundational values of rigorous learning 
and world service. We are the largest, most 
comprehensive Catholic university in Michigan, 
featuring more than 100 academic degrees and 
programs including a law school and a dental 
school. We have also been named the #17 Best 
College for Veterans in the Midwest by U.S. 
News & World Report.

4

  WE BUILD 
COMMUNITIES

12

Our graduates determine the shape of their careers. By thinking beyond 
themselves and focusing on the clarity of their greater purpose, our 
students achieve creative dialogue across genres and societal concerns. 

THE STRENGTH OF OUR ACADEMIC PROGRAMS 
THRIVES ON THE ETHICAL AND SOCIAL 
RESPONSIBILITY EMBEDDED INTO OUR 
FOUNDATIONAL VALUES. 

“Detroit Mercy feels like home. You’re 
part of  a community and there are so 
many opportunities – if  you get involved 
and take advantage of  what you’re given, 
it will change your life.”
~ Student Sarah Hirschmann, who volunteered as a teacher in Kenya for six months and 

is a member of the women’s soccer team

13

HTTPS://WWW.UDMERCY.EDU/ADMISSION/VISIT/PDF/2018VIEWBOOK.PDF
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MSU BROAD ART 
MUSEUM RFP

Creative
MSU Broad Art Museum is seeking a partner to develop their identity 

system as well as a digital presence. We felt that a great (and current) 

example of our ability to present contemporary artistic work was 

represented by our response to them.

Business submitted as MLive Media Group
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We know that the Arts 
environment is one 
that must authentically 
represent the institution 
and its mission as well 
as cast a point of view 
that will be felt by the 
viewer, we have begun 
researching inspirational 
sites and materials.  
We recognize that this 
research has been 
performed in a vacuum. 
However, from what we 
know of the Broad Art 
Museum at this time, 
it is clear that a strong 
direction and influence 
is desired.
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project management

We use a number of methods to 
organize the details of a campaign 
and sepending on overall scope 
of the project/relationship long 
term, you can expect a dedicated 
team of 5-8 members, along with 
a support team of over 200 at 
the local, regional and national 
level to ensure overall campaign 
success.

    “White-board” Planning 
Sessions - creative, media mix 
and deliverables are determined
    Basecamp 3, Google Docs and/
or Smartsheet – overall project 
management and communication
    Client Collaborative Planning 
Sessions – discuss and determine 
key performance indicators, 
stakeholder groups, industry 
landscape and influencers, and 
timelines
    Other, as determined

ongoing plan development, reporting, processing 
and data tracking

We fully understand that the navigation of political, departmental, 
board and community environments will be key to the outcomes of our 
efforts. So, we take collaboration, sentiment around collaboration and 
compromise, and stakeholder inclusion very seriously. Though we function 
at the discretion of and as an extension of the Broad Art Museum team, we 
strive for visibility and inclusion at all levels. We are also aware that things 
change, come up, surprise or inform decisions all the time. As such, our 
regular meetings, predetermined benchmarks and regular communication 
will allow us to be flexible,embracing these instances. We know that the 
role of your trusted partner doesn’t end at “launch.”

This is why we have invested in enhanced reporting technologies to 
better analyze our performance. Talented, passionate team members 
monitor these campaigns via custom-built operational tracking systems 
such as Digital Intelligence Hub. Our data is easy to access in one place, 
streamlining our ability to collect, process and reporton your campaign(s). 
Our teams are also certified in Google Analytics enabling us to monitor 
performance metrics from the client side. 

In addition, we work with third-party media auditing services to ensure and 
verify that quality, timing, position and distribution are aligned with the 
approved strategy.

goals and kpi’s

Our goal is two-fold, to drive more 
people to the site and get them to 
more heavily engage with the site. 
As such we will be monitoring the 
following data:

Growth of New Sessions 
M.O.M. and Y.O.Y

Bounce Rate

Time on Site

Page Views

Keyword Rankings

Site speed 
All pages will load within 
1.5 seconds

11
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sources of inspiration

 www.laurenwickware.com
 www.jeremiebattaglia.com
 www.adoratorio.com
 www.ville.valdor.qc.ca
 www.www.veintidosgrados.com
 www.www.melville-design.com
 www.projections.pl/speakers

In short, we believe you aren’t seeking safe. 
You want something bold, challenging, and unconventional.

17

MSU BROAD ART MUSEUM
 

CUSTOM PROPOSAL
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DIGITAL ADS
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Goals:
•	 Increase number of gifts YoY 
•	 Increase Number of First Time Givers YoY
•	 Increase Total Giving Amount YoY 
•	 Increase Number of Younger Donors YoY

Advance 360’s plan was designed to build 
awareness prior to the one day Give Green event, 
complimenting the efforts already in place by MSU. 
By building awareness, we would be able to attract 
more Spartans to take action the day of the event. 

Results: 
Building awareness prior to the day of the event 
paired with our combined efforts the day of the 
event resulted in YOY increase in direct and organic 
traffic of 17.8% and 21% of users to the site.

Reach: 140,190 People 
Impressions: 273,588
Clicks: 1,991
Unique Link Click 1,079

$156,497

4.5%

17.8 %

27%

21%

YOY INCREASE

# OF DONATIONS

ORGANIC & 
DIRECT TRAFFIC

$ AMOUNT RAISED

OF USERS  
TO THE SITE

MICHIGAN STATE UNIVERSITY
GIVE GREEN DAY
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4. Creative Samples: Provide samples for all sections of the Statement of Needs for which you are submitting 
a proposal. If responding to letter E (Graphic Design for CVPA), samples should be similar to those materials 

referenced in that section.

B     	WEB DESIGN &  
	PRODUCTION SAMPLES
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PROJECT EXAMPLES
We have partnered with companies across various industries to produce websites focused on usability, 
user experience and ultimately conversion. In the past 12 months alone, we have launched 150+ websites 
ranging from simple B2C brochure ware sites to enterprise wide ecommerce and content hubs – and 
everything in between. Our team brings, on average, 10+ years of experience in website design, redesign 
and development – including software and application development. We strive to be technology agnostic, 
focusing on industry leading platforms and leveraging the technologies that will most efficiently and 
effectively meet the needs of our customers. We are experts in the CMS and ecommerce space, working 
intimately with leading platforms such as WordPress. We have countless sites we have launched, as well 
as dozens currently in development. In addition to those listed here, some of our recent projects are 
highlighted on the following pages.

