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AARP Bulletin spotlights news and policy-driven content that matters most to the lives of Americans 
age 50+. Its focus on critical information ignites a sense of urgency and consumer action among 
30.2 million readers – a media powerhouse for marketers to communicate their message.

AARP Bulletin

Editorial Calendar 2026

January/February
Cover The War on Diabetes
Health What’s the Deal with PRP 
 (Platelet-Rich Plasma) Therapy?
Money  What You Need to Know About   
 the Most Popular Annuities
Life  Celebrate America’s 250th Anniversary
Ad Close  11/3/25

March/April
Cover Fraud: Fighting Back Against New Threats
Health What Happens in Vagus: How One 
 Nerve Can Change Your Body’s Health
Money How AI Can Help You Get Ahead   
 at Work…  and How It Can’t 
Life  30 Days to a Decluttered Home
Ad Close  1/2/26

May/June
Cover  The High-Stakes Rise of Senior Gambling 
Health  5 Fast Pain Hacks
Money  Rent or Buy? 
Life  Your New TV Streaming Guide
Ad Close  3/2/26

July/August
Cover  99 Great Ways To Save
Health Your Psoriasis Workbook 
Money Surprise Medical Bills Are Still 
 a Threat
Life Hobbies That Help
 Lessons From a Home Inspector
Ad Close  5/1/26

September/October
Cover  The New Science of Brain Health
Health Is a “Stretch Lab” right for you? 
Money Your Credit Card Debt Payoff  Guide
Life Adopting an Older Pet
Ad Close  7/1/26

November/December
Cover Modern Problems and Their Solutions 
Health  Should You Trust a Doctor-Free   
 Prescription? 
Money Inheritances Gone Wrong 
Life  Caregiving for an Ex-Spouse 
Ad Close  8/28/26

1/12/26

  Ask about digital complements

  Editorial content subject to change without notice
Plus, in Every Issue
Fraud Watch, Medicare Made Easy, Live Well for Less, Great Ways To Save and more.
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AARP Bulletin | Audience Demographics

Powerful Demos, Powerhouse Publication

1/8/26

AARP Bulletin spotlights news and policy-driven content that matters most to the lives of Americans 
age 50+. Its timely focus on critical information ignites a sense of urgency and consumer action 
among 30.2 million readers– a media powerhouse for marketers to communicate their message.

Source:  MRI-Simmons Fall 2025. Publisher-defi ned prototype.

Audience
Audience (000) % Comp

Audience  30,225  100%
Men 15,113  50%
Women  15,112  50%
Median age    67
Readers per copy    1.55

Education
Audience (000) % Comp

Any college  21,373  71%
Graduated college+  13,632  45%

Employment Status
Audience (000) % Comp

Employed  11,728  39%
Retired  15,867  53%

E-Commerce
 Audience (000) % Comp

Made online purchase 
in last month 23,361  77%

Household Income
Audience (000) % Comp

HHI $75,000+  18,852  62%
HHI $100,000+  14,622  48%
Median HHI    $97,099 

Home Ownership
Audience (000) % Comp

Homeowners  24,603  81%
Median home value    $405,026 

Other Key Demographics
Audience (000) % Comp

Married  18,108  60%
Single/widowed/
divorced/separated  12,117  40%
Grandparent   14,604 48%
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Apparel/Accessories/
Beauty
Drew Shoe 
Hitchcock Shoes
JTV
Skechers Footwear
Stauer
 
Collectibles/Toys 
Bradford Exchange
Kenmore Stamp 
Littleton Coin Company
 
Consumer Electronics/
Services
Affinity Cellular
AT&T Wireless
Best Buy
	 Flip
	 Smart 
Consumer Cellular
La Crosse Technology
Maxsip Telecom
TV Ears

Financial/Insurance
Aflac
Barclays Bank
Centers for Medicare & Medicaid
Globe Life & Accident Insurance
The Hartford Insurance
Marcus by Goldman Sachs
Mutual of Omaha
New York Life
Physicians Mutual Dental 		
	 Insurance
Rust Consulting
Wesley Financial 
UnitedHealthcare

