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MISSION STATEMENT:

Mindful is a mission-driven 
non-profit. We’re dedicated to 

inspiring, guiding, and connecting 
anyone who wants to explore 
mindfulness—to enjoy better 

health, more caring relationships, 
and a compassionate society.
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THE VOICE OF THE 
MINDFULNESS REVOLUTION

Millions of Americans are discovering the 
proven scientific benefits of mindfulness for:

“Mindfulness appeals 
to people seeking an 
antidote to life in work-
obsessed, tech-saturated, 
frantically busy Western 
culture.” –The Week Magazine

•  Reducing stress
•  Easing worry and anxiety
•  Dealing with pain and loss

• Nurturing creativity
•  Uncovering happiness
•  Improving performance
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Anyone can do it. It helps.  
It’s evidence-based.  
It’s a way of living.  

It offers hope for the future. 

Anyone can do it.  
It’s a practice and a way of living.  
It cultivates universal human qualities,  
and so it doesn’t conflict with anyone’s 
religion, beliefs, or lifestyle.

It helps. 
It has proven results for our health,  
happiness, work, and relationships.  
It benefits our families, organizations,  
schools, and communities.

WHY IS MINDFULNESS HITTING 
THE MAINSTREAM?

It’s evidence-based. 
Its positive effects for individuals,  
institutions, and society are documented  
by both science and experience.

It’s a way of living. 
It’s also about bringing awareness, caring,  
and joy to everything we do. Whatever life  
we choose, mindfulness enhances it.

It offers hope for the future. 
When people live mindfully we develop  
calm, clarity, and effectiveness as we  
deal with the increasing complexity  
and uncertainty of today’s world.
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THE NEW  
MINDSET

Mindfulness is at the vanguard 
of the health and wellness 
movement seeping into all 
aspects of American life  
and experience, including:

“Mindfulness is at the forefront of the trend 
in health care toward more self-care.” 
 —Sukanya Soderland, Harvard Business Review

•   Healthy eating and 
nutrition

•   Physical fitness

•  Workplace wellness
•  Wellness tourism
•  Health-care delivery
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 PLATFORMS
Mindful Magazine

Bimonthly paid circulation: 85,000

mindful.org
Highly informative site with a vibrant, 

uncluttered design, drawing 500,000+ 
Monthly UVs & serving 1 million+ page views.

Video
Our online video learning courses in 

mindfulness feature leading teachers. 

Weekly Newsletters
Sent weekly to 150,000+ subscribers and
growing, featuring top stories of the week,

helpful practices, and more from mindful.org.

Mindful Digital Magazine
Custom app available for both Android and 

iPad editions.
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 MAGAZINE
Mindful offers a highly committed 

readership looking for brands, products, 
and services that speak to their values 

and reflect the mindful world.

Print Overview
•  Rate Base: 85,000
•  Edit/Ad 65/35 ratio
•  Frequency: 6x per year

•   Available in most bookstores 
including Barnes & Noble, Books-
A-Million, and Hastings, as well 
as select retailers such as Giant, 
Harris Teeter, Wegmans, Whole 
Foods, and specialty stores

“Mindful magazine is a fantastic resource for 
people looking to learn about mindfulness in a 

smart, secular, and science-oriented way.”
—Dan Harris, ABC News anchor and author of 10% Happier
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EDITORIAL MIX

   Health & Wellness (65%)

   Food & Nutrition (14%)

   Fitness (7%)

   Workplace (6%)

   Advice & Relationships (5%)

   Other (3%)

•   Actionable, achievable strategies for mental and  
physical wellness

•   Tactics for managing emotional well-being, enhancing 
creativity, improving performance, deepening relationships

•  The latest health and wellness news and expert advice
•  Healthy, mindful eating made simple
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Reader Engagement
• 86% read Mindful to learn how to  
 apply mindfulness to their daily lives
• 75% to learn about the health benefits  
 of mindfulness
• 64% to learn how to be more productive  
 in their workplace or family lives
• 72% have read 3 or 4 of their last 4 issues
• 71% read nearly all of the magazine
• 72% spend 30 to 45 minutes or more  
 reading each issue
• 46% save their copies after reading them
• Readers per copy: 2.2