Advance Local Portfolio |  
portfolio.advancelocal.com

123Pet Software | www.123petsoftware.com

Best Co. Manufacturing | best-mts.com

Care Plus TLC | careplustlc.com

Chippewa Hotel | www.chippewahotel.com

Coy Construction | www.coyconstruction.com

Donato | donatogroup.net

Fireplace Gallery | fireplacegallerywm.com

Grace Christian University | gracechristian.edu

Grand Northern Products |  
grandnorthern.mlivehosted.com

Grand Rapids Foam Tech | www.grft.com

Hager Wood | hagerwood.com

Johnson Outdoor | johnsonoutdoordigital.com

Koops | koops.com

Lansing Asphalt | superiorasphalt.com

Lilac Tree | www.lilactree.com

Lumbermen’s | www.lumbermens-inc.com

M & M Seamless Web Redesign  
getmmseamless.com

MAP Mechanical | www.mapmechanical.com

MetroCal | metrocal.com

MW Watermark | www.mwwatermark.com/en_US

NCG Cinemas | ncgmovies.com

Pink Pony | www.pinkponymackinac.com

Purple Rose Theatre  
www.purplerosetheatre.org

RAI Jets | flyrai.com

Riverwalk Place | www.riverwalkplace.net

Saline Lectronics | www.lectronics.net

The Saint Hotel New Orleans | www.sainthotels.com 

Salon Iris | www.saloniris.com

Shepler’s Mackinac Island Ferry  
www.sheplersferry.com

Summit Landscape | summitlandscapeinc.com

Superior Asphalt | superiorasphalt.com

SVRC | svrcindustries.com

Tideline Resort | www.tidelineresort.com

Trash It | 888trashit.com

Western Environmental Corp  
westernenvironmental.com

Zeeland Lumber & Supply  
www.zeelandlumber.com

4. Creative Samples: B. Web Design & Production
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VARIOUS EXAMPLES

PURPLE ROSE THEATRE  
www.purplerosetheatre.org

SALON IRIS 
www.saloniris.com

123PET SOFTWARE 
www.123petsoftware.com

TIDELINE RESORT 
www.tidelineresort.com



| 47

SERVICES/PRODUCTS PROVIDED 
•	 DIGITAL AGENCY OF RECORD

•	 Website redesign / development

•	 Responsive Design

•	 Responsive CMS

•	 Content Writing

•	 Photography

•	 Logo and Branding Identity

•	 Digital and Print Advertising

56% Growth  
IN ROOM REVENUE 

SINCE 2011

WEB TRAFFIC +28%
SINCE 2014

45 OF 50 STATES
SHOW INCREASE IN 
TRAFFIC SINCE 2014 

  www.mackinacisland.org

“We have worked together for 6 years and the 
relationship has grown to the point that they 
are an essential part of our entire marketing 
and advertising plan. Bright, intelligent, quick 
on their feet and true to their word. It is the 
perfect mix that makes up a strong successful 
relationship.” 
– Tim Hygh, Executive Director, Mackinac Island 
Convention and Visitors Bureau

4. Creative Samples: B. Web Design & Production
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Memorial Healthcare exemplifies 
a client for which Advance 360 is 
responsible for a bevy of marketing 
initiatives. We function as an extension 
of their marketing department and 
are key collaborators and fulfillment 
experts for a healthcare organization 
at scale. In the last year, we launched 
a complete website refresh for the 
Memorial brand. But most important, 
in the first six months of the work of 
Advance 360, our efforts resulted in 
more than one point’s growth in the 
key service lines of the hospital.

As an organization that emphasizes the 
relational aspect of healthcare, it was 
important that the doctors be heavily 
featured on the new site. Advance 
360 created staff-feature videos from 
internal campaigns will be reused, 
based on the service line for which the 
staff person is employed.

SERVICES/PRODUCTS PROVIDED 
•	 Website redesign / development

•	 Responsive Design & CMS

•	 Content Writing

•	 Digital and Print Advertising

•	 Collateral

•	 Infographics

•	 Billboards & Signage

•	 Photography

•	 Videography

  www.memorialhealthcare.org

4. Creative Samples: B. Web Design & Production
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Mason’s School of Business has worked closely with members of our web development and 
design teams to accomplish a build of multiple goal and campaign supporting landing pages.

•	 These were custom designed based on the campaign need
•	 There were total 6 landing pages in total
•	 The included forms are pulled from an external platform for SalesForce integration

  mason.business.gmu.edu/mba
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4. Creative Samples: Provide samples for all sections of the Statement of Needs for which you are submitting 
a proposal. If responding to letter E (Graphic Design for CVPA), samples should be similar to those materials 

referenced in that section.

C     	COPYWRITING,  
	PROOFREADING  

AND COPYEDITING



| 51

Advance 360 / Advance Local has a rich heritage of high quality journalism through our numerous news 
outlets across the nation. In Michigan, MLive with ten local newsrooms, eight publications and Michigan’s 
number one news and information site MLive.com – for almost 200 years our journalists have provided the 
residents of Michigan with locally relevant news, sports and entertainment coverage. Whether investigating 
crucial stories or finding the best that Michigan has to offer, we strive to be both an observer and advocate 
for our local communities.

Michigan’s Best printed publication and ThisIsMIBest.com is a spot where foodies, travel lovers, tech fans 
and anyone curious about life in Michigan can find uplifting stories that might help them plan their next 
adventure – or just put a smile on their face. Stories are shared through platforms like video, social media, 
print and display. 

These pieces are reflective of our content and design departments working together for the Advance 
Audience in Michigan.

$1 .50 POWERING MLIVE .COM SUNDAY, JUNE 23,  2019

Are any Detroit Tigers worthy of All-Star debate?   Page B1
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Garret Ellison   gellison@mlive.com

Lynn McIntosh wasn’t surprised to see a police officer 

watching her.
McIntosh was taking environmental samples at the city 

dam that day in 2013 because she worried about contamina-

tion where people fi shed, launched canoes and jumped into 

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

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

iment, Rockford officer Jason Bradley watched from his 

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

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

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

recalled the Rockford piano teacher and amateur environ-

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

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

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

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

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

dogging the environmental actions of Wolverine World 

Wide, a global footwear and apparel company headquar-

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

other intimidation tactics in a company town proud of its 

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

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

offi  cials to seek pollution testing near an old tannery dump 

on House Street in Belmont that Wolverine packed full of 

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

fl uorochemicals called PFAS into the groundwater people 

used for drinking.

WOLVERINE WASTE AND PFAS FEARS

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

pollution, a plucky band of activists decided to dig deeper

In perspective: How citizen sleuths cracked the tannery pollution case

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

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

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

Ryan Stanton   ryanstanton@mlive.com

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

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

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

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

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

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

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

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

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

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

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

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

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

ANN ARBOR

City 
installs 
PFAS 
wash-off  
station 

People enjoy tubing Tuesday  at Argo 

Cascades on the Huron River in Ann Arbor. 

