
IN TODAY’S UNCERTAIN AND DEMANDING WORLD, 
PARENTS UNDERSTANDS THAT RAISING GOOD 

PEOPLE IS THE MOST IMPORTANT JOB. 

WE SERVE UP  
TRUSTED ADVICE 
THAT EMPOWERS MOMS AND DADS TO  

CARE FOR THEIR KIDS WITH CONFIDENCE AND 
FIND WAYS TO ENJOY THE RIDE. PARENTS IS YOUR 

SECRET ADVANTAGE — THE WISE WHISPER  
IN YOUR EAR — ENCOURAGING YOU TO CREATE  
A BETTER TOMORROW, ONE FAMILY BREAKFAST, 

SHARED LAUGH, AND LOVING HUG AT A TIME. 

RAISING THE
FUTURE

MISSION



PLEASE CONTACT YOUR PARENTS ACCOUNT MANAGER OR DONNA LINDSKOG, SALES MANAGER, DONNA.LINDSKOG@MEREDITH.COM

2022  
EDITORIAL  
CALENDAR

PLUS…

• Activities & Crafts

• Beauty & Self-Care

• Celebrity

• Children’s Books

• Home

• Kid’s & Women’s Health

• Money & Finance

• Parenting Advice

• Pets

• Recipes & Entertaining Ideas

• Safety

• Technology

• Travel

…and more! 

NOTE: Editorial subject to change

JULY
Home Improvement 

We’ve got DIY fix-ups to make your 
house your home sweet home. And 
when you need a getaway, we’ve 
got ideas for fun summer road 
trips. Plus, Summer Manicures! 

Parents Best Frozen Treats Awards

Parents Best Kids Skincare Awards

AD CLOSE: 4/15/22
ON-SALE: 6/3/22

AUGUST 
Family Food Issue + Summer 
Reading Special

Gather ‘round the table! We’ve got 
recipes for every meal of the day—
including snacks. Plus, raise a 
reader—and encourage a lifelong 
love of books—with our summer 
reading feature.

Parents Best Food Awards, Snacks

AD CLOSE: 5/16/22
ON-SALE: 7/8/22

SEPTEMBER
Back to School 

It’s our biggest, most  
anticipated issue of the year!  
Our comprehensive back-to-
school guide covers everything 
needed for a great school year. 

Parents Food Awards,  
Dinner Shortcuts

Parents Beauty Awards: The Hot List

AD CLOSE: 6/15/22
ON-SALE: 8/5/22

OCTOBER 
Halloween + Fall Fun

From the coolest costumes to 
creative decorating ideas, this issue 
is loaded with creative takes on 
Halloween fun. Plus, the Everything 
Guide to Kids’ Screen Time. 

Parents Most Innovative  
Children’s Hospital Awards 

AD CLOSE: 7/15/22
ON-SALE: 9/9/22

NOVEMBER
America’s Kindest Families

Our fourth annual Kindness Issue 
celebrates real-life families who 
show kindness every day of the 
year—and is loaded with tips to 
raise kind kids. Plus, Thanksgiving 
Made Easy. 

Parents Best Kids Apps Awards

AD CLOSE: 8/15/22
ON-SALE: 10/7/22

DECEMBER
Holidays Worth Waiting For

From gift ideas to recipes and 
entertaining ideas, our holiday 
issue is bursting with inspiration  
for the most wonderful time of  
the year! Plus, Beauty Gifts.

Parents Toy Awards

Parents Best Children’s  
Books Awards

AD CLOSE: 9/15/22 
ON-SALE: 11/4/22

JANUARY/
FEBRUARY
Get Cozy at Home

It’s the season of love—so get ready 
to snuggle up with this issue that’s 
loaded with ideas for Valentine’s 
Day. Plus, Special Kids Sleep 
Section and Game Day Suppers.

Parents Kids’ Sleep Awards

Parents Best Food Awards, 
Breakfast

AD CLOSE: 11/15/21
ON-SALE: 1/7/22

MARCH
Stay-at-Home or Go-to-Work?