Reader Psychographics 
• 79% travel for leisure once or more a  
 year, with 39% several times a year
• 56% travel for education or personal  
 development once or more a year
• 49% were inspired to purchase a book by  
 reading about its author in the magazine
• 35% started using a new meditation app  
 after reading about the topic in the  
 magazine
• 41% use a chiropractor, 67% a massage  
 therapist, and 35% an acupuncturist
• 41% exercise 2-3 times a week, 43%  
 exercise daily, 51% practice yoga

• 81% are the main grocery shopping  
 decision maker in their home
• 90% shop at Whole Foods, Sprouts,  
 independent health food store or co-op
• 83% shop at a traditional supermarket
• 76% are willing to pay a premium for  
 natural/organic products
• 74% purchase dietary supplements on a  
 regular basis
• 71% say it is important or very important  
 to purchase brands that share their values

AUDIENCE
Mindful readers are engaged, caring people 

who are looking for better ways to live.  
They support brands and services that share 

their values—brands they can believe in.

Source: 2016 Mindful subscriber study

81% Female

Median HHI: $92,000

Median Age: 56

83%  Have college or  
university degree

51%  Have a postgraduate degree

74% Employed

Who Reads Mindful?
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 ONLINE
Mindful.org serves more than 1 million page 

views per month, with half of its traffic coming 
from social media and organic search.

Social Media
•  Facebook: 412,000+ likes
•  Twitter: 114,000+ followers

mindful.org Overview
•   Unique monthly visitors: 500,000
•   Monthly page views: 1 million
•   YTD page-view growth: 70%
Source: Google Analytics August 2016
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ISSUE ON SALE SPACE  
CLOSING

MATERIALS  
DUE

February Dec 27 Nov 7 Nov 10

April Feb 28 Jan 9 Jan 13

June May 2 Mar 13 Mar 17

August Jun 27 May 8 May 12

October Aug 29 Jul 10 Jul 14

December Oct 31 Sep 11 Sep 15

Frequency: 6x/year 

 2017 

CLOSING DATES
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AD BANNER

SPONSOR POST

600 X 150

270 X 150

ADVERTISING SPECS 
NEWSLETTER

NEWSLETTER

Ad Banner Instructions
• 600 x 150 px
• Included images must be JPG, PNG, or GIF
• NO Flash or multimedia or other plug-ins, 

animated images, background images, image 
maps, Javascript or Frames, HTML forms, floats 
and positioning

• Max file size: 30 kb
• All creative must be provided 2 weeks prior to 

mail date

Sponsor Post Instructions
• 270 x 150 px
• Included images must be JPG, PNG, or GIF
• NO Flash or multimedia or other plug-ins, 

animated images, background images, image 
maps, Javascript or Frames, HTML forms, floats 
and positioning

• Max file size: 30 kb
• All creative must be provided 2 weeks prior to 

mail date
• Copy: Headline 8 words or less, plus a byline
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ABOVE THE FOLD

APPROX.
600 X 500

MAX HEIGHT
2200 PX

ADVERTISING SPECS 
DEDICATED EMAIL BLAST

DEDICATED EMAIL BLAST

Instructions
• All creative must be provided 2 weeks prior to mail date
Summary of assets needed:
• Subject line
• HTML file. Images must be client-hosted. (CSS, even 

inline CSS, is not recommended due to rendering issues.)
• Text only version (in .txt format)
• Email addresses of anyone who should receive test 

mailings before final approval
Required specs:
• Email width fixed to maximum 600 px, for Mailchimp
• “Above the fold” height is about 300-500 px. Content can 

be longer but key information should be within this space
• Text to image ratio is ideally 80:20. Don’t rely on images 

to convey message (HTML files that contain images only 
or too little text will be sent back for revision. Text must be 
HTML text and not part of the image.)