The city has installed a PFAS wash-off  sta-

tion at the end of the Cascades, a popular 

tubing and kayaking spot.    Ryan Stanton,              

MLive.com

Huron River tubers, kayakers 

can use new faucet to rinse 

after potential exposure 

to harmful chemicals

SEE PFAS, A7

Malachi Barrett   mbarret1@mlive.com

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

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

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

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

Trump offi  cially fi led for re-election the 

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

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

MICHIGAN

Trump 2020 campaign underway here

State GOP chair says Great lakes State is a ‘must win’ for president in 2020 

SEE TRUMP, A5 Advice, B4   Classifi ed, B5   Comics, D5   Life&Culture, D1   Lottery, A3   Michigan, B1   Nation, B2   Obituaries, A5   Opinion, A6   Sports, C1   Weather, D4      
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Henderson earns historic win at Michigan LPGA stop.   Page C1

NATION

How did Juneteenth 
holiday get its start? 

Leada Gore   Alabama Media Group

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

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

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

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

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

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

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

Gordon Granger landed in the Gulf Coast city with news that 

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

The announcement came 2½   years after President Lin-

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

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

mation was made during the war, the executive order was 

ignored by Confederate states.

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

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

with a proclamation from the Executive of the United States, 

all slaves are free. This involves an absolute equality of 

rights and rights of property between former masters and 

slaves, and the connection heretofore existing between them 

becomes that between employer and free laborer.”

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

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

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

Emancipation Day.

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

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

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

vance in 45 states.

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

reunions and gatherings. As with most social events, food 

takes center stage. Red foods commemorate the blood that 

was spilled during the days of slavery. Juneteenth barbecues 

often feature the traditional drink — strawberry pop — and 

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

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

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

nics and special services, many of which feature traditional 

African American music and hymns. 

Lincoln’s executive order: June 19 marks the 

1865 announcement in Texas that slaves were free

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

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

Juneteenth parade in Flint.   MLive.com fi les

Lauren Gibbons and Emily Lawler   

lgibbon2@mlive.com, elawler@mlive.com

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

FLINT WATER CRISIS

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

$30M+ prosecuting and 

defending employees

SEE INVESTIGATION, A4

   Associated Press

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

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

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

HOWELL

Ambulance 
services facing 
EMT shortage
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DTE Energy has unveiled its largest wind turbine farm in 

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

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

wind turbines that produce 161 megawatts of power, enough 

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

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

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

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

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

The movement toward renewable energy is part of DTE’s 

growing interest in replacing coal plants and other fossil fuels 

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

make them more efficient or create cleaner-burning coal, 

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

toward reducing its carbon footprint.

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

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

many communities are grappling with creating ordinances 

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

sunlight, setbacks from homes and noise as the turbines 

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

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

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

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

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

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

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

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

to create a unifi ed ordinance that is consistent across the 

county. Outside Gratiot, townships and cities each have 

established their own ordinances, creating a patchwork of 

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

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

nance with guidelines that are reasonable, hard but reason-

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

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

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

it virtually impossible for us to come there.”

MICHIGAN

They’ve got 
the power!

Powerful impact

65
Number of wind turbines 
at Pine River Wind Farm.

161
Megawatts of power 
produced by the farm.

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

Sound e� ects

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

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

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

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

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

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

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

Compare sounds and their decibel ratings:

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

90 dB - lawnmower

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

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

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

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

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

Malachi Barrett   mbarret1@mlive.com

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

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

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

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

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

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

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

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

GRAND RAPIDS

President 
Trump to 
visit next 
week
Tickets are available 

for re-election rally 

at Van Andel Arena
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Who’s bicycle-friendly?

The League of American Bicyclists’ evaluation 

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

leges for their provisions for cycling as of 2017, 

in alphabetical order. 

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

Nebraska is No. 50.

12
Communities: Ann Arbor, Battle Creek, East 

Lansing, Flint, Grand Rapids, Houghton, 

Kalamazoo, Lansing, Marquette, Midland, 

Portage, Ypsilanti

7
Colleges and universities: Aquinas College, 

Grand Valley State, Lawrence Tech, Michigan, 

Michigan State, Michigan Tech, U-M Flint 

Meredith Cohn   Tribune Media

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

ments at the Wheelhouse in the venerable Federal Hill neighborhood of 

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

the younger renters who are cranking up their work careers.

One corporate strategist says this rising generation of renters gravi-

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

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

LIFESTYLE

Move in. Get bike. 
Ditch car.

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

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

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

SEE BICYCLES, A3

David Eggert   Associated Press

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

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

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

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

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

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

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

MICHIGAN

Battleground state: Presidential contenders make stops
FERNDALE

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

ELECTION 2020

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

Margaret Cronin Fisk   Bloomberg

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

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

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

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

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

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

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

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

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

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

DETROIT

Former 
UAW head 
charged 
with 
conspiracy

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

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

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

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

memories at the long-standing Kalamazoo organization begin when he 

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

Community Mental Health and Substance Abuse Services.

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

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

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

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

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

ment.

KALAMAZOO

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

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

Walker is credited 

as a driving force in 

founding the Family 

Health Center, which 

first began in a trailer 

in 1971, and has helped 

guide its growth in the 

years since. The center 

now has four locations 

that together handle 

about 135,000 annual 

patient visits.

SEE SPEAK, A6

David Eggert   Associated Press

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

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

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

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

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

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

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

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

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

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

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

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

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

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

NASSAR SCANDAL

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

dean of misconduct but 

not on most serious charge 
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The Legislature has racked up $1.2 mil-
lion in legal bills fighting a federal court 
case alleging Michigan’s districts are ille-
gally gerrymandered, according to fi nan-
cial documents released by the House and 
Senate business offi  ces.

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

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

MICHIGAN

Lawmakers spend 
$1.2M fi ghting 
claims of illegal 
redistricting

The U.S. Supreme Court  is 

considering charges by the 

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

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

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

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

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

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

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

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

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

DETROIT

GM aims 
to avoid 
recall
Vehicles connected to deadly 

Takata recall for 4th time

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

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

Lauren Gibbons   lgibbon2@mlive.com

Should Michigan be using substances other than salt to 

clear ice from roads in the winter? Some House Democrats 

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

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

when temperatures are too cold for salt to eff ectively melt 

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

City, would task the Michigan Department of Transporta-

tion with starting a pilot program to explore pairing salt with 

organic additives such as sugar beet juice when tackling icy 

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

beets, according to the Michigan Department of Agriculture, 

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

third-largest beet sugar processor in the United States.

Elder said in a statement announcing his legislation that 

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

utes to the corrosion and deterioration of Michigan roads 

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

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

creative and implement sustainable solutions,” Elder said. 

“Adding natural components to reduce salt usage on our 

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

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

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

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

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

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

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

explored in some cold-weather regions, including at least 

one community in Michigan.

The Genesee County Road Commission recently invested 

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

material depending on the temperature — one is a saltwa-

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

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

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

In Montreal, some boroughs tested beet juice as a method 

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

because the beet juice was too smelly, according to local 

MICHIGAN

SUGAR BEET 
JUICE FOR 
ICY ROADS? 