Entertainment
Disney Streaming 

Food/Beverages
Kansas City Steaks
NakedWines.com
Omaha Steaks
Quaker Oats
 

Health/Wellness
AAO/Eyecare America
Bausch & Lomb 
Bonro Medical
Botanic Choice
Cochlear Americas
Connect America
Folding Scooter Store 
Hear.com
Inogen One
Journey Health & Lifestyle
Life Alert
MD Hearing Amp 
Magni Company
Medical Guardian 
MobileHelp 
Nutrisystem
Pride Mobility 
U.S. Department of  
	 Health & Human Services

Home/Building
3 Day Blinds 
Acorn Stairlift
American Standard 
BathWraps
DR Power Equipment
Kohler
LeafFilter North
Renewal By Andersen
Safe Step Walk-In Tub
Sleep Number Corp
Stiltz Homelifts
Weather Tech
Zoysia Farm

Travel/Real Estate
Caravan Tours 
Preserve Home Sales
Regent Cruises

AARP Bulletin 

Advertising List

9/15/25
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National Rates     	 Rate Base 19,500,000

Unit	 B/W	 4 Color

Page	 $729,900	 $811,000
2/3	 549,850	 610,950
1/2	 485,380	 539,320
1/3	 330,890	 367,650
1/4	 255,470	 283,850
Billboard		  243,430
2nd Cover		  932,650
3rd Cover		  892,100
Back Cover		  973,200

National Half-Circ 	 Rate Base 9,750,000

Unit	 B/W	 4 Color 

Page	 $408,740	 $454,160
1/2	 271,810	 302,020 

Half-Circ ads are pending partnership. They are random and 
alternate every 10,000–13,000 copies. Positioning cannot be 
guaranteed. There may be coupon backups and/or competitive 
advertising nearby.

Closing/In-Home Dates
	 Ad Copy	 Space/	 Estimated  
Issue	 Clearance	 Material	 in-home

Jan/Feb	 10/27/25	 11/3/25	 1/7/26–1/24/26
Mar/Apr	 12/23/25	 1/2/26	 3/9/26–3/21/26
May/Jun	 2/23/26	 3/2/26	 5/11/26–5/23/26
Jul/Aug	 4/24/26	 5/1/26	 7/8/26–7/23/26
Sep/Oct	 6/24/26	 7/1/26	 9/8/26–9/19/26
Nov/Dec*	 8/21/26	 8/28/26	 11/9/26–11/21/26
Cancellation date is space closing date.
*ShopIt Now issue

BRC/Insert Closing Dates
Issue	 Closing Date

Jan/Feb	 10/20/25
Mar/Apr	 12/19/25
May/Jun	 2/17/26
Jul/Aug	 4/17/26
Sep/Oct	 6/17/26
Nov/Dec	 8/14/26
Cancellation date is space closing date.

All rates are gross. All advertising orders are accepted subject to AARP’s Advertising Terms and Conditions, which can be found at advertise.aarp.org.

 AARP Bulletin

Rates and Closing/In-Home Dates 2026 
 Effective with the Jan/Feb 2026 issue

1/6/26

BRC/Insert Units (Supplied)	  
Rate Base 19,500,000
Unit	 4 Color

BRC (blow in)	 $405,500
BRC (hanger)	 811,000
SSI (hanger)	 1,216,550
 
Inserts may require an accompanying ad unit. 
BRC/insert unit reservations must be confirmed in writing two weeks 
prior to space closing date. Production charges may apply.
Paper is in short supply. If you want us to print your insert,  
provide as much notice as possible to secure paper.  
Once your order is placed, we cannot cancel the paper order.
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Display Units 
Unit	 Dimensions

Spread*	 17.5"W x 10.25"H
Full Page	 8.5625 x 10.25
2/3 Horizontal	 8.5625 x 6.6875
2/3 Vertical	 5.5625 x 10.25
1/2 Horizontal Spread	 17.5 x 5
1/2 Horizontal	 8.5625 x 5
1/2 Vertical	 4.1875 x 10.25
1/3 Horizontal	 8.5625 x 3.25
1/3 Vertical	 2.8125 x 10.25
1/3 Square	 5.5625 x 5
1/3 Digest	 4.1875 x 6.6875
1/4 Vertical	 2 x 10.25
1/4 Square	 4.1875 x 5
Billboard	 8.5625 x 1.75
1/5 Vertical (Disruptor Unit)	 1.75 x 10.25

 
Insert Units 
Unit	 Dimensions

BRC**	 6 x 4 blow in
BRC**	 6 x 8 plus 3.5 hanger
SSI**	 7.5 x 10.5 plus 3.5 hanger 
*Gutter Bleed Only  
**75# Hi-Bulk Uncoated Text
Ad sizes based on a trim size of 9"W x 10.75"H

Ad File Submission
Upload all ad files to: adshuttle.com/aarp
File format: PDFX-1a file is required. 
 