• Total file size for email must be under 100 kb
• Included images must be JPG, PNG, or GIF
• NO Flash or multimedia or other plug-ins, animated 

images, background images, image maps, Javascript or 
Frames, HTML forms, floats and positioning

• Avoid spacer images
• No replacing bullets with images or unordered lists
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ADVERTISING SPECS 
 MAGAZINE

UNIT AD SIZE/TRIM LIVE TEXT AREA BLEED

1. Double page 16.75"w  x  10.875"h 16"w  x  10.125"h 17"w  x  11.125"h

2. Full Page 8.375"w  x  10.875"h 7.625"w  x  10.125"h 8.625"w  x  11.125"h

3. 1/2 page* 3.6875"w  x  10.875"h 2.9375"w  x  10.125"h 3.9375"w  x  11.125"h

*Limited availability

2. 3. 

1. 

AD SIZE/TRIM
Ads submitted at the wrong size will be resized 
or bordered at the advertiser’s expense. We 
accept PDF/X-1a or TIFF files.

LIVE TEXT AREA
= 0.375" inside of ad size
Main type and design elements should be 
placed within this area. (e.g., your company 
logos, headlines, and main copy)

BLEED
= 0.125" outside of ad size
Ads must have a 0.125" bleed on all sides. 

UPLOADING YOUR AD
Our online ad portal for submitting and 
preflighting your advertising files offers a 
stable platform and an easy-to-use interface. 
Delivering your advertising files to us is 
convenient and stress-free!

1)   Using any web browser go to  
http://aduploads.sendmyad.com.

2)   Create an account using the “Sign up 
Here To Send Ads” button.

3)   Click “Send My Ad” under “Actions” in the 
left-hand bar.

4)   Follow the online instructions to upload 
and preflight your ad. We prefer to receive 
PDF files, as they will be automatically 
preflighted by the ad portal. However, 
if you need to send us a TIFF file, just 
compress it into a “.zip” file, and the 
system will let you upload it. It will not, 
however, show you a preview of what 
your ad will look like or alert you to any 
potential problems.

For a copy of our Ad Portal User Guide,  
or if you have any questions, contact  
Paul Laybolt at paul@mindful.org.

=  Live text area (no important 
information outside of this line)

=  Bleed

=  Trim
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ADVERTISING SPECS 
GUIDELINES

General Guidelines for  
Preparing Your Ad

To avoid production charges, your digital 
artwork dimensions must conform to our  
ad sizes, standards, and specifications.
Before preparing your ad, ensure that all 
graphic elements are in CMYK, grayscale, or 
bitmap mode. Photographic images should 
be 300 dpi (dots per inch) or greater. Line 
art should be 1200 dpi. Do not use images 
downloaded from the Internet as these often 
have a resolution of 72 dpi or 100 dpi, which 
isn’t appropriate for print. Use CMYK mode 
(not RGB) for color ads.
We accept PDF/X-1a and TIFF. When 
creating a PDF/X-1a or TIFF, make sure 
all fonts are embedded, outlined, or 
flattened and all images are linked. If you 
are submitting a full-page ad make sure you 
include a 0.125” bleed on all sides.
Ads submitted that do not conform to our 
sizes, specifications, and requirements will 
incur charges to fix the file. These will be 
billed at the rate of $80/hour, in 15-minute 
increments. Charges will appear on your 
invoice.

Guidelines for Specific 
Applications

INDESIGN & QUARKXPRESS
Create a PDF/X-1a file. PDF/X-1a files must 
be distilled with Acrobat Distiller or exported 
from InDesign. Please call if you plan to 
export a PDF from Quark without using 
Acrobat Distiller.

ILLUSTRATOR
Save the file as a PDF/X-1a. You can  
convert the type to outlines before creating 
a PDF/X-1a. If you choose not to convert the 
type to outlines, the fonts will be embedded 
as part of the PDF/X-1a process. Either 
option is acceptable.

PHOTOSHOP
Save the file as a PDF/X-1a or as a flattened 
TIFF. Always construct your ad at 300 dpi. To 
preserve text quality, do not resize your ad 
after the layers have been flattened. Also, do 
not resize the text layer if you render the type 

before flattening the layers. Rendering type 
changes fonts from vectors to pixels. Pixel-
based fonts may look clear on your screen 
when you resize them, but they can appear 
blurry when printed.

