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Advertising/Job Posting Policy

for APA/APASI Media

The acceptability of an ad or job posting for publication in APA/APASI media is
based upon legal, social, professional, and ethical considerations. In addition,
an ad or job posting must be in keeping with the generally scholarly and

professional nature of the publication. The general policy is stated as follows:

“The media channels of the APA/APASI are published for, and on behalf of, the membership to advance psychology as a science,
as a profession, and as a means of promoting human welfare. The association reserves the right to, unilaterally, REJECT, OMIT
or CANCEL advertising or job postings which it deems to be not in the best interest of APA/APASI, the objectives set forth above,
or which by its tone, content, or appearance is not in keeping with the essentially scientific, scholarly, and professional nature of
its publications. Conditions, printed or otherwise, which conflict with this policy will not be binding on APA/APASI.”

Elaboration of the above general policy is contained in the following specific statements about the kind and content of ads/job
postings that are not acceptable for publication in APA/APASI media.

The statements are intended to establish guidelines for APA/APASI personnel responsible for administering the policy and also
for advertisers and employers in submitting ads or job postings for publication in APA/APASI media.

. The APA/APASI undertakes to comply with the letter and the spirit of Title VII of the Civil Rights Act of 1964, the Age
Discrimination in Employment Act of 1967, the Veterans’ Re-employment Rights Act Handicap Bias, the Vietnam-
Era Veterans’ Readjustment Assistance Act of 1974, and the Americans With Disabilities Act of 1990. As such, the
Association endeavors to not discriminate on the basis of age, race, color, religion, gender, sexual orientation, national
origin, physical or mental disability, veteran status, marital status or the numbers and ages of dependent children in its
own employment practices and will not knowingly permit its media to be used by others in support of discriminatory
practices.

. APA/APASI works to promote diversity across all APA/APASI media. As such they encourage advertisers and employers to
incorporate imagery and terms that are inclusive of all aspects of cultural diversity. Additional information and resources
can be accessed in the APA EDI Framework and in APA’s Inclusive Language Guidelines.

. Advertising submissions will be reviewed for clinical and scientific evidence-based supporting documentation to
include independent studies published in peer-reviewed scientific outlets. Documentation will be reviewed based on
research methodology, sample sizes, and the number of studies.

. Before a technology or software provider, or digital service related to telehealth or other healthcare application, is
permitted to advertise, exhibit, post a job, or sponsor with APA/APASI, they will be evaluated by professional staff (as
applicable) against the criteria outlined in APA/APASI’s Technology Advertising Policy.

. All corporate supporters, advertisers, sponsors, exhibitors, or employers who purchase digital e-booklets, paid topical
webinars, or paid topical content will be required to sign an APA/APASI Data Exchange Agreement prior to the release
of advertiser leads. Only those leads who opt-in to receive corporate supporter/advertiser/sponsor/exhibitor/employer
information will be shared. All leads will be sent in a secure encrypted manner.

. Advertising of educational programs in APA/APASI media will be restricted to those schools or other institutions
fully accredited by regional or other institutional accrediting associations recognized by the U.S. Department of
Education. In addition, for those areas of professional psychology offering doctoral-level programs where APA or CPA



accreditation is currently provided (e.g. clinical, counseling, school, combined) APA/APASI will restrict advertising to
only APA and CPA accredited programs. Those programs accredited by either the American Psychological Association
or the Canadian Psychological Association must state that they are APA or CPA accredited and include contact
information for the APA or CPA Accreditation Office.

. Due to privacy considerations requests to purchase APA/APASI mailing lists will not be considered.

. The Associations reserve the right to refuse advertising submitted for the purpose of airing either side of controversial
social, ethical or professional issues.

. Advertising in APA/APASI media for the purpose of re-selling psychological tests will be declined.
. Advertising requests for research purposes will not be considered.

. Advertising requests from credentialing groups or professional boards will be limited to only those organizations with
specialties or diplomats reconized by APA/APASI.

. As a general rule, candidates for the office of APA President may not be featured (within text or photographs) in
advertisements appearing in APA/APASI media during the election period (April through November). Exceptions to
this rule include an advertisement for a book authored or edited by a presidential candidate or the inclusion of a
candidate’s name in a department faculty listing. A final determination of the appropriateness of any mention of an APA
presidential candidate within an ad will be made by APA’s executive editors and may include consultation with the APA
Elections Committee.

