


With its insightful and aspirational content, Independent 
School magazine, published quarterly by the National 
Association of Independent Schools, is a place to turn 
for forward-thinking ideas and strategies. Readers trust 
Independent School for insight, analysis, and context on 
the issues that matter most in education. 
Each issue reaches school decision makers and serves up 
not just the timely content they need but the services  

and products they need to address challenges and 
create sustainable campuses and school communities. 
Aligning your brand with Independent School not only 
demonstrates industry savvy, it also puts your organization 
directly in front of current and aspiring leaders. 
There’s an ongoing conversation in the independent 
school community—don’t miss out on your opportunity 
to be a part of it.

THEY’RE HIGHLY ENGAGED... 

85%
...AND THEY LIKE WHAT THEY READ

97%

TOTAL READERSHIP 

26,815
CIRCULATION 

8,650

Who reads Independent School?

READ HALF OR MORE OF THE MAGAZINE FEEL IT HAS USEFUL AND RELEVANT CONTENT 

TOP ROLES AMONG READERSHIP 
Heads of school // Assistant heads // Division heads // Business managers  

Communication directors // Diversity practitioners // Admission and financial aid professionals 
Development officers // Technology directors // Faculty

Independent School matters to its readers.
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Top 5 Reasons to Advertise

1
2

3

4

5

It’s a trusted brand.  
The National Association of Independent Schools is the 
premier organization for private, independent schools 
in the United States, and the magazine has been a core 
benefit of membership for more than 75 years.

It’s guaranteed to be in the 
hands of decision makers.  
Four times a year, the magazine is sent directly 
to the top decision maker at every independent 
school—the head of school, along with other top 
administrators and department heads.

It’s the only  
magazine dedicated 
exclusively to  
independent schools. 
You’ll optimize your marketing budget 
because there’s no better way to get  
national reach with this select audience 
than through the publication that’s 
designed for them.
4It’s forward-thinking.  

Each issue provides regular coverage of  
important issues and key trends independent school  
educators and administrators need, when they need it.
4

It’s in print. 
Yes, you read that right. Print  
matters now more than ever, 
especially in NAIS’s community 
of highly engaged and educated 
readers.
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Reach Your Target Audience

Research Insights 
provides context on important study  
and survey results that are useful to  

independent schools.

Leadership Lessons 
explores broad management concepts,  
leadership practices and approaches,  
training, professional development,  

and more.

Trend Lines 
offers a big-picture view of trends and  

issues related to the changing education 
landscape that are or will be impacting 

independent schools.

Designed to nurture and engage a broader community—and featuring a diversity of voices and views—Independent 
School magazine now includes dedicated departments that address the topics leaders need to have on their 
radar. And these sections and departments mean targeted placement—more opportunity to place your ads near 
relevant content. 
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f you’re in education today, 
you’re probably well-versed 
in grit. Not the kind that 

circles the bathtub drain after an 
afternoon at the playground, but the 
kind that has invaded pop culture 
as the secret ingredient to student 
success. In my work in independent 
schools over the past 20 years—as 
an early childhood educator, an 
admission professional, and a school 
counselor—concepts of resilience, 
determination, and intrinsic moti-
vation have always been part of the 
zeitgeist. Long before “grit” was a 
buzzword, I witnessed its essence in 
the hearts and minds of the disabled 
inner-city teens I counseled dur-
ing my graduate school practicum 
at New York University’s Upward 
Bound program. Despite the often 
grave physical, emotional, and socio-
economic odds stacked against them, 
many of my Upward Bound students 
embodied an ennobling stick-to-
itiveness that propelled them to 
complete high school and secure 
scholarships to local colleges.  
 I’ve been exploring student moti-
vation more recently in my doctoral 
program at the Peabody College of 
Education and Human Development 
at Vanderbilt University. My course-
work in psychology of learning 
summoned me to re-examine Angela 
Duckworth’s 2007 landmark study, 
“Grit: Perseverance and Passion for 
Long-Term Goals,” in light of a more 
recent analysis of the concept in a 

Digging In
Is grit legit? Revisiting the landmark 
study about the personal asset 
thought to predict student success  
By Carrie MacVean Grimes
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research insights

diverse domains such as college cam-
puses, the Scripps National Spelling 
Bee, West Point military academy, 
and a large cross-sectional sample of 
adults of all ages. Her research went 
viral, and parents and educators alike 
clamored to find out: How can our 
kids become grittier?