Lawmaker seeks organic additives to salt; some 

places use corn, cheese byproducts

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

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

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

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

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

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

David Eggert   Associated Press

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

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

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

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

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

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

LANSING

GOP road 
strategy 
shifts tax
at pump 
Whitmer says much more 

needs doing as House 

passes ‘fi rst step’ on 

infrastructure funding

Above, a California Department of Forestry and Fire 

Protection aircraft drops fi re retardant on a hill-

side Sunday in an attempt to box in fl ames from 

the Sand Fire in Rumsey, California.  The wildfi re 

started Saturday afternoon and quickly grew from 

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

wave hit the San Francisco Bay Area with sweltering 

conditions. Ten Bay Area locations broke historical 

temperature records and two locations tied previ-

ous records, according to National Weather Service 

data reports.    Photo by Josh Edelson, AP

THE WEEK IN PHOTOS

Fire season begins

John Wagner   Washington Post

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

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

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

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

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

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

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

WASHINGTON

Trump Jr. set to
go after Amash

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

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

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

day against those protesting a proposed extradition bill near the Legislative 

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

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

Police keep watch at the Capitol Pride Parade in Washing-

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

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

panic that sent people running through the streets of the 

nation’s capital.   Andrew Harnik, AP

Ali Stroker accepts the award Sunday 

for best performance by an actress in a 

featured role in a musical for “Rodgers 

& Hammerstein’s Oklahoma!”at the 73rd 

annual Tony Awards at Radio City Music 

Hall in New York. Stroker became the fi rst 

actress who uses a wheelchair to win a 

Tony.   Charles Sykes, Invision via AP
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Taylor Telford   Washington Post

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

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

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

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

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

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

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

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

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

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

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

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

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

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

headline issues: trade imbalances, government subsidies, intellectual 

property and global economic health. And while Trump has repeatedly 

suggested companies can sidestep the tariff s by moving manufacturing to 

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

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

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

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

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

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

scarce.

U.S.-CHINA TRADE WAR

FIREWORKS 
COULD FIZZLE 
UNDER TARIFFS

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

Long-standing American tradition

 is 95 percent made in China

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

works in 2018.

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

� reworks and other Chinese imports if China 

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

Emily Lawler   elawler@mlive.com

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

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

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

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

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

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

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

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

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

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

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

LANSING

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

Emily Lawler   elawler@mlive.com

Not every formula works for every 
infant.

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

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

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

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

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

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

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

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

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

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

Pessell said destroying the formula is a 
waste.

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

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

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

LANSING

State now
has baby
formula 
destroyed
Under federal guidance, 

otherwise usable returns 

to the WIC program go to 

waste, local agencies say
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A customer shops for fi reworks at a sea-

sonal roadside stand in Kalamazoo.   

MLive.com fi les

Secretary of State expanding appointment system to all 131 branches
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ant to level up your next 
Michigan trip? Consider 
scheduling a stay at someplace 
extra special -- like an up 
north “hobbit house,” for 
instance, or a Frank Lloyd 
Wright home, or even a 
caboose tucked away in 
Sleeping Bear Dunes.  
 Read on for a list of cool, 
unusual lodging options 
around the state.  

IN A SOLARIUM 
Guests who rated this sweet 
St. Ignace AirBnB -- a private 
solarium suite attached to 
a resident’s home -- raved 
about its cozy vibe, its water 
views and its proximity to 
downtown. The solarium is full 
of plants and tons of natural 
light (as solariums tend to be), 
but there’s also a bathroom, 
bedroom, living room and a 
kitchenette. Private entrance, 
a fire pit out back, and well-
behaved pups are welcome.  
Check out Moran Bay View 

Solarium Suite, on www.airbnb.
com. 

IN A CABOOSE 
There are countless lodging 
options in and around Sleeping 
Bear Dunes National Lakeshore, 
but this restored historic 
caboose might be one of the 
most unique. There’s room for 
two here, with a galley kitchen, 
wireless internet, a gas grill 
outside, and the Sleeping Bear 
Heritage Trail just steps away. 
Check out Historic, Restored 
Caboose at the Base of the 
Sleeping Bear Dunes, on www.
vrbo.com.  

IN A BUS 
Like a tiny home but on wheels, 
this funky-cool converted bus 
has A/C *and* heat, allowing it 
to offer year-round alternative 
lodging for folks looking for 
a place to stay in Marquette. 
Summertime bonus: It’s across 
the street from a sandy public 
beach on Lake Superior. 

Check out School Bus Livin’ 
at Dragonfly Dunes, on www.
airbnb.com. 

IN A HOBBIT HOUSE 
Sleep in a fairy-tale cottage just 
steps from Lake Michigan in 
one of Charlevoix’s “mushroom 
houses” -- 30 quirky stone 
homes designed and built by 
architect Earl Young in the early 
20th century. These structures 
feature cedar-shake roofs 
and curved lines that blend in 
seamlessly with the northern 
landscape around them, lending 
them to be called things like 
“hobbit houses” or “mushroom 
houses.”  
There are nearly a half dozen 
hobbit houses that can be 
rented as vacation lodging, but 
know that reservations fill up 
sometimes a year in advance. 
Alternately, you can stop in 
at the Charlevoix Chamber 
of Commerce for details on a 
walking tour of the homes.
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n April, muralist Kelsey Montague collaborated with 
Taylor Swift to launch the pop sensation’s newest 
single.
 Come July, Montague, who has built an international 
following with large scale winged mural pieces, will 
drive excitement around the Lakeshore Art Festival, 
centered in Downtown Muskegon on July 5-6, by 
creating a must-see piece for visitors to enjoy. 
 “We are thrilled and elated that she is going to be 
here and become a permanent part of our community,” 
said Carla Flanders, the art festival’s director. “We’ve 
been so impressed with her work and how intentional 
and interactive it is. Her pieces are inspirational, 
inclusive and uplifting. It’s a great message and a great 
fit for the Lakeshore Art Festival and for Muskegon.”
 “The colorful mural and its intricate design will 
dominate the East side of the Frauenthal Center, 
becoming an attraction that continues Muskegon’s 
metamorphosis and its thriving downtown,” Flanders 
said. 
 Montague’s artwork will join only 77 other works 
around the world, including one in Ann Arbor and 
another in Detroit. The pieces appeal to people looking 
for bright art images and are a favorite of social media 
users.
 “It’s really exciting to have Kelsey be a part of the 
Lakeshore Art Festival. Her butterfly-wing mural is 
not only breathtaking, but it is symbolic for the many 
changes our community has gone through and the 
beautiful downtown it is today” Flanders said. “This 
new permanent piece, coupled with the hundreds of 
artists at the Lakeshore Art Festival, sets the stage for 
another stellar year of artful engagement!”
 The art festival is a summer tradition, drawing artists 
and visitors from around the country, leading to it 
earning honors as the best contemporary and classic 
art show in Michigan and the 11th best in the nation 
by Sunshine Artist Magazine. The weekend also serves 
as an economic engine for the Lakeshore community, 
with research showing the festival has had a $5.6 
million impact since 2013. Annual attendance reaches 
60,000 people, Flanders said.
 “People are drawn here by the quality of art and 
the hospitality of the community,” said Flanders. “It’s 
an honor when people are excited to come back and 
spread the word about how incredible this festival is to 
attend.”
 Here are five more must-see highlights for 2019:
 Shopper’s paradise