. Pharmaceutical advertisements must conform to all federal regulations and policies of the Food and Drug
Administration in every respect. It should be noted that the regulations of the Food and Drug Administration provide
exacting legal controls over the claims that drug advertisers may make for their products and require them to
state contraindications, hazards, etc., unless “reminder advertising” makes no product claims. Adherence to legal
requirements concerning the content of drug advertising is the manufacturer’s responsibility. The disorder or symptom
for which a drug or other product is being recommended must be prominently stated within the advertisement, except
in reminder advertisements, as provided by the FDA regulations. Advertisements will not be accepted that suggest in
any way the use of a medication or other substance for the relief of the tensions or problems of everyday life rather
than for the relief of symptoms of iliness or disorders. In pharmaceutical advertising copy, the full generic name of
each active ingredient shall appear. Pharmaceutical products for which approval of a New Drug Application by the
Food and Drug Administration is a prerequisite for marketing will not be eligible for advertising until such approval
has been granted. Special purpose food products (e.g., foods for carbohydrate-restricted diets and other therapeutic
diets) are eligible when their uses are supported by acceptable data. Regarding vitamin prescriptions, if claims not
generally recognized are made for any vitamins, such claims must be substantiated by clinical studies acceptable to
the Associations.

. Advertising of professional liability insurance programs in APA/APASI media (including division media channels) will be
limited to only those programs endorsed or sponsored by the American Professional Agency.

. APA/APASI reserves the right to decline advertisements from companies advertising products and services that could
be considered competing with the APA Member Benefits Program. Examples include, but are not limited to, affinity
credit cards, financial programs, car rentals, HIPAA compliance software, hotels and magazine services.

It is the responsibility of private agencies to insure that they are in compliance with provisions of the state laws which relate to
the title and/or practice of psychologists. Further, the use of the term psychologist by private agencies in recruitment ads implies
that such psychologists are engaged in the independent practice of psychology and as such are subject to the guidelines stated
in the Ethical Principles of Psychologists. (Copies are available from APA.)

APA/APASI advertising policy is subject to change at any time.



Orders and Copy Regulations

GENERAL

1. All advertising and job postings are subject to APA/APASI’s approval. APA/APASI reserves the right to reject
advertising/job postings which are not in keeping with the Association’s standards and objectives.

2. Advertisers/employers are encouraged to describe products and services in an accurate and complete manner. The
Association reserves the right to refuse to accept ads/job postings which, because of omissions or inaccuracies, provide
misleading information.

3. The publication or posting of any advertisement by the American Psychological Association (APA) or APA Services, Inc.
(APASI) is neither an endorsement of the advertiser/employer nor of the products, jobs or services advertised/posted. APA/
APASI is not responsible for any claims made in an advertisement or job posting. Advertisers/employers may not, without
prior consent, incorporate in a subsequent advertisement or promotional piece the fact that a product or service has been
advertised or posted in APA/APASI media.

4. Display and digital advertisers and advertising agencies assume liability for all content (including text representation,
illustrations, and photographs) of advertisements printed or posted, and also assume responsibility for any claims
arising therefrom made against APA/APASI.

5. APA/APASI assumes no liability if for any reason it becomes necessary to omit an advertisement or job posting.
6. APA/APASI’s liability for any error will not exceed the charge for the advertisement or job posting in question.

7. No conditions, printed or otherwise, appearing on the space order, contract, billing instructions, or copy instructions
which conflict with APA/APASI’s stated policies will be binding on APA/APASI.

8. Authors seeking to advertise or promote their books through APA media channels or at the APA Convention must
provide written authorization from their publisher confirming that such promotion is permitted.

DISPLAY AND DIGITAL AD ORDERS

1. The forwarding of an order is construed as an acceptance of all the conditions under which advertising is at the time
sold.

2. A contract period starts from the date of first insertion. Orders are accepted for not more than one year in advance.

3. Individual billing at multiple insertion rate is on contract basis only. Rates may be earned by placing that number of ads
of the same size (or larger) within one year from first date of insertion.

4. Space orders, whenever possible, should specify a definite schedule of insertions, issues and sizes of spaces.

5. APA/APASI cannot guarantee requests for specified position unless a position premium has been provided for in the
contract.

6. APA/APASI reserves the right to limit the size of space to be occupied by an advertisement.

7. Two or more advertisers are not permitted to use space under the same contract; subsidiaries of parent companies are
considered as separate advertisers, unless space is reserved through the same agency.

8. Agency discount — 15 percent of gross billing— is allowed to recognized advertising agencies for print display
advertising. For in-house agency recognition, contact an advertising sales manager for qualifying guidelines.

9. No cash discounts are offered by the APA/APASI.



DISPLAY AND DIGITAL ORDER CHANGES AND CANCELLATIONS

1. All advertising orders are accepted subject to the terms and provisions of the current rate card. Orders are accepted
subject to change in rates upon notice from APA/APASI. However, orders may be canceled at the time the change in
rates becomes effective without incurring a short-rate adjustment.