MICROSOFT WORD AND PUBLISHER
We do not accept files, including PDFs, 
created in Word or Publisher. They are not 
suitable for professional magazine printing.

UPLOADING YOUR AD
To upload artwork please visit 
http://aduploads.sendmyad.com  
and follow instructions.
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COPY AND CONTRACT 
REQUIREMENTS

1.      All insertion orders are accepted subject 
to provisions of the current rate card. The 
publisher will not be bound by any conditions, 
printed or otherwise, appearing on contracts, 
orders, or copy instructions that conflict with 
set policies.

2.      Orders are due on or before the ad reservation 
deadline. Orders must specifically state issues 
and space to be used. All verbal instructions 
regarding contracts, insertions, or changes of 
any kind are to be confirmed in writing by the 
advertiser.

3.      A signed contract or acknowledgment is 
required to confirm ad reservation.

4.      Cancellations or changes in orders will not 
be accepted after advertising space closing 
date and none may be considered executed 
unless acknowledged by the publisher. Orders 
for back covers and specified positions are 
noncancellable after 60 days prior to the 
closing date of issue.

5.      Orders that contain incorrect rates or 
conditions will be inserted and charged for at 
regular schedule of rates. Such errors will be 
regarded only as clerical.

6.      We reserve the right to reject advertisements 
which, based on our judgment, are not 
consistent with our publication’s objectives, 
standards, and editorial convictions, as well as 
ads that in our estimation will not achieve the 
advertiser’s aims. Because Mindful endeavors 
to offer a view and voice for the application of 
secular mindfulness practices, from time to 
time we may suggest changes to copy and/or 
imagery in keeping with this goal. 

7.      Copy resembling editorial will be labeled 
“Advertisement” by Mindful at its discretion.

8.      All orders are accepted subject to fires, 
strikes, accidents, or other occurrences 
beyond publisher’s control, which prevent 
publisher from partially or completely 
producing, publishing, or distributing Mindful. 
Publisher shall not be liable for any costs or 
damages if for any reason the advertisement 
is not published.

9.      Advertisers and their agencies have dual 
liability to Mindful for payment of advertising 
charges. That is, the agency is responsible 
for the client, and vice versa. Statements 
on agency (or advertiser) insertion orders 
or contracts negating dual liability are 
superseded by this required condition (by 
Mindful) of dual liability.

10.   In consideration of the acceptance of the 
advertisement, the advertiser and/or agency 
assumes liability for any and all claims that 
may arise as a result of advertisements 
printed and will protect the publisher against 
any claims arising therefrom.

11.   Any and all negotiated advertiser discounts 
are only applicable to and available during 
the period in which they are earned. Rebates 
resulting from any and all earned advertiser 
discount adjustments must be used within six 
months after the end of the period in which 
they were earned. Unused rebates will expire 
six months after the end of the period in which 
they were earned.
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ADVERTISING SPECS 
 TAKING PAUSE

UNIT IMAGE COPY TITLE

Ad spot in Taking Pause 1.5"w  x  1.8"h 60 words MAX. 6 words MAX.

CONTENT & IMAGE SPECIFICATIONS
The advertiser supplies both the image and 
the ad copy. Mindful assembles the ad 
in the Taking Pause template, assigns 
position, and makes copy corrections 
deemed necessary by our design and 
editorial guidelines and requirements. 
Please keep the copy as simple as possible 
without excessive styling (e.g. bold, italics, 
underlines, and line breaks). 

COPY REQUIREMENTS
1) Title: Your company name OR headline  
     (6 words max.)
2)  Body copy 

60 words max.
3)  Contact info 

Two (2) of the following:  
URL, email address , phone number

IMAGE SPECIFICATIONS
Advertiser supplied images must meet the 
following requirements:
Image: Product image OR company 
logo. NO EXTRA COPY IN THE IMAGE
Resolution: 300 dpi
File Format: EPS/TIF/PDF
No text in the images
No background in the images
No borders on images
Advertisers are responsible for image quality 
and photo rights.