10 YEARS LATER
Muenks and her colleagues further
explored grit in the study “How True
is Grit?” declaring that “inner grit”
is a yin-yang of one’s “perseverance
of effort” and one’s “consistency
of interest” in a pursuit. Muenks’
experimental research design
unpacks Duckworth’s definition of
grit, and illuminates the murkiness
of grit when it’s intermingled with
neighboring psychological constructs
such as personality, self-regulation,
and engagement.

2017 study, “How True is Grit?” by 
University of Maryland psychologist 
Katherine Muenks. 

THE ORIGINAL RESEARCH
In her study, Duckworth asserted 
that grit is a personal asset that 
can be honed, serving as a success 
mechanism in diverse populations 
ranging from at-risk youth to elite 
military recruits. She defined grit as 
perseverance for passion in long-
term goals and said it can be found in 
people who approach their goals as 
a marathon: They are consequently 
undeterred by the failure, boredom, 
or disappointments they may encoun-
ter along their journey. 

I

DOES DUCKWORTH’S
DEFINITION OF GRIT AS A
SINGULAR CONSTRUCT HOLD
UP, OR IS GRIT TWO DISTINCTLY
SEPARATE CONSTRUCTS?

The researchers wanted to know: 
Does Duckworth’s definition of grit as 
a singular construct hold up, or is grit 
two distinctly separate constructs: 
perseverance of effort (PE) and con-
sistency of interest (CI)? Does grit 
uniquely predict students’ academic 
success at the end of a semester, or are 
other similar yet distinct factors being 
lumped into our collective notion of 
grit? Finally, is grit consistent across 
high school and college populations, 
or does grittiness vacillate depending 
on a student’s maturity? They hypoth-
esized that the structure of grit might 
vary depending upon the developmen-
tal stage of a subject, and therefore 
a reconsideration of grit’s definition 
may be required. They also theo-
rized that other similar psychological 
constructs might distinctly influence 
academic outcomes when put toe-to-
toe with grit. 

The two participant groups in
this study were private high school
juniors and Mid-Atlantic college
students. Five-hundred students
(controlled for gender, ethnicity,
and other constructs) completed a
series of randomly ordered items at
the onset of the semester, measur-
ing scales of grit, conscientiousness,
self-control, cognitive self-regulation,
effort regulation, and behavioral

 Duckworth and her colleagues 
devised the Grit Scale, which cali-
brated one’s effort and interest over 
time, exclusive of IQ. When apply-
ing the Grit Scale, study partici-
pants rated themselves on how they 
approach setbacks and challenges. 
The goal of the scale is to measure 
one’s noncognitive contributions to 
personal success, and Duckworth 
discovered that an individual’s score 
is an excellent predictor of achieve-
ment in the face of challenges. 
 Ultimately, Duckworth posited that 
grit may indeed have a larger impact 
on success in life than intelligence. 
The research, including 5,000 par-
ticipants, demonstrated this across 
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eens build relationships with 
friends through FaceTime 
and group chats. They nur-

ture friendships with compliments on 
Instagram and Snapchat. They stay in 
touch with friends and family over-
seas with messages on WhatsApp. 
Social media is just how they socialize 
these days.

Students are spending an average 
nine hours each day on their screens, 
according to Common Sense Media, 
and social media has become one 
of the greatest influences on our 
children’s happiness, health, safety, 
and future success, according to 
other reports. Many of the parents 
and school leaders I’ve talked with 
initially just wanted social media to 
go away, but now that it’s here to stay, 
some adults and students are begin-
ning to see it as a powerful and posi-
tive tool. 

T
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trend lines

According to The Social Institute’s 
2017–2018 Social Media Survey with 
nearly 4,450 students from indepen-
dent schools, more than 80 percent 
of fifth- through 12th-graders said 
they believed that social media 
can have a positive impact on their 
world, whether that means their 
school or local community, state,  
or country. 

This is why many independent 
schools are adopting a proactive, 
growth-minded, and sustainable 
approach that empowers students, 
parents, and educators to posi-
tively navigate social media. They 
strengthen their reputations, protect 
their privacy, follow positive role 
models, and more. This new approach 
better aligns with a school’s mis-
sion and values, supporting students’ 
health and wellness. The future of 
social media is bright, and it’s one 
where we empower and equip, rather 
than scare and restrict. 