2. Cancellation of an order by an advertiser or agency for any reason (other than a rate increase by APA/APASI) will result
in an adjustment of the rate based on past and subsequent insertions to reflect actual space used.

3. Cancellations or changes in orders may not be made by the advertiser or its agency after the closing date.

4. When change of copy covered by an uncanceled insertion order is not received by the closing date, copy run in the
preceding issue will be inserted.

5. If more or fewer insertions are used within one calendar year than specified in the order, charges will be adjusted in
accordance with established rates.

COPY

1. APA/APASI assumes no responsibility for the condition of original advertising or job posting copy submitted to each media
channel.

2. Advertising or job posting copy should be submitted according to the material specifications for each media channel as
outlined in APA media kit.

3. If time permits, advertisers/employers will be provided repro proofs for display ads set by the APA/APASI. Unless the
advertiser/employer returns corrected proof(s) within the period specified, APA/APASI assumes no responsibility for
errors in the final ad. Also, APA/APASI reserves the right to charge advertisers/employers for corrections or changes.

TERMS

1. First-time display advertisers will be required to prepay their first advertising insertion pending credit approval. An
application for credit will be forwarded to the advertiser to be completed and returned to APA/APASI for processing.

2. A15 percent commission on space is allowed to recognized advertising agencies. No cash discount. For in-house
agency recognition, contact an advertising sales manager for qualifying guidelines.

3. Payment in full for advertising is due 30 days from date of invoice. Failure by an agency to pay within the time limit
will disqualify the agency from the 15 percent commission. APA/APASI reserves the right to refuse any new order from
delinquent agencies or advertisers.

4. APA/APASI reserves the right to withhold advertising or job postings for any account with an outstanding invoice beyond 60
days.

5. APA/APASI shall have the right to hold advertiser/employer and/or its advertising agency jointly and severally liable for
such monies as are due and payable to APA/APASI for advertising/job postings ordered and published.

6. Allinternational advertising must be prepaid.



Guidelines for Employers

Following are guidelines for use in composing any position opening
advertisements appearing in APA/APASI media.

EQUAL EMPLOYMENT OPPORTUNITY

The American Psychological Association endorses equal employment opportunity practices and accepts only ads that are not
discriminatory on the basis of race, color, gender, religion, age, national origin, veteran status, or physical disability. In addition, APA
encourages advertisers to not discriminate on the basis of marital status, the numbers and ages of dependent children, mental
disability, or sexual orientation. In keeping with this policy, the use of “recent PhD” in advertising is not allowed on the basis that

it is potentially age-discriminatory (see U.S. Department of Labor prohibition on use of “recent graduate”). The term “beginning-
level salary” may be used. Positions may also be defined in terms of teaching load, specified number of years away from a tenure
decision, or requirements of certain skills.

We reserve the right to edit all copy and to refuse ads that are not in consonance with the principles of Title VII of the Civil Rights
Act of 1964, the Age Discrimination in Employment Act of 1967, the Veterans’ Reemployment Rights Act Handicap Bias, the
Vietnam-Era Veterans’ Readjustment Assistance Act of 1974, and the Americans With Disabilities Act of 1990.

The Equal Employment Opportunity Act, in addition to Public Law 100-238, makes specific legally permissible exceptions to
discrimination in hiring by religious institutions, Indian tribes, and federal correctional facilities. For this reason, certain Position
Opening advertisements will include job opening restrictions on the basis of religious, racial, and age factors.

Without limiting APA’s terms, conditions, and policies, APA in accordance with Department of Justice guidelines: 1) Prohibits any
job posting that requires U.S. citizenship or lawful permanent residence in the U.S. as a condition of employment, unless otherwise
required in order to comply with law, regulation, executive order, or government contract. 2) Prohibits any job requirement or
criterion in connection with a job posting that discriminates on the basis of citizenship status or national origin. You can review
more information at the website. For complete EEO guidelines please refer to the following resource.

CENSURED INSTITUTIONS

By vote of the Council, 1974, listings will be accepted from academic institutions under Censure by the American Association

of University Professors (AAUP). However, these listings are identified in print and online by the placement of the symbol (-) in
order to advise applicants that the employing institution, or its administration, which includes the administrative officers and the
governing board of the institution, has been censured by the AAUP, and that further information may be obtained from the relevant
AAUP Bulletin.