For ad material questions or extension requests, 
contact Judy Rutherford, AARP Production 
Department, jrutherford@aarp.org, 202-434-6894.

 
Supplied Inserts
For supplied insert specifications and shipping 
instructions, contact Tom Stirling, AARP Production 
Department,  tstirling@aarp.org, 202-434-2533.

Printing
Rotogravure (Digital Engraved Cylinders) 
AARP Bulletin is produced completely digitally. 

Binding  Publication trim size is 9.375" x 10.75", 
which includes a .375” lap on the lo folio side.  
AARP Bulletin follows GAA/SWOP standards for 
halftone gravure digital materials. Maximum 
acceptable 4/C density is 320%. Minimum printable 
tint value for the gravure printing process is 4%  
of each color used in a tint build. Gravure highlight 
minimum is 5% of any one color.

Materials: Digital Data
PDF/X-1a is required. Contact Edward Sikora,  
AARP Production Department, esikora@aarp.org 
202-434-6892 for further instructions.

Type, Rule, and Minimum Tint 
Requirements 

Publisher is not responsible for illegible type if  
the following requirements are violated: Minimum 
black type size is 8 pt. with serifs no less than  
.004" thick. Reverse type minimum is 8 pt.  
However, multicolor rules or type, reverse rules  
or type, and fine rules butting color should not  
be less than .012" thick (1 pt.) in the main part  
of the character. Fine serifs should not be less  
than .005" thick (.375 pt.). Do not use predefined 
hairline rules in desktop applications. For  
desktop, set black rule width no less than .375 pt. 

 AARP Bulletin

Creative Specifications 2026

10/15//2025



646.521.2500 
advertise.aarp.org

Rates 
Small space advertising for mail order products and 
services, retirement communities, tourist boards, 
travel, and travel-related services. 

Rate Base 19,500,000
Unit	 B/W	 4 Color
66 lines x 2 columns	 $128,520	 $142,800
66 lines  	 64,260	 71,400
32 lines	 32,960	 36,620

 
Frequency Discounts
Issues	 3X	 6X	 9X	 10X
Discount	 5%	 7%	 9%	 10%

All rates are gross. All advertising orders are accepted subject to 
AARP’s Advertising Terms and Conditions, which can be found at 
advertise.aarp.org.

Creative Specifications
Unit	 Dimensions

66 lines x 2 columns	 4.1875"W x 4.6875"H

66 lines horizontal	 4.1875 x 2.25

66 lines vertical 	 2 x 4.6875

32 lines 	 2 x 2.25  
All requirements for digital files are the same as for display ads except that a  
.5 pt. rule must be used on all boxed ads for Shoppers’ Deals and Destinations.

Closing Dates
		  Ad Copy	 Space/	 Estimated  
Issue	 Clearance	 Material	 in-home

Jan/Feb	 10/20/25	 10/27/25	 1/7/26–1/24/26

Mar/Apr	 12/19/25	 12/23/25	 3/9/26–3/21/26

May/Jun	 2/17/26	 2/23/26	 5/11/26–5/23/26

Jul/Aug	 4/17/26	 4/24/26	 7/8/26–7/23/26

Sep/Oct	 6/17/26	 6/24/26	 9/8/26–9/19/26

Nov/Dec*	 8/14/26	 8/21/26	 11/9/26–11/21/26
Cancellation date is space closing date. *ShopIt Now issue.

Ad File Submission 

Upload all ad files to: adshuttle.com/aarp 
File format: PDFX-1a file is required. 

For ad material questions or extension requests,  
contact Judy Rutherford, AARP Production Department, 
jrutherford@aarp.org, 202-434-6894.