MATERIAL SUBMISSION
Email both text and image to  
Paul Laybolt at paul@mindful.org.

A selection of 
products and services 

from Mindful’s advertising 
community

WHEN COUNTING SHEEP 
ISN’T ENOUGH

Disruptions in the sleep-wake cycle can 
occur for a variety of reasons, including 
bedtime light exposure from a tablet or 
smartphone, working later hours and jet 
lag. Carlson Melatonin Gummies promote 
relaxation and a healthy sleep pattern, so you 
can fall asleep. And our all-natural gummy 
form makes them a tasty bedtime snack. 

CarlsonLabs.com 

SWEET TO MOTHER NATURE 
MEANS SWEET FOR YOU!

Florida Crystals® is the only organic sugar 
grown and harvested in the USA, and is 
certifi ed organic by Quality Assurance 
International. At Florida Crystals, our proud 
heritage of family farming has taught us the 
importance of being good stewards of the 
land. That is why we practice sustainable 
agriculture. Taste the sweetness of Florida 
Crystals® Sugars — Earth Friendly. Uniquely 
Delicious.

fl oridacrystals.com

THE ANTI-STRESS DRINK

You need Magnesium for 
hundreds of activities in the 
human body, yet nearly 70% 
of Americans don’t get the minimum daily 
requirements of this vital mineral. Natural Calm 
is the best-selling magnesium supplement 
in the natural market for over a decade. The 
easily absorbable anti-stress powdered drink 

mix also supports heart, bone health, better 
sleep, natural energy production and 

lots more. Available in a variety of 
delicious organic fl avors.

naturalvitality.com

TEXTURED ALPACA SERAPE 
This serape is the perfect piece to compliment your 
Fall wardrobe. Serapes are still a huge trend within 
the marketplace and incredibly versatile. They look 
great draped over a shoulder for a night out, 
simply worn as a cardigan or wrapped as a 
scarf. The blanket fringe is a nod to the 
current trend yet cra� ed in refi ned 
luxurious fabric that only EILEEN 
FISHER can do.

eileenfi sher.com

SILK—PLANT POWER

With Silk products, there are more ways to 
Do Plants. Try Silk Soymilk anywhere you 
enjoy dairy milk—over your cereal, in your 
coff ee or simply by itself. We’re talking a 
range of irresistible fl avors.  Also try the 
perfectly smooth, creamy fl avor of our Silk 
Dairy-Free Yogurt Alternative.

silk.com

advertisement

*  These statements have not been evaluated by the Food and Drug Administration. These products are not intended to diagnose, treat, cure, or prevent any disease.

IMAGE SIZE: 

1.5”W X 1.8”H 

AT 300 DPI 

EPS/TIF/PDF

60 WORDS 

MAX.
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POLICIES

INVOICING
Invoices are issued within two weeks of  
issue on-sale date and are due upon receipt.

CREDIT POLICY
New accounts must prepay until credit is 
established.

FREQUENCY DISCOUNTS
Frequency advertising contracts  
must be completed within one year  
of the first insertion.

AGENCY COMMISSIONS
15% for recognized advertising agencies 
only. Agency must provide an independent 
billing and creative service to the 
advertiser. Multiple discounts cannot be 
combined to earn a lower rate.

SPECIAL POSITIONING
Add 25%; available for full and double 
pages only.
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GENERAL ADVERTISING GUIDELINES
The Guidelines in the following section apply to all 
advertisements and sponsor content served by or 
appearing in the print publications of Mindful and its 
digital properties, including mindful.org and the Mindful 
e-newsletter, and all related social media, mobile, and 
app extensions.

• Mindful will not allow any relationship with an 
advertiser to compromise Mindful’s editorial 
integrity.

• All advertising content must be clearly 
distinguishable from editorial content. To that 
end, Mindful will label an advertisement with the 
word “Advertisement” when, in its opinion, this is 
necessary to make clear the distinction between 
editorial material and advertising. 