“PSYCHOLOGIST” TERM USE

APA policy on the use of the title “psychologist” is contained in the General Guidelines for Providers of Psychological Services,
which defines the term “Professional Psychologist” as follows: “Psychologists have a doctoral degree in psychology from an
organized, sequential program in a regionally accredited university or professional school.” APA is not responsible for the specific
title or wording of any particular position opening, but it is general practice to refer to master’s-level positions as counselors,
specialists, clinicians, and so forth (rather than as “psychologists”). In addition, it is general practice to refer to APA-accredited
programs as “APA-accredited” rather than“APA approved”. The position as described must be in conformity with the statute
regulating the use of the title psychologist and the practice of psychology in the state in which the job is available.



ADVERTISEMENTS SHOULD BE WRITTEN TO CONVEY THE FOLLOWING
INFORMATION

. Any limits or restrictions on Position Opening advertisements including any restrictions on the basis of geographical,
age, and/or religious factors.

. Job title with area of specialization (required).

. Name of employer and address, e-mail, or fax number required (blind or box ads cannot be accepted).
. Description of position, responsibilities involved, permanent or temporary, tenure-track or not, etc.

. The minimum qualifications required.

. Salary range and period covered.

. Closing date for applications and the date the position will commence.

. An indication if interview expenses are not to be fully paid.

. List of documents that must accompany initial letter of application, e.g., vitae, names of references, etc.

. Name and address of person to whom application should be directed.

IMPLICATION OF PLACING OF AN ADVERTISEMENT
. Jobs exist as described.
. There is/are no prescribed candidate(s).
. Employer will acknowledge receipt of applicant’s material.

. It is recommended that advertisers inform an applicant when (s)he is eliminated from consideration or when the
position is filled.

IMPLICATION OF RESPONDING TO AN ADVERTISEMENT

. Training experience and interests are accurately represented by letter of application and supporting material and are
consonant with those specified in the advertisement.

. Applicant should notify prospective employer if (s)he no longer wishes to be considered for the position.



Paid Topical Webinar Advertising Order
Changes and Cancellations

1. ORDER ACCEPTANCE AND APPLICABLE TERMS

Submission of a signed agreement, insertion order, sponsorship agreement, or other written authorization constitutes a binding
order by the advertiser. No contract shall exist until APA accepts the order in writing and confirms the webinar date. All accept-
ed orders are subject to these Terms and Conditions, the applicable Advertising Policies, and any additional program-specific
requirements identified in the applicable agreement or order documentation. In the event of any conflict, the signed agreement
or order shall control, followed by the program-specific requirements, and then these Terms and Conditions.

2. WRITTEN NOTICE REQUIREMENTS

All cancellation and rescheduling requests must be submitted in writing to the APA representative identified in the applicable
agreement or order. Notices will be deemed received upon delivery to the designated email address. Unless otherwise speci-
fied, all time periods referenced in this section are measured in calendar days using U.S. Eastern Time.

3. CANCELLATION CHARGES

Advertiser may cancel an accepted order only by written notice received by APA. Because APA’s anticipated losses resulting
from cancellation, including committed production resources, staff time, promotional expenditures, reserved inventory, and lost
sales opportunities, are difficult to determine at the time an order is accepted, the parties agree that the following cancellation
charges are a reasonable estimate of APA's anticipated losses and are not a penalty:

. More than 120 days before the scheduled webinar date: 25% of contracted fees.
. 61to 120 days before the scheduled webinar date: 50% of contracted fees.
. 60 days or fewer before the scheduled webinar date: 100% of contracted fees.

APA will refund any amounts paid in excess of the applicable cancellation charge within thirty (30) days of cancellation. Any
portion of the cancellation charge not already paid is due within thirty (30) days of the date of APA’s invoice. If APA resells the
canceled webinar date to another advertiser, APA will credit or refund to the advertiser the net fees APA receives from the
replacement advertiser, up to the amount of the cancellation charge paid by the advertiser.

4. RESCHEDULING REQUESTS

Rescheduling requests are subject to APA approval and webinar date availability. Advertisers may reschedule a webinar no
more than one (1) time. Any approved rescheduled webinar must occur within twelve (12) months of the original webinar date.
The advertiser shall be responsible for any documented out-of-pocket costs APA incurs as a result of the rescheduling, which
APA will identify to the advertiser in writing before approving the rescheduling. If a rescheduled webinar is subsequently can-
celed, the applicable cancellation charge shall be determined using the earlier of the original webinar date or the rescheduled
webinar date. Failure to conduct the webinar within twelve (12) months of the original webinar date for reasons attributable to
the advertiser shall be treated as a cancellation under this section. If APA cannot offer an available webinar date within that
period, the advertiser may elect a full refund of fees paid for the affected webinar.