THE CURRENT LANDSCAPE FOR SCHOOLS
Since social media really took off 10 
years ago, few institutions or par-
ents have found a relevant, effective 
solution to helping kids navigate 
the world of posts, texts, and selfies. 
Why? There are three current issues 
at play: what schools teach about 
social media, who teaches it, and how 
it’s taught.

Schools continue to approach social 
media education as a matter of digital 
citizenship. Common Sense Media 
defines digital citizenship as the abil-
ity to “think critically, behave safely, 
and participate responsibly in our 
digital world.” 

We all want students to have digital 
skills, but telling students to use “dig-
ital citizenship” when using technol-
ogy is like telling them to use “proper 
navigation” when driving a car. In the 
world of social media, relevance is 
everything, and “digital citizenship” 
is simply not relevant.

Furthermore, most schools use a 
top-down approach in which adults 
teach students. Of course, this hap-
pens for nearly every school subject, 
why not social media? The problem 
again lies with relevance. 

According to the 2017–2018 Social 
Media Survey, 100 percent of students 
said they believed they know more 
about social media than their parents 

or school faculty. How are schools 
and parents supposed to teach some-
thing teens believe they know better 
(and likely do)? 

Lastly, digital citizenship is often
taught by adults strictly through
“don’ts.” Don’t post this, and don’t
share that. Don’t join that app, and
don’t post anything you wouldn’t
want your grandmother to see.
However, imagine if a coach only
taught how not to throw a ball
or how not to shoot it. Players
wouldn’t know what to do. Students
are not being taught what to do
on social media.

This relevance-lacking, top-down,
don’ts-driven approach is failing
our students. Students are progress-
ing through school unequipped to
navigate life with a phone in their
hand. They are overwhelmed by the
pressures of cyberbullying. They are
being rejected by colleges because of
racist Facebook posts. Sleep depri-
vation among teens is rising because
they can’t put their phones away
at night. Nude photos of teens are
shared around school. Tweens are
committing suicide because they're
cyberbullied. 

As long as students feel like they
are being lectured, they will tune
out. They will fall victim to the same
landmines, and this negative cycle

will continue, potentially tarnishing
the reputation of both students
and schools.

THE FUTURE OF SOCIAL MEDIA EDUCATION
We must refine social media educa-
tion with a positive and proactive 
approach. The Social Institute works 
with several independent schools 
to implement such an approach and 
empowers students, parents, and 
faculty. We are halfway through a 
three-year strategic partnership with 
Ravenscroft School (NC) and have 
learned four best practices. 

Integrate the curriculum. Rather than 
putting “digital citizenship” in a 
corner, Ravenscroft integrates social 
media life skills into its school’s 
advisory program, which encourages 
character development, health, and 
wellness. The school weaves lessons 
throughout its advisory program, 
which promotes “leading self,” 
“leading with others,” and “chang-
ing your world.” 

Students learn to have their social 
media profiles represent their true 
self and character. They learn to use 
empathy when engaging with and 
posting about others. And because 
social media is a student’s micro-
phone to the world, sixth- through 
12th-grade students learn how to use 
platforms to spark positive change. 

1. Play to
your core—
because social
media publicly
represents your
character.

2. Protect your
privacy like
you’re famous—
because personal
information is
sought after by
many, for good or
for bad.

3. Strike a
balance—because
technology
should enhance
your life, not take
it over.

4. Cyberback
others—because
people feel best
when they treat
others the way
they want to
be treated.

5. Build a
strong team—
because who
and what you
surround yourself
with impacts what
you believe and
who you become.

6. Use your
microphone for
good—because
with every social
media post, you
have a chance
to change your
world.

7. Huddle
often—because
it takes a team to
win at social.

Social Studies
A shift in teaching students, parents, and faculty about online interactions is under 
way—and it’s taking a positive turn | By Laura Tierney

Smartphone
Ownership
by Grade

42%
5TH GRADE

63%
6TH GRADE

85%
7TH GRADE

93%
8TH GRADE

FAVORITE APPS FOR MIDDLE AND 
HIGH SCHOOL STUDENTS

 Snapchat

 YouTube

 Instagram

Gold Standards
Empower your students, parents, and faculty to live up to these social standards when using social media.