We dive into the age-old question: 
after kids, do you go back to work 
or stay at home? Plus, Birthday 
Parties are Back and Family Floor 
Cleaning Guide. 

Parents Baby Gear Awards

Parents Beauty Awards: Essentials

AD CLOSE: 12/15/21
ON-SALE: 2/4/22

APRIL
The Pets Issue + Green Picks

We know pets are part of the 
family—so we’re celebrating the 
very special place they hold in  
our hearts. Plus Earth Day, with  
a focus on sustainability and  
green products. 

Parents Best Green Household 
Cleaners Awards

AD CLOSE: 1/14/22 
ON-SALE: 3/4/22

MAY
The Comedy Issue

Our first ever Comedy Issue is 
going to make you LOL. Plus,  
Mom Skin Care Questions, 
Answered and Everything  
is Better with Cheese!

Parents Best Family Cars Awards

AD CLOSE: 2/15/22
ON-SALE: 4/8/22

JUNE 
Family Pride + Summer Fun

We’re celebrating ALL families  
in our first-ever Pride issue that 
explores LGBTQ+ pride with books, 
crafts, activities and more.  
Plus, Sun Safety.

Parents Family Travel Awards

AD CLOSE: 3/15/22
ON-SALE: 5/6/22

, Snacks



NEARLY 100 YEARS OF BRAND EQUITY
Since 1926, Parents has provided consumers with 
sound advice. Our longevity in the marketplace is  
a testament to the quality of our product and our 
high standards. 

CREDIBLY COMPETENT EXPERTS
Over half of our highly vetted board of expert 
advisors is represented by BIPOC. Contributors are 
also asked to sign the Parents Diversity & Inclusion 
pledge to ensure that our content reflects the 
diversity of our readers and that all kinds of families 
see themselves in our content. Plus, our family 
health experts, including pediatricians, nutritionists, 
safety, behavior, and mental health professionals 
are often moms and dads of young children too, 
which means their tips are realistic and doable. 

RIGOROUS REPORTING
We understand that we have a huge responsibility to 
get it right. Moms and dads rely on us for up-to-date 
information they can trust. Thanks to rigorous 
reporting, a dedicated fact-checking team, and 
some of the best writers in the industry, we always 
deliver on that promise. No fake news here. 

PLEASE CONTACT  
YOUR PARENTS ACCOUNT MANAGER  

OR DONNA LINDSKOG, SALES MANAGER,  
DONNA.LINDSKOG@MEREDITH.COM

Source: *MRI-Simmons Starch, Adults Age 18–34, 2020. Comp Set: 
Compared to all other Women’s Service/Lifestyle, Healthy Lifestyle,  
and Fashion/Beauty titles; **MRI-Simmons Starch, Adults, 2019–2020. 
Comp Set: Compared to all other Women’s Service/Lifestyle, Epicurean, 
Healthy Lifestyle, and Fashion/Beauty titles (24 brands total)

“ THE ADS IN THIS 
PUBLICATION ARE 
TRUSTWORTHY**

“

I TRUST  
THE ARTICLES*“ “

PARENTS 
RANKS 

#1



 B E S T  D R I E D  F R U I T
Sun-Maid Fruity Raisin 
Snacks, Tropical Punch 
This twist on golden raisins 
is a new offering in the fruit-
snack world. The mini pouches 
are infused with several 
fruity flavors but don’t contain 
added sugar or artificial 
sweeteners. “I can taste the 
cherry!” one kid said. 

The Snacks That Have Your Back
Playdates. Sports practices. Family movie nights. For occasions 

like these, our panel of junior taste testers sampled 
hundreds of products to find the ones that best tide kids over (and that 

parents can feel good about too). Ready, set, nosh!
by K A R E N  C I C E R O 

 B E S T  C R A C K E R S
From the Ground Up 
Purple Carrot Crackers
Purple carrots are a thing, and 
this genius company made 
them the main ingredient in its 
certified gluten-free mini 
crackers that are sprinkled with 
sea salt (parents’ fave) or have 
Ranch flavor (kids’ choice). 
A junior tester told his mom, 
“I want to take them in my 
lunch box to show my friends.” 