 The festival’s jury committee creates a marketplace 
for unique fine art and handcrafted goods by jurying 
more than 450 artists who apply for entry. The team 
then invites the art entrepreneurs to share their 
talents and one-of-a-kind wares in Hackley Park and 
throughout the vibrant downtown surrounding streets. 
 “You can find something for everyone here,” said 
Flanders. “It’s truly an artisan’s market with pieces you 
won’t find anywhere else. We have a beautiful setting 
with handcrafted art that is truly remarkable.”
 There are more than 380 booths, with roughly 120 
fine art exhibitors creating art with distinctive styles 
and various mediums including handblown glass, 
paintings, sculptures, photography, fibers and more.
 Wine and beer garden
 If shopping isn’t your top choice among things to do 
– or you just need to drop off a partner where they’ll 
be entertained – the festival hosts a wine and beer 
garden in Hackley Park and it is the perfect place to 
unwind. Visitors can grab a glass of wine or a craft 
brew and stroll through the fine art in the park or take 
a break from patrolling the booths and enjoy the stage 
entertainment.
 “It was a natural fit and a great 
way to enhance the festival 
experience,” Flanders said. “It’s 
such a beautiful setting that you 
can sit back, relax and enjoy 
everything that is going on around 
you.”
 Children’s Lane
 The Lakeshore Arts Festival 
opens the door for children 
to experience beauty through 
different visions and presents an 
opportunity to expose them as 
budding artists through interactive 
activities. 
 Kids can watch a stage performance, make 
personalized paintings and participate in theatrical 
games, all captivating, enriching and educational by 
nature. This year’s theme, the butterfly, is right in line 
with not only the new Kelsey Montague mural, but also 
the butterfly scavenger hunt, butterfly educational 
booth and butterfly interactive dance.  
 “It’s everything artful and engaging and getting kids to 
think outside of the box,” Flanders said. “Each area has 
something new and interesting for children to do.”
 The food

 Come for the art, and then let your taste buds take 
over during a culinary timeout from your shopping 
adventures. The streets are lined with vendors 
who offer everything from classic fair foods to tasty 
sandwiches, BBQ, sirloin beef tips, desserts and much 
more. 
 “There’s African-style food,  Mediterranean cuisine, 
and of course festival food favorites like soft pretzels, 
elephant ears and fresh squeezed lemonade. Really, 
there is something for every foodie to enjoy,” Flanders 
said.
 Flanders doesn’t like to play favorites – and suggests 
that visitors follow their own cravings – but at least 
once every year she’ll make her way to the Ice Box 
Brand Ice Cream Bars truck for a locally-made treat 
from the Whitehall-based business.
 “They’re heavenly,” she said.
 Authors’ tent and interactive art
 Find Michigan’s next great writer among 20 Mitten-
centric authors who will be at the show in the 
Emerging Author’s tent. The authors are available for 
one-on-one discussions and to provide signed copies 

of their books that will likely be next on 
your summer reading list.
 “This is a great chance for some 
exposure and to get the word out about 
their writings,” Flanders said. “We want 
to support creative expression of all 
kinds at our show.”
 The festival even gives visitors the 
chance to participate in creating their 
own art with Chalk The Walk and the 
Community Interactive Art Project! 
On July 5 from 4-6pm chalk will be set 
out for guests to take sidewalk art to 
the streets of Western Avenue. If chalk 
isn’t your style, then the Community 

Interactive Art Project will allow you to create a 
masterpiece of art with paint on canvas! Each year 
thousands of people bring new excitement and their 
own touch of creativity to the event.
 “It’s always really cool to see what people come up 
with,” Flanders said. “Everyone from kids and their 
parents, to art students and grandparents, get out there 
and get creative.”
 Visit the Lakeshore Art Festival’s website, 
lakeshoreartfestival.org, to discover more about the 
exciting weekend in Muskegon.

World-famous muralist and 5 more “can’t 
miss” highlights at the 2019 Lakeshore 
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            ACADEMIC

EXCELLENCE
DETROIT MERCY HAS 
CONSISTENTLY RANKED IN THE 
TOP 25 OF THE MIDWEST BEST 
REGIONAL UNIVERSITIES AND IS 
ONE OF ONLY TWO IN MICHIGAN 
WITHIN THIS CATEGORY TO BE 
RANKED IN THE TOP 25.

#25
MIDWEST BEST 

REGIONAL 
UNIVERSITY 

by U.S. News & World Report

3

CLASS PROFILE

Average GPA: 3.6           

Average ACT: 25

Average SAT: 1140          

5K Total Students

COMMITTED TO 
    YOUR SUCCESS
The balance between our intimate community 
and the breadth of opportunity makes Detroit 
Mercy ideal for those who seek a vibrant 
collegiate experience with a reputation of 
academic excellence. Since our founding in 1877, 
we have treasured a deep respect for the quality 
of life on campus. 
 
Our faculty are experts and mentors, with more 
than 90 percent holding a Ph.D. or terminal 
degree. They can drive both the academic and 
the practical application of knowledge, and 
make time to work with students one-on-one. 
Our faculty value their relationships with each 
student and the concept of lifelong learning. 
You are not a number—you are a priority.

As the only Jesuit and Mercy university in 
the country, Detroit Mercy takes pride in 
our foundational values of rigorous learning 
and world service. We are the largest, most 
comprehensive Catholic university in Michigan, 
featuring more than 100 academic degrees and 
programs including a law school and a dental 
school. We have also been named the #17 Best 
College for Veterans in the Midwest by U.S. 
News & World Report.

4

SIX MULTI-PANEL BROCHURES WITH CUSTOM FLAP

INVEST IN  YOURSELFINVEST IN  YOURSELFTuition assistance is available through a wide array of local, state and 
national awards that reduce the cost of attendance. The general rule is 
to apply early and seek as many scholarships as possible. The Mason 
Admissions and Financial Aid Offices maintain a list of specific resources 
our students can access to pay for college.  

Outside Scholarships

Grants
Mason participates in multiple need-based federal and state-funded 
grant programs that can assist first-year and transfer students. 
Grants are based in part on academic achievement and expected 
family contributions. They do not have be repaid and often come with 
standards of attainment in order to be renewed.

•	 Federal Pell Grants
•	 Federal Supplementary Educational Opportunity Grant
•	 Virginia Commonwealth Award
•	 Virginia Guaranteed Assistance Program
•	 Two-year college transfer program

George Mason University 
Office	of	Admissions	
4400 University Drive, MSN 3A4 
Fairfax, VA 22030 

703.993.2400

admissions@gmu.edu  

admissions.gmu.edu
Visit: admissions.gmu.edu/visit
Virtual Tour: admissions.gmu.edu/virtualtour

Both one-time and continuing merit scholarships are awarded by the 
Office of Admissions to admitted students who are eligible.  Eligibility 
can be based on a number of factors, including GPA and degree 
program. Students who apply by the November 1st deadline are 
automatically considered for 
these awards. Application 
information will be distributed 
to continuing Mason students 
each year.

