
Response from Steph Jespersen, the Times' director of advertising acceptability:  

 
Our guidelines for accepting opinion, advocacy and nonprofit advertising are straightforward.  Some of 
those guidelines are:  
 
The New York Times accepts and publishes advocacy and nonprofit, and opinion advertisements from  a 
wide variety of groups and individuals who wish to comment on issues and raise funds. We do so 
because we believe the First Amendment not only guarantees our right to publish news and editorials, 
but, more importantly, it guarantees the public's right to be heard.  
 
When accepting advertising, we make no judgments about  an advertiser's arguments, factual assertions 
or conclusions. We accept these ads regardless of our editorial position on a given subject.  
 
We do not accept advertisements that are gratuitously offensive on racial, religious or ethnic grounds or 
that are considered to be in poor taste.   We expect our advertisers to present the facts of a situation 
accurately, but we do not verify, nor do we vouch for, statements of purported fact in these 
advertisements.  We reserve the right however, to require documentation of factual claims when it is 
deemed necessary.   We do not screen an advertiser's Web site for factual claims or assertions.  We 
review an organization's advertisement only,  not their Web site.  We do require however, that an 
advertiser's Web site contain a telephone number or physical address so our readers may contact them 
with questions or comments.      
   
When we receive questions or complaints about an advertisement, we ask for them in writing, and refer 
the written complaint to the  advertiser to rectify or for their comment.   If they are not addressed, we can 
decline to publish further advertising.  The Center for Aids Prevention did provide us with their 501 (c)3 
form when we requested it.  It is not up to The Times to enforce the regulations of 501(c)3 organizations. 
 That is the business of  Attorney General.  
 
Should there be allegations of fraud against an advertiser, we would discontinue advertising, until the 
matter is resolved.  At this time, we have no indication of that.    
 
Thanks for being in touch.  
 
Steph Jespersen  
Director  
Advertising Acceptability  
The New York Times   