 B E S T  C H I P S
Good & Gather Crinkle Cut Sweet Potato Chips 
Part of Target’s exclusive new line, these kettle-cooked chips are 
sturdy enough for dipping but thin enough for kids to bite easily. 
According to one of our panelists, “The ridges helped my onion 
dip stay on!” Parents appreciated that the product is made with 
just three ingredients and comes in a convenient resealable bag.

Pantry Picks
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Source: GfK MRI Starch, February 2020, top two box

PARENTS BEST AWARDS

PLEASE CONTACT YOUR PARENTS ACCOUNT MANAGER OR DONNA LINDSKOG, SALES MANAGER, DONNA.LINDSKOG@MEREDITH.COM

JANUARY/
FEBRUARY:

Parents Kids’ Sleep 
Awards

Parents Best Food 
Awards, Breakfast

MARCH:

Parents Baby Gear 
Awards

Parents Beauty 
Awards: Essentials

APRIL:

Parents Best Green 
Household Cleaners 

Awards

MAY:

Parents Best Family 
Cars Awards

JUNE:

Parents Family  
Travel Awards

JULY:

Parents Best Frozen 
Treats Awards

Parents Best Kids 
Skincare Awards

AUGUST:

Parents Best Food 
Awards, Snacks

SEPTEMBER:

Parents Best Food 
Awards, Dinner 

Shortcuts 

Parents Beauty 
Awards:  

The Hot List

OCTOBER: 

Parents Most 
Innovative Children’s 

Hospital Awards

NOVEMBER: 

Parents Best Kids 
Apps Awards

DECEMBER: 

Parents Toy  
Awards

Parents Best 
Children’s Books 

Awards  

Winners can leverage our branded seals for ad campaigns, packaging, social media, and more.

91%
I trust product 
endorsements  

from the Parents 
brand88%

Would buy a 
product marked 

with a Parents seal 
of approval



PLEASE CONTACT  
YOUR PARENTS ACCOUNT MANAGER  

OR DONNA LINDSKOG, SALES MANAGER, 
 DONNA.LINDSKOG@MEREDITH.COM

Source: MRI-Simmons Doublebase 2021;  
Parents.com UVs, comScore July 2021; comScore 
Multi-Platform © MRI-Simmons (05-21/S21), 
*Compared to all other Women’s Service/Lifestyle, 
Epicurean, Healthy Lifestyle, and Fashion/Beauty 
print/digital nets (22 Brands Total); Internal 
Meredith Social Metrics, September 2021