Scholarships for  
Entering Students
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4. Creative Samples: Provide samples for all sections of the Statement of Needs for which you are submitting 
a proposal. If responding to letter E (Graphic Design for CVPA), samples should be similar to those materials 

referenced in that section.

D     	VIDEOGRAPHY &  
	MOTION GRAPHICS
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4. Creative Samples: D. Videography and Motion Graphics/Animation

VIDEO COLLECTIONS
BEST OF COLLECTION  |  https://vimeo.com/album/5298986

EDUCATION COLLECTION  |  https://vimeo.com/showcase/5298974

ANIMATION  |  https://vimeo.com/showcase/5298961

University of Detroit Mercy
https://vimeo.com/298478903

I69 Thumb Region - Wine & Art Spotlight
https://vimeo.com/313067970

Lansing Art Walk - Maddie
https://vimeo.com/429854181

Lansing Art Walk - Isiah
https://vimeo.com/429852663

Detroit Institute of Music Education
https://vimeo.com/279738749

Warm Fitness
https://vimeo.com/397502703/4ae599ff05

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

https://vimeo.com/298478903
https://vimeo.com/313067970
https://vimeo.com/429854181
https://vimeo.com/429852663
https://vimeo.com/279738749
https://vimeo.com/397502703/4ae599ff05
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4. Creative Samples: Provide samples for all sections of the Statement of Needs for which you are submitting 
a proposal. If responding to letter E (Graphic Design for CVPA), samples should be similar to those materials 

referenced in that section.

E     	Graphic Design  
	for the College of 

Visual and Performing Arts
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4. Creative Samples: E. Graphic Design for the College of Visual and Performing Arts

OBJECTIVE
ArtPrize wanted to bring awareness to their event including dates of exciting events and 
information on how to navigate the 3-mile radius of art that consumed the streets of 
Grand Rapids. Advance 360 saw this as an opportunity to be part of something big. This 
would bring community together. 

GOAL
In our second year of partnership with ArtPrize, we discovered their goals were to 
increase app downloads, build branding and bring awareness to important dates 
happening throughout the 19 day event. We knew geography was a very important 
factor in this event, as it covered a 3-mile radius and needed to bring awareness to 
locations that pinpointed the correct people who would be interested in the event. 

DESIGN
The creative pulled from the brand’s established color palate for the year. Using 
geometric imagery in the background, a series of triangles, with a “pulsing” opacity level, 
added texture and energy to the design. Because these were static ads, embracing the 
notion of art as the heartbeat of the community while simultaneously delivering a  
minimalistic design were important design elements.

RSS Feed: Pulling content from MLive.com’s ArtPrize news feed, the ad headlines were automatically updated and 
offered a real time view into what was happening. A click delivered a direct line to the referenced story.

TARGETING, REMESSAGING, SOCIAL MEDIA & DESIGN
LARGEST ART COMPETITION IN THE WORLD INCREASES 

AWARENESS AND APP DOWNLOADS WITH CREATIVE TARGETING

STRATEGY
Advance 360 crafted a 
multilayered campaign 
that included: 

•	 Display impressions
•	 Latitude longitude targeting
•	 Remessaging
•	 Zip code targeting
•	 Campaign management
•	 Design
•	 Campaign analytics
•	 Responsive rich media
•	 Social media marketing
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Event Awareness: A collection of high-level and highly-desired events drive excitement and community engagement 
during ArtPrize. These events and the awareness surrounding them were critical. Using responsive technology, the 
ad seen here (rectangle, 300x250) uses an “add to calendar” feature. This allows the user to add the event to his/her 
calendar, direct from the ad unit. The feature, while not widely used by viewers, did translate into organic traffic for those 
events.

Individual events were also featured, isolated to the single date and time of the event.

Home Page Takeover: One of the more robust collections of ad design is the home page takeover. It features a 
leaderboard, wallpaper, and rectangle on the same page/in the same digital space. The ads work together to tell the 
story of ArtPrize, offering information on events and links to editorial content, as well as defining the event for unaware 
audiences. Homepage takeovers are dramatic in nature, particularly when a monochromatic look is used.

Latitude Longitude Targeting
Keeping the audience in mind is extremely important when building a marketing strategy. With technology today, it is 
increasingly important to deliver relevant messaging that brings meaning or educates those interacting with a brand. 

First, we knew there was a central location for the event, hence our choice to employ latitude longitude targeting. 
Additionally, we knew there was a split between mobile device type, iOS and Android of downtown Grand Rapids travelers 
and residents. With a goal of increasing mobile app downloads, this fact was incredibly important. The campaign began 
with a compelling message, delivered in a 1-mile radius around a central location, encouraging app downloads. The 
delivery was based on longitude and latitude of the location as well as device specific messaging (Apple iOS or Android).

RESULTS
With a collective 1.85 million impressions delivered, Advance 360 was able to improve the understanding of the event 
among long time area residents as well as travelers to the area, enticing an enhanced click through using zip code 
targeting in the downtown areas where the event was hosted. Overall, more than 1500 artists showed their work through 
the region, and Advance 360 gained insights on the demographic makeup of the public art installation enthusiast.

September 25 September 20

Add to 

4. Creative Samples: E. Graphic Design for the College of Visual and Performing Arts
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DIGITAL AD CAMPAIGNS

SEVEN VIDEOS

4. Creative Samples: E. Graphic Design for the College of Visual and Performing Arts

DETROIT INSTITUTE OF MUSIC EDUCATION
DIME offers a unique academic experience, and when Advance 360 was approached by them, no guiding 
style for creative existed. Our efforts helped to establish this new iteration for their creative.

HTTPS://VIMEO.COM/279738620
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SOCIAL & CONTENT

4. Creative Samples: E. Graphic Design for the College of Visual and Performing Arts
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CO-BRANDED LOGOS
Events on Mackinac Island may require designs to be built for the purpose of advertising or collateral material. 

These co-branded logos may be used in those situations but must not be considered as the primary logo.

MACKINAC ISLAND CREATIVE STYLE GUIDE 2019

SUB BRANDS DEVELOPED BY OUR CREATIVE TEAM

COMPREHENSIVE STYLE GUIDE

TEXT OVERLAYS
Whenever possible, a minimalist approach to headlines is practiced, using words that are emotive, palpable, and quintessentially 

Mackinac Island. Special preference given to those words or headlines appearing in testimonials or guest remarks. 