1/6/26

 AARP Bulletin

Shoppers’ Deals and Destinations 2026 
 Effective with the Jan/Feb 2026 issue
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The general guidelines listed below may not address each and 
every advertising/product situation. Each advertisement will be 
judged on a case-by-case basis, on its own merits.

1. Conformity of Government Laws and 
Regulations. All advertising material presented to members/
readers in AARP publications must conform to governmental laws 
and regulations and to the standards and policies of AARP. 

2. Substantiation of Claims. Any claim made in an ad will 
have to be substantiated by the advertiser to the satisfaction of 
AARP as will reference to any scientific studies.

3. Company Must Be Financially Sound and Have 
a Good Record of Customer Service. To ascertain 
this, AARP will conduct an in-depth assessment of the company. 
The following will be required from advertisers: Background 
information, the proposed ad, possibly a product sample, 
and customer service contact information. If AARP cannot 
substantiate a potential advertiser’s background, an established 
background on the parent company may suffice as long as a 
connection between the two companies exists and the parent 
company agrees to take full responsibility for the ad placed by the 
subordinate company.  

4. AARP’s Advertising Terms and Conditions. All 
advertising orders are accepted subject to AARP’s Advertising 
Terms and Conditions which can be found at http://advertise.
aarp.org.

5. AARP Products and Services. AARP allows the use 
of its brand, through AARP Services, Inc., to certain companies. 
AARP makes available, through AARP Services Inc., member 
services to meet specific needs and desires of AARP members. 
The appearance of any other ads in any of AARP’s publications/
online properties, however, does not constitute nor should be 
construed as an endorsement of any product or service. 

6. AARP Reserves The Right To Reject Any 
Advertisements. AARP reserves the right to decline or reject 
any advertisement for any reason at any time without liability, 
even though previously acknowledged or accepted.

7. AARP Protects The Privacy of Its Members and 
Non-members. AARP is committed to offering the consumer a 
choice about how personal information is used. The privacy policy 
can be found at https://www.aarp.org/about-aarp/privacy-policy

8. The AARP Logo and Use of Its Name. General 
advertisers may not use the AARP logo. The use of the AARP name, 
its initials, its URL, or the name of any of its publications may not 
be used in any advertisement, promotional materials or follow-up 
mailings without the express prior written permission of AARP.

Special Requirements 
Some ad categories raise a number of issues for which AARP may 
require additional information as its experience demonstrates a 
more in-depth investigation is needed. 

Some of these categories include
 �Auto Insurance
 �Business Opportunities and Franchise Sales
 �Debit and Credit Cards
 �Financial or Investment Information or Offers
 ��Hearing Aids and Personal Sound Amplification Products 

(PSAPs)
 �Health Insurance
 �Home Equity Loans
 �Homeowners and Manufactured Housing Insurance
 �Life Insurance
 �Mail Order Offers
 �OTCs, Supplements, Vitamins, and Herbs
 �Personal Emergency Response Systems (PERS)
 �Pharmaceutical and Drug Stores
 �Prescription Drugs 
 �Vanity Publishers

Unacceptable Advertising Products and Messages 
AARP deems some industry-wide products and messages as 
unacceptable for its publications. 

These include
 �Guns, firearms, weapons.
 �Age-related membership organizations recruiting members 

(there may be exceptions on a case-by-case basis).

 Political and public policy messages.
 �Any specific religious organization recruiting members/

participants and donations. 
 Personal and classified messages from individuals.
 Reverse mortgages.
 Viaticals and life settlement insurance policies. 
 �Payday lending, car title lending, pawn shops, employment/

work at home opportunities or grant opportunities. 
 �Debt settlement services (legitimate credit counseling services 

will be reviewed on a case-by-case basis). 
 �Cryptocurrency.
 �Companies that offer title and deed monitoring, notification 

and related services.
 �Marijuana. Until the use of marijuana is decriminalized at the 

federal level, AARP will not accept advertising for facilities that 
dispense marijuana and its component elements/parts even if 
they are licensed by states or local entities. The FDA is exploring 
the science, safety and quality of products containing cannabis 
and cannabis-derived compounds, particularly CBD (FDA 
update – 3/5/20): https://www.fda.gov/consumers/consumer-
updates/what-you-need-know-and-what-were-working-
find-out-about-products-containing-cannabis-or-cannabis). 
Advertising for these products has not been approved.	