REACH + 
DEMOGRAPHICS 

MEDIAN AGE 39

AGES 25–34 31%

AGES 35–44 29%

MILLENNIALS 56%

MEDIAN HHI $66K

ANY KIDS 74%

P A R E N T S  M A G A Z I N E

6.6M
AUDIENCE

2.2M
RATE BASE

MEDIAN AGE 36 

AGES 25–34 32%

AGES 35–44 23%

MILLENNIALS 56%

MEDIAN HHI $82K

P A R E N T S . C O M

11.3M
MONTHLY UVS

8.2M
SOCIAL FANS

PARENTS/
PARENTS.COM 

(NET) RANKS 
#1

in % composition for

MILLENNIAL/ 
GEN Z 

WOMEN*



2022  
CLOSING DATES

C LOS I N G  DAT E /
M AT E R I A L S  D U E

O N -SA L E  
DAT E

JANUARY/FEBRUARY 11/15/21 1/7/22

MARCH 12/15/21 2/4/22

APRIL 1/14/22 3/4/22

MAY 2/15/22 4/8/22

JUNE 3/15/22 5/6/22

JULY 4/15/22 6/3/22

AUGUST 5/16/22 7/8/22

SEPTEMBER 6/15/22 8/5/22

OCTOBER 7/15/22 9/9/22

NOVEMBER 8/15/22 10/7/22

DECEMBER 9/15/22 11/4/22

NOTE: Subject to change

PLEASE CONTACT  
YOUR PARENTS ACCOUNT MANAGER OR DONNA LINDSKOG,  

SALES MANAGER, DONNA.LINDSKOG@MEREDITH.COM



FO U R  C O LO R

FULL PAGE $269,900

2/3 PAGE $208,800

1/2 PAGE $162,000

1/3 PAGE $112,500

2ND COVER $310,400

3RD COVER $296,900

4TH COVER $323,900

B L AC K  &  W H I T E

FULL PAGE $210,800

2/3 PAGE $163,000

1/2 PAGE $126,600

1/3 PAGE $88,500

Rates effective January 2022 issue; all rates are gross

2.2M
TOTAL RATE BASE

Source:  
Alliance For Audited Media,  

June 2021

PLEASE CONTACT YOUR PARENTS ACCOUNT MANAGER OR DONNA LINDSKOG, SALES MANAGER, DONNA.LINDSKOG@MEREDITH.COM

2022  
NATIONAL RATES



2022 ADVERTISING TERMS + CONDITIONS
The following are certain terms and conditions governing advertising published by Meredith Operations Corporation (“Publisher”) in the U.S. print edition of Parents magazine (the “Magazine”). 
These terms and conditions may be revised by Publisher from time to time. For the latest version, go to www.parentsmediakit.com. For Publisher’s Digital Editions Advertising Terms and Conditions, 
go to https://www.meredith.com/digital-editions-advertising-tc. Submission of insertion order for placement of advertising in the Magazine, and/or delivery of advertising materials to Publisher 
for inclusion in the Magazine, constitutes acceptance of the following terms and conditions by both the advertiser (“Advertiser”) and any agency or other representative acting for or on behalf of 
Advertiser (“Agency”). No terms or conditions in any insertion orders, reservation orders, blanket contracts, instructions or documents that are submitted or maintained by Agency or Advertiser 
will be binding on Publisher, unless expressly authorized in a writing signed by a senior executive of Publisher. 

AGENCY COMMISSION AND PAYMENT
1.  Publisher has sole discretion over payment terms for 

advertising. Publisher may change the payment terms  
from time to time and without limiting generality of the 
foregoing may require Advertiser to make payment in 
advance of the on-sale date of the relevant Magazine issue.

2.  Agency and Advertiser are jointly and severally liable for 
the payment of all invoices arising from placement of 
advertising in the Magazine and for all costs of collection 
of late payment. 

3.  If an account is placed with a collection agency or attorney 
for collection, all commissions and discounts will be 
rescinded or become null and void and the full advertising 
rate shall apply. 

4.  Agency commission (or equivalent): fifteen percent (15%) 
of gross advertising space charges, payable only to 
recognized agents.

5.  Invoices are rendered on or about the on-sale date of the 
Magazine. Payments are due in full, without deductions or 
set-offs, within thirty (30) days after the billing date, with 
the following exceptions. For all advertising not placed 
through a recognized agent, payments at rate card rates 
must be received no later than the issue closing date. 
Prepayment is required if credit is not established prior  
to ten (10) business days prior to the issue closing date.  
All payments must be in United States currency.

6.  No agency commission is payable, and Publisher will  
not grant any discounts, on production charges. Any 
discounts received by Advertiser on ad space charges 
may not be applied to production charges.

7.  Advertiser shall pay all international, federal, state and local 
taxes on the printing of advertising materials and on the 
sale of ad space.

CANCELLATION AND CHANGES
1.  Publisher expressly reserves the right to reject or cancel for 

any reason at any time any insertion order or advertisement 
without liability, even if previously acknowledged or 
accepted. In the event of cancellation for default in the 
payment of bills, charges for all advertising published as  
of the cancellation date shall become immediately due  
and payable.

2.  Advertisers may not cancel orders for, or make changes  
in, advertising after the issue closing date. Cancellation  
of orders or changes in advertising to be placed on covers, 
in positions opposite content pages, and for card inserts 
will not be accepted after the date thirty (30) days prior to 
the issue closing date. Cancellation of orders for special 
advertising units printed in the Magazine, such as booklets 
and gatefolds, will not be accepted after the date sixty (60) 
days prior to the issue closing date. In the event Publisher 
accepts cancellation after any of the foregoing deadlines, 
such acceptance must be in writing, and such cancellation 
may be subject to additional charges at Publisher’s 
discretion.