MACKINAC ISLAND CREATIVE STYLE GUIDE 2019

PROFESSIONAL
All photographs selected should be light, airy, and contain subject matter that is quintessentially Mackinac Island. Posed shots should 

feel warm and inviting. Capturing the curious nature of island guests, these images should be crafted to showcase the island in its 
finest light. Smiles are always present, the sun is always shining, and seeing each image should take the viewer to a place in time and 

memory.

When possible, compositions are asymmetrical in layout, so to maximize use in advertisements and other chosen placements.

MACKINAC ISLAND CREATIVE STYLE GUIDE 2019

CREATIVE 
STYLE GUIDE 

2019

MACKINAC ISLAND CREATIVE STYLE GUIDE 2019

TYPEFACES
For all primary headlines within 
designs for Mackinac Island, built 
for the purpose of distribution, 
advertising, or collateral material, 
the font Montserrat Medium 
should be used. Tracking should 
be set to 0.

P R I M A R Y  H E A D L I N E  F O N T

MONTSERRAT
MEDIUM

A B C D E F G H I J K L M N
O P Q R S T U V W X Y Z
a b c d e f g h i j k l m n o
p q r s t u v w x y z

1 2 3 4 5 6 8 9 0

. , ? ! @ # $ % ^ & * ( ) - = _
+ < > / \ | [ ] { } ¡ ™ £ ¢ ∞
§ ¶ • ª º – ≠

COLORS
Selected photographs should primarily include light and airy feeling and hues, and contain subject matter that is quintessentially Mackinac Island. Whenever 
possible, the majority of the photograph contains hues complimentary to the brand palette. Professional photography might even direct clothing selections 

and the like in order to contribute to the color story of the �nished placement or placements.

BRAND COLORS PHOTO COLOR STORY

#003865 #FF8070
#FFB7AD

#EC8680

#D7765D

#FFE0BF

#FFE0BF

#EEBE69

#E5EEA4

#C8D280

#AFBE69

#CEE3DA

#A4D0BC

#80B99C

#A5D4FF

#89C0DF

#72A2C3

#FAB2DE

#E086B9

#C45991

#F0E6D7

#E2D6C5

#D2BF9B

#E3BBB1

#B08577

#875F4A
#BCB59F #332F21

MACKINAC ISLAND CREATIVE STYLE GUIDE 2019

MACKINAC ISLAND CREATIVE STYLE GUIDE 2019

DIGITAL APPLICATION
Statements should be made declaratively, about 
the Island. Mackinac Island isn’t the persona: 
meaning narrative isn’t written from the 
perspective of the island as a human being or “the 
writer.” Notions of geographic location should be 
broader—written from the sense of “Getting to the 
Island” rather than “Getting here.”  

Special effort is made to reference the Island’s 
broad categorical ownership, as in “Our Island”, to 
further the user’s willingness to make the space his 
or her own and to subtly reference the many 
stakeholder groups any guest will encounter.

(When done properly, this phraseology will benefit 
the hashtag use #mymackinac.)

All phrasing in Display Media is done with as much 
visceral language as possible, preferably crafted by 
user experience, and limited to single phrases 
whenever possible. Calls to Action are minimal, 
limited to a single word if possible.  Whenever 
actual statements of our guests are harvested, their 
own words should be reflected in the headlines, 
subheads and other.

VOICE
D I G I T A L ,  P R I N T ,  
&  O O H  C R E A T I V E

4. Creative Samples: E. Graphic Design for the College of Visual and Performing Arts
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NEW PRODUCT LOGO DESIGN AND LABEL
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P R O U D L Y  M A D E  B Y

From the relaxing clip-clop pace 
of life and stunning views of the 

Mackinac Bridge to booming 
cannon fire at historic Fort 

Mackinac and the sweet scent of 
lilacs in June, a summer 

experience on Mackinac Island is 
full of memories you won’t soon 

forget. Memories so vivid you can 
almost taste them.

 
In your hand is just one of 

Mackinac Island’s many 
memorable flavors, this tart and 
sweet lemonade, brought to you 

by a trusted Michigan Brand.

Enjoy!

A  M A C K I N A C  I S L A N D  

SUMMER 
MEMORY

MACKINACISLAND.ORG

GUERNSEY FARMS DAIRY
21300 NOVI ROAD
NORTHVILLE, MI 48167

GUERNSEYFARMSDAIRY.COM
1 6  F L  O Z .        4 7 3  M L

T H E  O F F I C I A L  L E M O N A D E  O F

A  B O T T L E  O F

P
U R E  S U M M E R

4. Creative Samples: E. Graphic Design for the College of Visual and Performing Arts
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WEBSITE

4. Creative Samples: E. Graphic Design for the College of Visual and Performing Arts
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DIGITAL ADS

4. Creative Samples: E. Graphic Design for the College of Visual and Performing Arts
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4. Creative Samples: E. Graphic Design for the College of Visual and Performing Arts

KENDALL COLLEGE OF ART AND DESIGN OF FERRIS STATE UNIVERSITY

SELECTION FROM AN EXTENSIVE DIGITAL AD CAMPAIGN INVOLVING OVER 45 THEME SETS
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4. Creative Samples: E. Graphic Design for the College of Visual and Performing Arts

KENDALL COLLEGE OF ART AND DESIGN OF FERRIS STATE UNIVERSITY

SOCIAL
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5	REFERENCES
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5. References: No fewer than three (3) that demonstrates 
the Offeror’s qualifications, preferably from other 
comparable higher education institutions your company 
is/has provided services with and that are similar in 
size and scope to that which has been described herein. 
Include a contact name, contact title, phone number, 
and email for each reference and indicate the length of 
service.

References
GEORGE MASON UNIVERSITY
Eric Woodall, Digital Communications Director

703-993-5442
ewoodall@gmu.edu

Length of Service: 2 years 

GEORGE MASON UNIVERSITY 
Caitlin Shear, PMP, Director of Integrated 
Enrollment Marketing

Office of Enrollment Management

703-993-9798 
cshear@gmu.edu

Length of Service: 1 year

UNIVERSITY OF DETROIT MERCY
Gary J. Erwin, Associate Vice President  
Marketing & Communications
313-578-0339 
erwingj@udmercy.edu

4001 W McNichols Rd.  
Detroit, MI 48221

Length of Service: 3 years

MACKINAC ISLAND TOURISM
Tim Hygh, Executive Director
517-582-3414 
timhygh@micvb.com

7274 Main Street 
Mackinac Island, MI 49757

Length of Service: 9 years
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TESTIMONIALS

5. References

My experience with Advance 360 during the 
Covid-19 crisis, has been exceptional. They 
have proactively reached out and adjusted our 
campaigns both in spending and the message 
mid campaign without missing a beat. Going 
forward in these uncertain times they have also 
made sure to let us know that they are willing 
to work with us on contracts etc. It has been 
during this experience that they have shown, 
through their customer service, that they are 
concerned with what’s really best for our 
organization and have proven to be  
true partners in every sense of the word.  
I am grateful for our partnership now more 
than ever.