SOURCE: THE SOCIAL INSTITUTE'S 2017–2018
SOCIAL MEDIA SURVEY

SOURCE: THE SOCIAL INSTITUTE'S 2017–2018 
SOCIAL MEDIA SURVEY
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been external hires. When I applied 
for the open position, I had been at 
the school for 12 years. I teach AP 
history and serve in some lower-level 
administration positions, including 
grade dean and director of leader 
development. 

Several years ago, I approached 
my head of school and expressed a 
desire to move into administration 
and looked to gain more experience 
in advance of moving into a new role. 
But there were limited opportunities 
given the size of our school. I wasn’t 
actively being cultivated, but when 
the position opened, I felt like 
it was the right time for me to 

Inside Story
What to know before and after you enter the world of internal candidacy | By Tim Fisher

ou will have to change.”
“Please don’t change.”  
These are comments I 

often heard from my colleagues dur-
ing the four months I was an internal 
candidate for the position of upper 
school head at my school. It was a 
direct contradiction, and I often felt 
that tension. I’ve since come to real-
ize that this tension encapsulates a 
unique set of challenges for school 
leaders, the community, and of course, 
internal candidates. 

Now, 12 months after I made it to 
the final round and my school chose 
an external candidate, I’ve taken some 
time to reflect on the full process. I’ve 

been thinking about the benefits and 
drawbacks of being an internal candi-
date for a higher-level position. And 
I’ve been thinking about how schools 
can handle internal candidates and 
support them when they are success-
ful or, more pressing, unsuccessful. 
After all, there’s a lot on the line. 

THE PLAYING FIELD:  
EQUAL BUT DIFFERENT
My school is small. We have about 
450 students, with about 140 in 
the upper school. A number of our 
administrators have successfully 
moved into their current positions 
from within the school, but most have 
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In Practice 
is a place for case studies that provide an in-depth 

look at how a school has implemented an idea,  
program, or practice, including the specific  

approach, insights, and key takeaways.

Boardroom 
is geared for heads and trustees and focused on  
key governance issues that help build and secure 

productive working relationships. 

PLUS: MEMBER PROFILES, BOOK REVIEWS, Q&As, 
AND EDUCATION-RELATED NEWS READERS CAN USE

EVERY ISSUE INCLUDES:
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Independent School is published four times during the school year. Every issue includes feature packages focused on key themes. 
*editorial subject to change

Sources: 2016/2017 MPA Factbook; MarketingSherpa, Customer Satisfaction Research Study, Dec 12, 2016; Nielsen Catalina Solutions, Multi-Media Sales Effect Studies; Millward Brown Digital, 2007-2015; YouGov Profiles, April 2016; 
Simmons Research, Multi-Media Engagement Study, Spring 2015

WINTER 2022 

SPRING 2022 

SUMMER 2022 

FALL 2022

Teaching & Learning

Culture 

Headship 

 The Market

9/30/2021 

12/23/2021 

3/9/2022

6/15/2022

10/14/2021 

1/12/2022 

3/23/2022 

6/29/2022

12/28/2021 

3/15/2022 

5/31/2022 

9/6/2022

Issues & Closing Dates

ISSUE DATES EDITORIAL FOCUS SPACE CLOSING MATERIALS DUE MAIL DATE BONUS DISTRIBUTION

Why Spend on Print?

“Print is dead,” they say. That’s not true for the readers of Independent School. In fact, more than 90% of our readers prefer to read it in 
print. It’s not true for advertisers, either. Recent surveys have shown:

Magazines show 
the highest return 

on advertising 
spend. 

Magazine 
readers believe in 
brands—and are 
heavily swayed 
by advertising.

Magazine 
campaigns 

significantly lift 
sales.

Magazine readers  
recommend 
products and  

services to 
others.

61% of readers 
are inspired to 

take action 
after seeing a 
magazine ad.