 �Tobacco and related products, including vaporizers,  
E-Cigarettes, and other electronic nicotine delivery systems 
(ENDS). This includes any image ad from a tobacco company 
or an ad seeking to promote the good works of any tobacco 
company or group of companies. AARP will accept ads for 
legitimate stop-smoking techniques or products.

 �Investment and loan opportunities that are arranged by 
businesses or people that are not subject to oversight or 
licensing by state or federal regulatory and licensing agencies, 
such as state insurance regulators, the U.S. Commodity Futures 
Trading Commission, the National Futures Association, or the 
Financial Industry Regulatory Authority. AARP will consider the 
level of risk associated with potential investment advertising. 

The EVP-Chief Communications and Marketing Officer (CCMO) has 
the authority to reject any advertising at any time for any reason 
even though previously acknowledged or accepted. The EVP-
CCMO may decide to escalate a decision to the CEO after  
seeking input from AARP business units. 

23
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All advertising orders are accepted subject to the terms and 
conditions of AARP’s current rate card as set forth below 
(hereafter the “Agreement”). If there is any conflict between 
the terms and conditions of the Agreement herein and any 
insertion order or other document provided by the Advertiser 
or its Agent, the terms and conditions of the Agreement herein 
shall control. For the avoidance of doubt, submission of all 
advertising orders constitutes an acceptance of the terms 
and conditions of this Agreement. No terms or conditions in 
any insertion order, reservation orders, blanket contracts, 
instructions, or documents other than this Agreement will 
be binding on AARP, unless AARP agrees to such terms and 
conditions in writing.

The parties agree as follows:

Term  
This Agreement shall have a Term of three (3) years from the 
date of execution. Each party may terminate this Agreement 
at any time with thirty (30) days prior written notice. If neither 
party terminates the Agreement prior to the conclusion of the 
Term, the Term of this Agreement shall automatically renew 
for an additional three (3) years as long as the Advertiser has 
placed at least one (1) advertisement in an AARP printed 
publication within each calendar year of the previous Term. 
The Agreement may be renewed for a maximum Term of twelve 
(12) years. 

Definitions  
“Consumer(s)” shall be defined as an individual who inquires 
about Advertiser’s products and/or services as a result of an 
advertisement placed by Advertiser in an AARP publication 
prior to purchasing a product and/or service from Advertiser. 
“Customer(s)” shall be defined as an individual who has 
purchased a product and/or service from Advertiser. 

Use of the AARP Trademark and the Name of 
AARP Publications  
The Advertiser and its agency jointly and severally represent 
and warrant that they will not use the name(s) of any AARP 

publication or of AARP, in any manner, including, without 
limitation, in promotional or informational material for the 
advertised product or service without the express written 
consent of AARP in each instance.

AARP Approvals  
AARP’s approval of Advertiser’s advertising materials will not 
imply a representation or belief that such materials comply 
with applicable law and will not have any effect on Advertiser’s 
representations and warranties or indemnification obligations 
hereunder. AARP reserves the right to reject advertising at 
any time for any reason or to limit the advertising pages in any 
edition without liability, even though the advertisement was 
previously acknowledged or accepted.

Consumer Fulfillment  
Advertiser may use Consumer information for purposes 
of responding to requests about products and/or services 
advertised by Advertiser in an AARP publication. Such 
responses shall not contain any third party materials and/
or materials that promote a third party within the fulfillment 
package or letter. AARP reserves the right to inspect all 
fulfillment packages or letters sent to Consumers under this 
Agreement at any time. If AARP elects to invoke its inspection 
rights, it will do so in writing. Advertiser shall have five (5) 
business days to provide copies of all requested fulfillment 
packages and/or letters. One copy of all such information and 
materials should be submitted to the AARP Advertising Policies 
Department, 601 E Street NW, Washington, DC 20049.