– Cori-Ann Cearley, Munising Visitors Bureau 
Pictured Rocks Inn and Suites

The last two years … have been both enjoyable 
and productive. They have made the 
implementation of new recruitment initiatives 
very easy and painless on our end. Their broad 
network gives us a lot of expertise to draw 
from and different options that we can test. 
If an issue ever comes up, they are always 
very quick to respond and resolve it. Perhaps 
most importantly, we have seen our prospect 
numbers steadily increase due to many of the 
programs they have implemented for us.

– Private College Client Testimonial

When we first began refreshing our brand 
identity we vetted a few local creative agencies 
for the project. We were impressed by the 
professionalism and strategic approach and 
we decided to jump into this crazy journey with 
their team leading the charge.

– Steve Volkers, Steve Volkers Group

We have worked together for 6 years and the 
relationship has grown to the point that they 
are an essential part of our entire marketing 
and advertising plan. Bright, intelligent, 
quick on their feet and true to their word. 
It is the perfect mix that makes up a strong 
successful relationship.

– Tim Hygh, Mackinac Island Tourism

Advance 360 brought to Grace’s rebranding 
exactly what we had hoped. They accepted 
our initial data collection efforts and added 
to that body of data. They understand the 
dynamics brought by multiple layers of 
institutional stakeholders and helped us 
gain buy-in. The entire process had clear 
deliverables as well as a clear path to reach 
the end goal.

The process for designing something as 
seemingly simple as a logo is somewhat 
magical. Looking at what we had before and 
looking at what we have now is an impressive 
difference. Our staff sees the difference and 
is excited and motivated to promote and 
expand the brand. We love the guidelines, it 
will be a valuable tool in our marketing going 
forward.

– Teel Jewelers Team

The result was stunning … a look that was 
strong, professional, inclusive, inviting, and 
even a tad fun.

– Deanna Richeson, former President and CEO 
of Check In Michigan
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6	PROPOSED 
 PRICING
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MASON IS EXCEEDING THE $400K THRESHOLD AND THEREFORE WILL RECEIVE THE  
APPROVED DISCOUNTED VASCUPP PRICING:

UVA 

P1

Creative development (outside of initial established scope of work): $125/hour
Payment terms: Payments are due upon receipt
Desired payment schedule: Monthly

PRICING

1. Digital media planning, creative strategy,
and on-site work

2. SEM/PPC

3. Paid social (if applicable)

4. Display/video/programmatic on
non owned and operated sites

5. Display/video on owned and operated sites

6. Traditional media buying

$125/hour

8% fee on spend

15% fee on spend

15% fee on spend

0% fee on spend

10% fee added

ADVANCE 360 - PRICING

Total University Spend Discounting
$400,000+ the percentage can be adjusted to the following percents and rates (non-retroactive):

SEM | 7%
Paid Social | 12%
Display/Video/Programmatic on non-O & O sites | 12%
Traditional Media | 8%
Hourly rate | $100

13 of 13

AGREEMENT ATTACHMENT 3
Pricing / Fees

PROPOSED PRICING
COST OF SERVICES: Provide hourly rates for any services proposed. Rates shall include all overhead costs.
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STANDARD PRICING
COST OF SERVICES: Provide hourly rates for any services proposed. Rates shall include all overhead costs.

ASSIGNABLE STAFF TITLES /  
SERVICES HOURLY RATES ($)

Account Coordinator/Manager. . . . . . . . . .         $100
Advertising/Media Services . . . . . . . . . . . . .            $100
Broadcast Production . . . . . . . . . . . . . . . . .                $100
Copywriter . . . . . . . . . . . . . . . . . . . . . . . . . . .                          $100
Creative Director . . . . . . . . . . . . . . . . . . . . . .                     $200
Graphic Design. . . . . . . . . . . . . . . . . . . . . . . .                       $150
Image Prep/Photo Editing . . . . . . . . . . . . . .             $100
Performance Analytics . . . . . . . . . . . . . . . . .                $200
Photography. . . . . . . . . . . . . . . . . . . . . . . . . .                         $200
Print Production . . . . . . . . . . . . . . . . . . . . . .                     $100
Project Manager. . . . . . . . . . . . . . . . . . . . . . .                      $150
Proofreading . . . . . . . . . . . . . . . . . . . . . . . . .                        $100
Public Relations. . . . . . . . . . . . . . . . . . . . . . .                      $100
Quality Assurance . . . . . . . . . . . . . . . . . . . . .                    $150
Senior Account Executive . . . . . . . . . . . . . .             $125
Senior Digital Video Designer . . . . . . . . . . .          $150
Social Media. . . . . . . . . . . . . . . . . . . . . . . . . .                         $100
Video Editing/Animation. . . . . . . . . . . . . . . .               $125
Web Search Services. . . . . . . . . . . . . . . . . . .                  $100
Web/Mobile/App Development . . . . . . . . .        $150

SEO
Site Audit. . . . . . . . . . . . . . . . . . . . . . . . . . .                           $3,000 
Basic Program . . . . . . . . . . . . . .              $1,000/monthly
Enhanced Program . . . . . . . . . .          $1,500/monthly
Custom Program . . . . . . . . . . . . . . .                Quote Basis

SERVICE FEE ON SPEND
PRICING FOR AMOUNTS: $0 - $199K

SEM/PPC. . . . . . . . . . . . . . . . . . . . . . . . . . . . .                              30%

Paid Social. . . . . . . . . . . . . . . . . . . . . . . . . . . .                             50%

Display/Video/Programmatic on  
non-owned/operated sites. . . . . . . . . .           50%

Display/Video on owned/operated sites . .   30%

Traditional Media. . . . . . . . . . . . . . . . . . . . . .                       15%

PRICING FOR AMOUNTS: $200 - $399K
SEM . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                  25%

Paid Social . . . . . . . . . . . . . . . . . . . . . . . . . . .                            40%

Display/Video/Programmatic on  
non-owned/operated sites. . . . . . . . . .           40%

Display/Video on owned/operated sites . .   25%

Traditional Media . . . . . . . . . . . . . . . . . . . . .                      10%

PRICING FOR AMOUNTS: $400K+
SEM . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                  20%

Paid Social. . . . . . . . . . . . . . . . . . . . . . . . . . . .                             35%

Display/Video/Programmatic on  
non-owned/operated sites. . . . . . . . . .           30%

Display/Video on owned/operated sites . .   20%

Traditional Media . . . . . . . . . . . . . . . . . . . . .                      10%

ANALYTICS DASHBOARD
Standard Advance Analytics Dashboard  
(paid marketing). . . . . . . . . . . . . . . . . .                 $200/monthly

Custom Advance Analytics Dashboard / Data 
Visualization (paid marketing + custom data 
sources)

Initial Build: . . . . . . . . .        Custom quoted $200/hr
Ongoing:. . . . . . . . . . . . . . . . . . . . .                    $500/monthly