• While the content of advertising does not 
necessarily reflect the views of Mindful or its 
editors, if it comes to the attention of Mindful that 
an ad, in our opinion, contains demonstrably false 
or unlawful content, Mindful will refuse or remove 
the ad in whole or in part. 

• Mindful may exercise its discretion to refuse or 
remove any advertising that is inconsistent with 
or may tend to bring disparagement, harm to 
reputation, or other damage to Mindful’s brand.

• Mindful will not trade editorial coverage for 
advertising and will alert advertisers that story 
plans communicated via an editorial calendar 
are never a guarantee that a specific topic, 
person, or product will appear in the magazine. 
Advertisements will not be integrated into editorial 
content. 

• Mindful will make every effort to avoid advertising 
adjacencies that could lead a reader to believe that 
the product advertised is endorsed by or promoted 
by the surrounding editorial copy. Additionally, 
editorial coverage of a person or product will never 
be positioned adjacent to advertising related to the 
same person or product.

• Mindful will not submit editorial content to 
advertisers for approval.

• Mindful will disclose to readers any e-commerce 
partnerships as such with advertisers.

ADVERTISING THAT WILL NOT BE 
ACCEPTED
Although Mindful will evaluate whether to work with 
advertisers on a case-by-case basis, some examples of 
advertising Mindful will not accept are the following: 
• Advertising that contains religious programs, 

imagery, pictures of teachers in robes, or 
references to religious teachings. 

• Ads for programs taught by teachers with titles 
conferred by religious  organizations. Mindfulness 
programs taught by people with religious 
backgrounds are acceptable, so long as the content 
of the program is clearly secular.

• Ads for programs with religious doctrinal content 
or ritual.

• Religious books by religious teachers. Books by 
religious teachers that are explicitly secular, such as 
Sharon Salzberg’s Real Happiness, are acceptable, 
provided the cover imagery is nonreligious. The 
fact that the book may contain the odd reference to 
religious ideas does not disqualify it, so long as in 
the main it is secular in tone.

MINDFUL ADVERTISING GUIDELINES
These Guidelines, primarily adopted in 
accordance with the Guidelines of the American 
Society of Magazine Editors (ASME), set forth 
standards that govern Mindful’s relationship 
with its advertising partners and the relationship 
between editorial and advertising content. The 
overriding consideration is that Mindful must 
maintain its editorial integrity and independence, 
and the trust of its readers. We believe that 
establishing, publicly displaying, and adhering to 
these Guidelines is important to protect the trust 
and transparency that should exist between a 
publication, its readers, and its advertisers.

We also believe that to serve its mission, the 
Mindful brand needs to be sensitive to presenting 
a secular approach to mindfulness, free of 
religious doctrine, dogma, imagery, or rituals. 
Our main mission is to encourage practices that 
develop skills and innate abilities or endowments. 
In our view, people are innately mindful, aware, 
kind, and compassionate. We believe that secular 
mindfulness practices can draw that out and make 
insights into habits.

Finally, we recognize that no set of Guidelines can 
address every situation or issue that may arise 
in the course of doing business, especially given 
the pace of change within the media industry. 
Accordingly, we anticipate that these guidelines 
will be revisited and updated from time to time. In 
particular, we will remain teachable and open to 
suggestions, criticism, and correction.

(CONTINUED)

16-v1.4



MINDFUL ADVERTISING GUIDELINES (CONTINUED)

• Religious programs at religious centers. Programs 
at religious-oriented centers, such as Spirit Rock, 
are acceptable, so long as they are clearly secular 
in content and do not contain religious rituals.

• Religious products. If a nonreligious product ad 
(jewelry, for example) contains a modest amount 
of religious imagery, that’s acceptable. But if an 
alternative product line is available, we would 
strongly encourage the nonreligious products be 
featured instead in the ad.

• Advertising that Mindful believes, in its opinion, 
makes questionable claims.

• Advertising that Mindful believes, in its opinion, 
is indecent, vulgar, suggestive, profane, 
inflammatory, or offensive.

• Advertising for illegal products or services, 
including drugs, illegal substances, or any related 
products or services.