3.  The conditions of advertising in the Magazine are subject 
to change without notice. Publisher will announce ad rate 
changes thirty (30) days prior to the closing date of the issue 
in which the new rates take effect. Orders for subsequent 
issues will be accepted at the then-prevailing rates. 

CIRCULATION GUARANTEE
The Magazine is a member of the Alliance for Audited Media 
(AAM). The following rate base guarantee is based on the 
AAM’s reported circulation for the Magazine averaged over 
each six month AAM period, during the calendar year, in 
which advertising is placed. Publisher guarantees circulation 
to national advertisers by brand of advertised product or 
service. In the event the audited six (6)-month average 
circulation does not meet the guaranteed rate base, 
Publisher shall grant rebates to the Advertiser in ad space 
credit only, which must be used within six (6) months 
following the issuance of audited AAM statements for the 

period of shortfall. In no event shall any rebate be payable  
in cash. Rebates will be calculated based on the difference 
between the stated rate base at time of publication and  
the AAM audited 6-month average. Publisher does not 
guarantee circulation to regional advertisers, and regional 
circulations reported by the AAM are used by Publisher only 
as a basis for determining the Magazine’s advertising rates.

PUBLISHER’S LIABILITY
1.  Publisher is not liable for any failure or delay in printing, 

publishing, or circulating any copies of the issue of the 
Magazine in which advertising is placed that is caused by, 
or arising from, an act of God, accident, fire, pandemics, 
public health emergencies, failure of transportation, strike, 
acts of governments, terrorism or other occurrence 
beyond Publisher’s control. 

2.  Publisher is not liable for any failure or delay in publishing 
in the Magazine any advertisement submitted to it. 
Publisher does not guarantee positioning of advertise-
ments in the Magazine, is not liable for failure to meet 
positioning requirements, and is not liable for any error  
in key numbers. PUBLISHER WILL TREAT ALL POSITION 
STIPULATIONS ON INSERTION ORDERS AS REQUESTS. 
Publisher will not consider any objections to positioning of 
an advertisement later than six (6) months after the on-sale 
date of the issue in which the advertisement appears.

3.  The liability of Publisher for any act, error, omission or 
other matter for which it may be held legally responsible 
shall not exceed the cost of the ad space affected by 
the error. In no event shall Publisher be liable for any 
indirect, consequential, special or incidental damages, 
including, but not limited to, lost income or profits. The 
foregoing limitations shall apply to the greatest extent 
permitted by law and regardless of the theory under 
which liability is asserted.

MISCELLANEOUS
1.  Agency and Advertiser jointly and severally represent  

and warrant that each advertisement submitted by it for 
publication in the Magazine, and all materials contained 
therein (collectively, the “Ad Materials”) including, but  
not limited to, Ad Materials for which Publisher has 
provided creative services, contains no copy, illustrations, 
photographs, text or other content or subject matter that 
violate any law, infringe any right of any party, and/or is 
libelous, defamatory, obscene, disparaging, racist, hateful 
or scandalous. As part of the consideration and to induce 
Publisher to publish such advertisement, Agency and 
Advertiser jointly and severally shall indemnify and hold 
harmless Publisher from and against any loss, liability, 
damages, fines, penalties, and related costs and expenses 
(including attorneys’ fees) (collectively, “Losses”) arising 
from publication of such Ad Materials in any applicable 
editions, formats or derivations of the Magazine, including, 
but not limited to: (a) claims of invasion of privacy, violation 
of rights of privacy or publicity, trademark infringement, 
copyright infringement, libel, misrepresentation, false 
advertising, or any other claims against Publisher; or  
(b) the failure of such Ad Materials to be in compliance  
and conformity with any and all laws, orders, ordinances 
and statutes of the United States or any of the states or 
subdivisions thereof; or (c) any products, goods, services, 
programs, events, offers and promotions that are promoted 
by or referenced in the Ad Materials (and the fulfillment or 
non-fulfillment thereof).