Magazines 
provide a more 

positive 
environment 

for advertisers.
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Unit
Cover 2
Cover 3
Cover 4
Full page
2/3 page
1/2 page
1/3 page
1/6 page 

  1x
4279
4022
4610
2893
2699
2525
2410
2137

  4x
3775
3523
4116
2672
2573
2326
2237
2027

  1x
4707
4424
5070
3183
2968
2778
2651
2351 

  4x
4153
3876
4528
2940
2830
2559
2460
2229

Unit
Full page
2/3 page
1/2 page
1/3 page 
1/6 page

  1x
1766
1562
1375
1252 
963

  4x
1525 
1423
1156
1070

 840 

  1x
1942
1718
1512
1377
1059

  4x
1678
1565
1272
1177 
924

4 COLOR        NAIS SUPPORTER/NONPROFIT STANDARD

B/W NAIS SUPPORTER/NONPROFIT          STANDARD

*For two-color or special ink (such as neon or metallic) rates, contact Sue Partyke at advertise@nais.org. 
SAVE ON AD RATES! Become an NAIS supporter today. Contact Jessica Holt: holt@nais.org or 202-973-9740.

FULL PAGE 
W/ BLEED 
8 3/4” X 11 1/8”

1/2 PAGE   
VERTICAL  
3 1/2” X 9 1/4”

1/3 PAGE  
SQUARE 
4 5/8” X 4 1/2”

1/3 PAGE  
VERTICAL  
2 1/4” X 9 1/4”

1/6 PAGE 
VERTICAL 
2 1/4” X 4 1/2”

1/2 PAGE  
HORIZONTAL  
7 1/8” X 4 1/2”

FULL PAGE 

7 1/8” X 9 1/4”

2/3 PAGE 

4 5/8” X 9 1/4”

Rates, Ad Sizes & Dimensions Ad Specs and 
Policies

AD CONTACT  
Send insertion orders, all inquiries, 
contracts, and cancellations, as well 
as advertising printing materials and 
production queries, to our advertising 
sales office: 
Sue Partyke 
145 Harrell Road, Suite 119  
Fredericksburg, VA 22405 
540.374.9100 | advertise@nais.org 
All color ads must include two proofs.

SPECIAL AD POSITIONS  
Orders specifying positions other than 
covers are guaranteed at a 15 percent 
premium on space and color, subject to 
the terms and agreements listed below. 
Consult our advertising sales office 
regarding availability. Advertisements 
without a reserved special position are 
assigned a position at the publisher’s 
discretion. 

INSERTS
Rates: Two-sided, preprinted inserts 
are charged at the B/W rate for 
the page unit nearest in size (e.g., a 
full-page insert costs the same as a 
full-page B/W ad; a 5x7 card costs the 
same as a 2/3-page ad). In addition, all 
inserts are charged a non-commission-
able bind-in fee of $400. Odd-sized, 
multiple-page, or hand-inserted pieces 
will be individually priced. Please call 
the advertising sales office for further 
information. 
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Specs: Consult our advertising sales 
office about positions, production 
specifications, and quantity, as these 
may change. Samples of all inserts 
must be received and approved by the 
advertising sales office prior to the 
space closing date. Insert cards with a 
minimum size of 3x5 and a maximum 
of 6x6 will be blown in; all other sizes 
must be bound in, tipped (glued) in, 
or hand-inserted. If hand-inserted, 
additional bind-in fees may apply. 

“Green” Certification: Inserts must 
be printed on FSC-certified stock. For 
more information, go to www.fscus. 
org. For a list of FSC-certified printers, 
call the advertising sales office at 
(540) 374-9100 or email advertise@ 
nais.org. If an insert is a business-reply 
piece (the reader will be mailing all 
or part of it back to you), it must be 
printed on 7-point reply stock mini-
mum, 9-point maximum.

Shipping: Inserts must be at the 
printer no later than 20 business days 
after space closing. Each box must 
be labeled with the magazine name 
and issue (e.g., “Independent School/
Summer/Year”), and must include a 
packing slip. 

Ship to:  
LSC Communications
Attn: Mark Henson
13487 S. Preston Highway
Lebanon Junction, KY 40150
816-792-6321

Consult our advertising sales office 
about availability, production specifica-
tions, and quantity. 