• Advertising that Mindful believes will undermine 
the intellectual integrity, authority, and character of 
its mission and brand.

EXCEPTIONS WITHIN THE 
MARKETPLACE SECTION OF THE 
MAGAZINE
The Marketplace section, given the size of the ads and 
nature of the section, will accept religious-affiliated 
ads. For examples, logos of practice centers with 
religious imagery or products such as the Metta prayer 
bracelet, are acceptable in Marketplace.

SUBJECT TO THE SOLE DISCRETION 
OF THE PUBLISHER, EDITOR, AND 
GENERAL MANAGER
All determinations of the application of the foregoing 
standards to particular advertisements or advertisers 
shall be within the sole discretion of Mindful’s 
publisher, editor, and general manager. 

Mindful may remove advertising content at any 
time if such content is inconsistent with the policies 
described herein, with or without prior notice to the 
advertising client and regardless of whether the 
advertising content has been accepted or displayed 
within Mindful for any period of time.

SPONSOR CONTENT GUIDELINES
Definition
Sponsor Content (or “native advertising”) is 
content created or commissioned by advertisers in 
collaboration with Mindful’s marketing team. Mindful 
allows Sponsor Content in two forms: (1) Content 
produced by the marketing team as commissioned 
by its advertising partners and (2) Content produced 
by advertisers. Sponsor Content should consist of 
content that the magazine would not normally publish; 
i.e., it should distinguish itself as something “special” 
and distinct from editorial pages.

Labeling & Design
As with all advertising, Sponsor Content does not 
necessarily reflect the views and choices of Mindful’s 
editors. Accordingly, Mindful will prominently display 
the following disclaimer on all Sponsor Content: 
“SPONSOR CONTENT” or “PAID POST.” Mindful 
will include a disclaimer on all Sponsor Content that 
notes the noninvolvement of Mindful’s editorial staff in 
curating or creating the Content and clarifies that the 
Content is made possible by a Sponsor, specifically: 
“This (email, post, content) is sponsored by an 
advertiser. Mindful editorial staff did not produce it.” 
For sponsor emails, the subject line of the email should 
read, “Sponsored: (sponsor’s subject line).”

Mindful may additionally include, in certain areas 
and platforms, further explanation defining Sponsor 
Content to Mindful readers. In addition, Mindful will 
ensure the treatment and design of Advertising and 

Sponsor Content is clearly differentiated from its 
editorial content.
Despite the caveat that Sponsor Content does not 
necessarily reflect the views of Mindful or its editors, 
Mindful will refuse publication of such content that, in 
its own judgment, would undermine the intellectual 
integrity, authority, and character of our enterprise.
As with all advertising, and consistent with the 
foregoing General Advertising Guidelines, Mindful may 
reject or remove any Sponsor Content at any time that 
contains false, deceptive, potentially misleading, or 
illegal content; is inconsistent with or may tend to bring 
disparagement, harm to reputation, or other damage 
to Mindful’s brand.

PARTNERSHIP CONTENT
If Mindful is formally a coconvener or business 
partner of an event, service, or product, content 
related to promoting that event, service, or product 
may be labeled “MINDFUL RECOMMENDS” with the 
disclaimer: 

“As a proud partner of [name of partner or conference], 
Mindful hopes to further our work of spreading news 
from the leading edge of the Mindfulness movement. 
We will always let you know when an email is part of 
a partnership (like this one is). Thanks for supporting 
Mindful.”

If however Mindful is receiving payment or an in-kind 
exchange of goods or services for their involvement as 
merely a sponsor of the event, service, or product, then 
such content should be labeled “Sponsor Content” 
or “Paid Post,” with the disclaimer “This (email, post, 
content) is sponsored by an advertiser. Mindful 
editorial staff did not produce it.”
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PUBLISHER
James Gimian
Toll Free: 1-855-420-9085
Email: jgimian@mindful.org

EDITORIAL & CENTRAL  
BUSINESS OFFICE
1660 Hollis St., Suite 703
Halifax, NS, Canada, B3J 1V7

ADVERTISING DIRECTOR
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