2.  Publisher may, in Publisher’s sole and exclusive discretion 
and without penalty to Publisher, reject and refuse to run 
any Ad Materials that Publisher believes: (a) do or may 
violate Agency’s and Advertiser’s representations and 
warranties set forth above; (b) are reasonably likely to be 
considered objectionable by a reasonable person; and/or 
(c) are likely to expose Publisher, Agency and/or Advertiser 
to heightened legal or reputational liability or risk for  
any reason.

3.  In the event the Publisher provides contest or sweepstakes 
management services, email design or distribution or other 
promotional services in connection with advertisements 
placed in the Magazine, Agency and Advertiser jointly  
and severally represent and warrant that any materials, 
products (including, but not limited to, prizes) or services 
provided by or on behalf of Agency or Advertiser will not 
result in any claim against Publisher. As part of the 
consideration and to induce Publisher to provide such 
services, Agency and Advertiser jointly and severally shall 
indemnify and hold harmless Publisher from and against 
any Losses arising from such materials, products or 
services, including, but not limited to, those arising from 
any such claims.

4.  Publisher’s acceptance of an advertisement for publication 
in the Magazine does not constitute an endorsement of 
the product or service advertised. No Advertiser or 
Agency may use the Magazine’s name or logo without 
Publisher’s prior written permission for each such use.

5.  The word “advertisement” will be placed above all 
advertisements that, in Publisher’s opinion, resemble 
editorial matter.

6.  All terms and conditions of this Rate Card and associated 
insertion orders, including but not limited to pricing 
information, shall be the confidential information of 
Publisher, and neither Agency nor Advertiser may disclose 
any such information without obtaining Publisher’s prior 
written consent.

7.  This agreement shall be governed by and construed in 
accordance with the laws of the State of New York without 
regard to its conflicts of laws provisions. Any civil action or 
proceeding arising out of or related to this agreement shall 
be brought in the courts of record of the State of New York 
in New York County or the U.S. District Court for the 
Southern District of New York. Advertiser and Agency each 
hereby consents to the jurisdiction of such courts and 
waives any objection to the laying of venue of any such civil 
action or proceeding in such courts. ALL PARTIES WAIVE 
ALL RIGHTS TO TRIAL BY JURY.

ADDITIONAL COPY AND CONTRACT REGULATIONS
1.  For advertising units less than full-page size, insertion 

orders must specify if advertisement is digest, vertical, 
square, or horizontal configuration. Insertion orders for  
all advertising units must state if advertisement carries  
a coupon.

2.  Advertising units of less than 1/3 page size are accepted 
based on issue availability as determined by Publisher.

3.  Requested schedule of issues of ad insertions and size of 
ad space must accompany all insertion orders. Orders and 
schedules are accepted for the advertising by brand of 
product or service only and may not be re-assigned to 
other products or services or to affiliated companies 
without the consent of Publisher.

4.  Insert linage contributes to corporate page levels based 
on the ratio of the open rate of the insert to the open 
national P4C rate.

5.  If a third party either acquires or is acquired by Advertiser 
during the term of an insertion order, any advertising 
placed by such third party in an issue of the Magazine  
that closed prior to the date of the acquisition will not 
contribute to Advertiser’s earning discounts.

REBATES AND SHORTRATES
Publisher shall rebate Advertiser if Advertiser achieves a 
higher spending level, resulting in the retroactive lowering  
of advertising rates, in comparison to the billed advertising 
rates. Rebate shall be in the form of a media credit to be 
applied against not-yet-paid media invoices. In the event that 
Advertiser fails to achieve a spending level for which it has 
been billed, Advertiser will be short-rated and owe Publisher 
an additional sum based on the difference between the 
billed rates and higher rates.

PLEASE CONTACT YOUR PARENTS ACCOUNT MANAGER OR DONNA LINDSKOG, SALES MANAGER, DONNA.LINDSKOG@MEREDITH.COM