TERMS AND AGREEMENTS   
The publisher reserves the right to 
refuse any advertising for any reason, 
at its sole discretion, including but not 
limited to the potential competition of 
products or services being advertised 
with those offered by the association. 
Advertiser and agency assume liability 
for all content, including text, represen-
tation, and illustrations in advertising 
published and also assume responsi-
bility for any claims arising therefrom 
against the publisher, including costs 
associated with defending claims. The 
publisher does not guarantee any given 
level of circulation or readership for any 
advertisement. The publisher assumes 
no liability for failure, for any cause, to 
insert an advertisement. 

Agency Accounting and Discounts 
Recognized advertising agencies are 
entitled to a 15 percent commission on 
charges for space, color, and position.

Commissions are given only if the 
invoice is paid within 30 days. In the 
event of nonpayment, the publisher 
reserves the right to hold the advertiser 
and the advertiser’s agency jointly and 
severally liable for such monies as are 
due and payable. No cash discounts.

Payment Terms 
Payment is due 30 days from date of 
invoice. Frequency discounts are based 
on the number of insertions within a 
12-month period.

Short rates and rebates 
An advertiser who does not complete a 
contracted schedule within 12 months 
of the first insertion will be billed 
for discounts taken but not earned. 
Advertisers who use enough space 
within 12 months of their first insertion 
to qualify for lower rates will be rebated 
on their final invoice for that period. 

Cancellations 
A contract (except for covers and 
guaranteed positions) may be 
suspended or cancelled on 30 days 
written notice, with rates adjusted to 
reflect the actual number of insertions 
completed.

Cancellations must be received prior 
to the issue’s space-closing deadline. 
Cancellations received after the space 
deadline will be charged 100% of the 
contracted amount. 

MAGAZINE PRODUCTION  
INFORMATION   
Printing: Web offset 
Binding: Perfect bound 
Trim Size: 8 1/2” x 10 7/8” Keep live 
matter at least 1/2” from trim. Allow 
1/8” for gutter trim and bleeds. 
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DIGITAL REQUIREMENTS    
File Formats: PDF (preferred), 
InDesign CS6.0 and lower versions, 
TIFF, or EPS. 
Disks: We support Macintosh 
(preferred) and Windows formatted 
CD-ROM or DVD. Contact the 
advertising sales office for details. 

Proofs: For all ads containing color, 
advertiser must provide a SWOP-
certified, digital color proof (Epson, 
Fuji, etc.). If no proof is provided, 
publisher will not be responsible for 
incorrect color or color variations. 

File Construction Guidelines: 
• Build pages to ad size and extend

elements 1/8” beyond trim if bleed
is required.

• If supplying layout files, include
ALL fonts, images, and artwork.

• Use only Type 1 fonts — no
TrueType fonts or font substitutions.

• Do not apply style attributes to
basic fonts.

• Convert fonts to outlines in imported 
graphics, or include all fonts used in
imported graphics.

• All continuous tone images must have
a resolution of at least 300 dpi at 100
percent. Scanned black-and-white line
art should have a minimum resolution
of 800 dpi at 100 percent and a
maximum  resolution of 2400 dpi.

• All color images must be in CMYK
mode; no RGB images.

• Images should be saved as EPS or
TIFF; no JPEG images.

• Do not nest EPS files in other EPS files.

• All high-resolution images and fonts
must be embedded when the PDF
file is distilled. Use Acrobat Distiller’s 
“PDF/X-1a” setting or comparable for
creating the PDF.

STORAGE OF MATERIALS    
The publisher will store all materials for 
12 months after most recent use, then 
destroy them, unless otherwise advised 
in writing by the advertiser or agency.

“Independent School is a treasured resource for our school. 
The topics are consistently timely and presented in an 

immediately usable format.” 

“Independent School magazine is known for the strength of its 
content. The articles are thoughtful and thought-provoking.  

I appreciate the overall tone of the magazine. I often highlight 
articles for my board to read.”  

“I already have so many sites I have to visit each day.  
A print magazine is a relief, frankly. And I like having it 

in the office, where faculty see it.” 

Readers Say
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• Do not embed ICC profiles with in 
images.

• Four-color solids and images should
not  exceed SWOP maximum density 
of 300 percent.

• Delete all unused colors in any supplied 
files.

PDF File Construction Guidelines: 
• Create page files according to File

Construction Guidelines listed in
column one.

• For ads with bleed, make postscript
files at least 1/4” larger than ad trim
size to allow for 1/8” bleed around ad
perimeter.


	Blank Page