AARP Member Data  
Advertiser shall not at any time collect or maintain any 
information, including without limitation, names, postal 
and email address, from Consumers or Customers as a result 
of its advertisement in an AARP publication that directly 
or indirectly identifies such Consumers or Customers as 
AARP members, prospects, or individuals interested in 
AARP (hereafter “Member Data”) for the following purposes: 
to directly or indirectly target, address, solicit or market 
Consumers or Customers as an AARP member prospect, or 

individuals interested in AARP, nor imply that any offer is an 
AARP offer (unless otherwise permitted under a separate 
AARP License Agreement); or to create a Member Data list 
for commercial purposes. The parties agree that nothing in 
this Agreement shall prohibit Advertiser from identifying 
Customer or Consumer as an AARP member solely for the 
purposes of internal research, to evaluate the performance of 
an individual advertising campaign or for tracking sales. Any 
and all information of the Consumers or Customers shall be 
considered confidential information, and Advertiser may not 
disclose, transfer, sell, rent, copy or allow third party access 
to such confidential information, or use such information 
for Advertiser’s own benefit or the benefit of third parties 
except as stated herein. Advertiser represents and warrants 
that Advertiser shall protect and maintain the security and 
confidentiality of the Member Data using at least the same 
level of care (but no less than reasonable care) that Advertiser 
uses to protect and maintain the security and confidentiality 
of its own confidential information in order to comply with its 
obligations set forth in this Agreement. AARP shall maintain 
audit and inspection rights to verify compliance with this 
Section. Audits may include examination of Advertiser’s 
internal controls, such as business, security and information 
technology practices relevant to this Agreement.

Representations and Warranties  
The Advertiser and its agency jointly and severally represent 
and warrant that each is fully authorized and licensed to 
use: (a) the name and/or the portraits or pictures of persons, 
living or dead, or of things; (b) any trademarks, copyrighted or 
otherwise private material; and (c) any testimonials contained 
in the advertisement submitted by or on behalf of the 
Advertiser and published in AARP publications’ periodicals, 
and that such advertisement is not defamatory, an invasion 
of privacy or otherwise a violation of any third party rights. As 
part of the consideration and to induce AARP’s publications’ 
periodicals to publish such advertisement, the Advertiser  
and its agency jointly and severally agree to waive,  
release, discharge and indemnify AARP, its subsidiaries  
and affiliates and any third-party contractors or  
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agencies retained (collectively, the “Indemnified Parties”), 
from any and all liability for any claims, damages, losses, 
liabilities, costs and expenses, including reasonable attorneys’ 
fees, arising out of: (a) Advertiser’s actual or alleged breach of 
this Agreement; (b) any information or advertising materials 
distributed by or on behalf of Advertiser; (c) any advertisement 
published in an AARP publication; or (d) any products or 
services offered by or on behalf of Advertiser. Advertiser 
shall cooperate with AARP if any complaints, claims or 
litigation arise regarding advertisement. Advertiser further 
represents and warrants that its use of Consumer or Customer 
information, its distribution of advertising materials and all 
communications with Consumer or Customer made by or on 
behalf of Advertiser will comply with all applicable laws and 
regulations, including, without limitation, the CAN-SPAM Act of 
2003 and any law relating to false or deceptive advertising.

Test Publications  
Periodically, AARP Media may test new publications. These test 
publications will have no impact on fulfilling rate base and may include 
advertisements running in current issues of AARP Publications.

Rate Card Specifications

A Insertion Orders  
Orders will be accepted at rates prevailing at closing date of the 
issue in which advertisement will appear. Orders containing 
incorrect rates will be accepted and charged at regular rates. 
Such errors will be regarded only as clerical. Rates, conditions 
and space units are subject to change without notice. AARP’s 
publications will not be bound by any conditions appearing on 
order blanks or copy instructions submitted by or on behalf 
of the Advertiser when such conditions conflict with any 
provision of this Agreement or with AARP policies. Schedule 
of months of insertion and size of space must accompany all 
orders. So-called “space reservations” are not considered 
by AARP’s publications as orders binding upon it in any 
way. Orders specifying positions other than those known as 
designated positions are accepted only on a request basis, 
subject to the rights of the Publisher to determine actual 

positions. No rebate will be allowed for insertion of wrong key 
number. Changes in orders after the close date will only be 
accepted if production schedules allow and will be subject to 
additional charges. No cancellations will be accepted after the 
close date.