5. ADVERTISER RESPONSIBILITIES

Advertiser remains responsible for all contracted fees and applicable cancellation charges if it fails to provide required materials,
approvals, speaker information, content, or other deliverables by the deadlines specified in the applicable agreement, produc-
tion schedule, or communications from APA.

6. CONTENT STANDARDS AND COMPLIANCE

All webinar content, speakers, and promotional materials must comply with APA’s advertising policies, content standards, and
applicable legal and regulatory requirements. If APA determines that submitted materials do not comply with such requirements,
APA may provide the advertiser a reasonable opportunity to cure the issue when feasible. APA reserves the right to immediately
reject, postpone, or cancel any webinar that presents legal concerns, significant reputational risk, or other material noncompli-
ance that cannot reasonably be cured.

7. APA CANCELLATION, FORCE MAJEURE, AND ADVERTISER NONCOMPLIANCE

. If APA cancels a webinar for its convenience after accepting an order, the advertiser may elect either (a) a full refund
of fees paid for the affected webinar, payable within thirty (30) days of the advertiser’s election, or (b) application of
those fees as a credit toward a mutually agreed future webinar opportunity. A webinar that cannot proceed because of
a failure of APA’'s own systems is treated as a cancellation for APA’s convenience. These remedies are the advertiser’s
sole and exclusive remedy for a cancellation for APA's convenience.

. If a webinar is postponed, canceled, or materially affected by circumstances beyond the reasonable control of APA or
the advertiser, including acts of God, natural disasters, labor disputes, government actions, public health emergencies,
widespread internet or third-party platform outages not caused by APA, or other force majeure events, APA and the
advertiser will work in good faith to reschedule the webinar or apply fees to a mutually agreed future opportunity. If no
such opportunity is agreed upon within thirty (30) days, APA will refund any fees paid, less any documented non-recov-
erable out-of-pocket costs already incurred, within thirty (30) days thereafter. Neither party will be liable for a failure or
delay caused by a force majeure event, and the refunds and credits described in this paragraph are the advertiser’s
sole and exclusive remedy for a force majeure event.

. If APA postpones or cancels a webinar due to the advertiser's material breach of these Terms and Conditions, uncured
failure to meet required deadlines or provide required materials as described in the Advertiser Responsibilities section,
or violation of APA’s written advertising policies or content standards or applicable law, the advertiser shall remain
responsible for the applicable cancellation charge under this section, determined as of the date of APA’'s notice of
cancellation, and in no event more than the contracted fees for the affected webinar.

ADDITIONAL TERMS

No Endorsement; Sponsorship Disclosure. APA’'s acceptance of an order does not constitute APA’'s endorsement of the advertis-
er or of its products, services, or positions. The advertiser may not state or imply that APA endorses the advertiser or its prod-
ucts, services, or positions. APA will identify sponsored webinars and sponsor-provided content to attendees as sponsored.

No Performance Guarantee. APA does not guarantee any number of registrants or attendees, any number or quality of leads, or
any other results from a webinar.

Attendee Information. APA will not share attendee registration information with the advertiser unless the applicable order ex-
pressly provides for sharing, and then only for attendees who have affirmatively consented to share their information with the
advertiser as described in APA’s privacy notice. An advertiser that receives attendee information shall use it only for the purpos-
es disclosed to attendees, shall honor attendee opt-out requests, and shall comply with applicable privacy, data protection, and
anti-spam laws.



Continuing Education. If a webinar offers APA continuing education credit, APA retains sole control over educational content,
learning objectives, and speaker selection, and the advertiser’s participation is subject to APA's standards for commercial support
of continuing education.

Indemnification. The advertiser shall defend, indemnify, and hold harmless APA and its officers, directors, employees, and agents
from and against all third-party claims, losses, damages, and expenses, including reasonable attorneys’ fees, arising from the
content, materials, speakers, products, or services provided or promoted by the advertiser, including claims of intellectual property
infringement, false or misleading advertising, defamation, invasion of privacy, or violation of applicable law.

Limitation of Liability. APA’s total liability arising out of or relating to any order or webinar shall not exceed the fees paid by the
advertiser for the affected webinar. In no event will APA be liable for any indirect, incidental, special, consequential, or punitive
damages, or for lost profits, lost leads, or lost business opportunities, even if advised of the possibility of such damages.

Governing Law and Venue. These Terms and Conditions and each order are governed by the laws of the District of Columbia,
without regard to its conflict-of-laws rules. The parties’ consent to the exclusive jurisdiction of the courts located in the District of
Columbia for any dispute arising out of or relating to an order or webinar.



