
ADVERTISING ACCEPTIBILITY GUIDELINES  
The success of advertising depends upon its credibility. No matter how 
technically brilliant or compelling an advertisement may be, unless readers 
believe it, it fails in its purpose. Moreover, the confidence of readers in a 
newspaper, its news, editorial and advertising columns, depends upon the 
integrity of those columns. 

For these reasons, The New York Times makes every effort to serve its readers 
and advertisers by barring commercial messages that are misleading, inaccurate 
or fraudulent; that make unfair competitive claims or that fail to comply with its 
standards of decency and dignity. 

If an advertisement contains statements or illustrations that are not acceptable, 
and that The New York Times thinks should be changed or eliminated, the 
advertiser will be notified. 

The following describes some of the kinds of advertising (including advertorial 
edit) that The New York Times will NOT accept: 

§ Advertisements that contain fraudulent, deceptive or misleading 
statements or illustrations. 

§ Attacks of a personal character. 

§ Advertisements that are overly competitive or that refer abusively to the 
goods or services of others. 

§ Advertisements that do not comply the acceptable federal, state and local 
laws and regulations (such as regarding investments). 

§ Advertisements that fail to comply with the express requirements of 
federal and state laws against discrimination, including Title VII and the 
Fair Housing Act, or which otherwise discriminate on grounds of race, 
religion, national origin, sex, age, marital status or disability. 

§ Advertisements for cigarettes and other tobacco products. 

All advertorial concepts and advertisements must be reviewed and approved by 
The New York Times Advertising Acceptability Department. Advertorials are 
accepted at the sole discretion of The New York Times. The New York Times 
reserves the right to reject sections and/or advertisements, in accordance with 
The New York Times standards of acceptability, for noncompliance with the 
above regulations. In order to avoid last-minute changes or rejection, we strongly 
suggest advertisements and advertorials be submitted for review well ahead of 
deadline. 



The producer of an advertorial, along with the respective advertisers, advertising 
agencies and other contributors, jointly and severally assume liability for all 
content of that advertorial (including but not limited to text, photographs, 
graphics, representations and illustrations), jointly and severally assume 
responsibility for any claims – including but not limited to defamation, invasion 
of privacy or publicity (arising from the unauthorized use of individuals’ names 
or likenesses), and intellectual property, arising there from – made against The 
Times, and jointly and severally agree to indemnify and hold The Times harmless 
from all costs, expenses (including reasonable attorneys’ fees), liabilities and 
damages resulting from publication of the advertorial. 
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