B Commission and Payment Terms  
There will be a 15% agency commission to recognized agency. 
Payment terms are net 30 days, due in U.S. currency; no cash 
discount. Sequential liability is not acceptable. Advertisers 
will be short-rated if, within their twelve (12) month contract 
period, they do not use the amount of space on which their 
billings have been based. Advertisers will be rebated if, 
within their twelve (12) month contract period, they have 
run sufficient space to earn a lower rate. The Advertiser and 
its agency are jointly and severally liable to pay to AARP’s 
publications the costs of advertising placed with AARP’s 
publications in accordance with the terms and conditions set 
forth herein.

C Advertisement Identification  
All advertising must be clearly identified by the trademark or 
signature of the Advertiser. Words such as “advertisement,” 
“institutional,” etc., will be placed with copy that in AARP’s 
opinion resembles editorial matter. Reading notices will not be 
accepted.

D Force Majeure  
All orders accepted are subject to acts of God, fires, strikes, 
accidents or other occurrence beyond Publisher’s control 
(whether like or unlike any of those enumerated herein) that 
prevent Publisher from partially or completely producing, 
publishing or distributing AARP’s publications periodicals. 

Rate Base  
AARP The Magazine is a member of the Alliance for Audited 
Media (AAM, formerly ABC). The annual rate base guarantee 
is based on AAM’s reported circulation averaged over the 
calendar year in which advertising is placed. AARP The 
Magazine guarantees circulation to national advertisers by 

brand; circulation for regional advertisers is not guaranteed. 
In the event that the audited twelve (12) month average 
circulation does not meet the guaranteed rate base, AARP 
The Magazine shall grant rebates to the impacted advertisers. 
Rebates will be offered in the form of space credit only, to 
be used within six (6) months of issuance. Rebates will be 
calculated based on the difference between the total rate base 
on the annual rate card and AAM’s audited statement for the 
twelve (12) month average. Rebates will only be issued if the 
total audited circulation is lower than the stated rate base by 
two percent (2%) or more.

Agency  
If insertion orders, reservation orders, blanket contracts, 
instructions or documents are executed on behalf of Advertiser 
by its agency, the agency represents and warrants that it has 
the authority to bind Advertiser to the terms of this Agreement 
and agrees to indemnify the Indemnified Parties from and 
against any and all claims, damages, losses, liabilities, costs 
and expenses, including reasonable attorneys’ fees arising out 
of any actual or alleged breach of the foregoing warranty.

General Provision  
This Agreement represents the entire agreement between 
AARP and the Advertiser and replaces any prior agreement or 
proposed variation. This Agreement shall be modified, altered 
or amended only by mutual written agreement executed by 
AARP and the Advertiser or their respective designees. Nothing 
in this Agreement shall create an agency, partnership or joint 
venture between AARP and the Advertiser. 

This Agreement will be governed by the laws of the District 
of Columbia without regard to conflict of law statutes. If any 
portion of this Agreement is declared illegal, void or otherwise 
unenforceable by a court of competent jurisdiction, the 
remaining provisions will not be affected, but will remain in  
full force and effect.
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National Headquarters
AARP MEDIA ADVERTISING NETWORK 
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advertise@aarp.org 

advertise.aarp.org

Shelagh Daly Miller  
Vice President, Group Publisher 
sdmiller@aarp.org

Susan Severance 
Senior Director, Advertising 
sseverance@aarp.org 

Peter Zeuschner 
Senior Director, Digital Sales  
pzeuschner@aarp.org

Jon Banner 
Manager Northeast Digital Sales 
jbanner@aarp.org

Carolyn Fessler 
Senior Director, Special Accounts 
cfessler@aarp.org

Leighton Johnson 
Special Accounts Director 
lvjohnson@aarp.org

Regional Offices 
NEW ENGLAND 
Millstone Marketing 
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SOUTHEAST 
McLaughlin Media Mix 
561-484-3708 

DETROIT 
Maiorana+Partners, Ltd. 
586-242-9127

MIDWEST 
Healy Day Media Sales 
312-526-3988

SOUTHWEST 
B2 Media 
214-437-3271

WEST COAST 
Prestige Integrated Media  
415-543-5001

SOUTHERN CALIFORNIA  
Prestige Integrated Media   
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CANADA 
York Media Services 
888-212-0931
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