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THE AMERICAN MEDICAL ASSOCIATION seeks to promote the
science and art of medicine and the betterment of public health. In
serving these aims, the AMA communicates regularly with the mem-
bers of the medical profession, with professional persons in allied
fields, and with the public. A substantial part of this communication
is carried on through the regular production and distribution of its
publications. )

. In keeping with its avowed purposes, the Association will do all it
reasonably can to insure the accuracy, comprehensiveness, timeli-
ness, and relevancy of the advertising content of these publications.
The evaluation of advertising copy will be based on the considera-
tion of available data concerning the product or service. It will not
be based on tests conducted by the AMA. .

The appearance of advertising in AMA pub]icafions should not be
construed as a guarantee or endorsement of the product by the
Association. The fact that an advertisement for a product, service,
or company has appeared in an AMA publication shall not be
referred to in collateral advertising without specific, written authori-
zation from the American Medical Association.

As a matter of policy, the AMA will sell advertising space in its
publications when (1) the buyer believes purchase of such space
represents a sound expenditure, (2) the inclusion of advertising
material does not interfere with or seriously detract from the purpose
of the publication, and (3) the advertising copy meets the standards
established for that publication. .
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