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Who We Are.
The Air Force Sergeants Association is the largest 
enlisted organization of its kind, with 100,000  
dues-paying members. AFSA is a federally chartered, 
501C(19) nonprofit organization representing the  
professional and personal interests of Airmen, Veterans 
and their families. 

AFSA is a global association with local impact. Our 
members live in all 50 states and across Europe, and 
strive to make a difference in their local communities. 

Members are organized into 135 chapters through-
out the world, with 120 chapters in the United States  
and 15 Overseas. The chapters provide professional 
development, opportunities for community involvement 
and a strong sense of fraternalism. 

Since 1961, AFSA has been the only organization 
dedicated solely to the people who wear or have 
worn the stripes: enlisted Airmen. AFSA’s mission is 
to advocate for improved quality of life and economic 
fairness to support the well-being of the U.S. Air 
Force enlisted Airmen, Veterans and their families. To 
achieve this mission, AFSA works closely with the U.S. 
Congress and the U.S. Department of Defense.

The f-16 aT 40Four decades of Fighting Falcons

Quick RefeRenceKey contacts, AFSA locations and more

af cOOL New credentialing option for Airmen

The official publicaTion of The air force SergeanTS aSSociaTion | www.hqafsa.org

 Magazine

Amid change, our Airmen remain as strong as ever
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AFSA Magazine.
AFSA Magazine is delivered to the homes of 65,000 
members bi-monthly, and provided in a digital format to 
another 23,000 members. The magazine keeps members 
connected by highlighting issues that matter to them:  
legislative updates on Military and Veteran issues; photos  
of fellow AFSA members in action; interviews with senior  
Air Force, Veterans Affairs and government officials; features 
about enlisted members past and present; and “the rest  
of the story” on topics that directly affect their lives and  
the lives of their families. 

Who should advertise  
in AFSA Magazine?
• �Companies interested in doing business with the  

U.S. Air Force.

• �Organizations with products and services that appeal  
to a wide audience — from young military members  
raising families to empty-nester Veterans. 

• �Educational institutions with quality education opportunities 
for Veterans and family members ready to use their GI Bill 
benefits to attend college. 

• Businesses seeking to hire Veterans.

• Corporations with franchise opportunities.

• �Companies that wish to align themselves with the U.S. Air 
Force, its men and women, Veterans, and their families. 

Our Reach.
Because our membership includes active-duty members, 
members of the Air National Guard, the Air Force Reserve, 
military retirees, Veterans and their families, the reach of the 
magazine is broad and deep. In addition to our members: 

• �435 copies of every AFSA Magazine are delivered  
to members of the U.S. House of Representatives.

• 100 copies go to Congressmen in the U.S. Senate. 

• �50 Copies are delivered to senior Department of Defense 
leaders in the Pentagon.

• �Every issue is mailed to 18 Veterans Administration 
medical centers and 55 Fisher Houses, which provide 
military families with housing close to a loved one during 
hospitalization for an illness, disease or injury.

• �The magazine is mailed to 140 State Veterans Homes 
across the country. 



Editorial Calendar

 Winter  Spring  Summer  Fall

Almanac Reference Guide: 
A valuable member resource 
with information about senior 
Air Force enlisted leaders, 
enlisted history and AFSA 
leadership.

Annual Report: A compre-
hensive report on AFSA’s 
membership, activities, 
benefits and financial per-
formance throughout the 
preceding year. 

Annual Conference: 
Celebrating 55 years—a 
history of success. The 
2016 Professional Airmen’s 
Conference brings together 
AFSA members with 
Air Force, Military and 
Congressional leadership 
for five days of professional 
development.

Awards & Honors: In this 
issue, we’ll honor our inter-
national and regional award 
recipients, and offer highlights 
from the AFSA Professional 
Airmen Conference.

Readership Demographics. 
60% are 50 or older, receiving military 
retirement pay and a salary or retirement from  
a second career.

40% have strong buying power, growing families 
and good credit reports.

The average household income is $74,000.

Our Audience.
What does AFSA membership say about our readers?

Patriotic: AFSA is built on a respect for the red, white and blue, and its mission is to fight for the men 
and women who have fought for our country. Those who join us identify with those values. 

Engaged: They take charge of their futures and those of their families by seeking out an organization 
that can amplify their voices on Capitol Hill.

Caring: AFSA chapters reach out to their communities in a variety of ways: collecting food for local 
shelters, taking on the care of Veteran cemeteries, tutoring in elementary schools, sponsoring patriotic 
ceremonies and partnering with civil leaders on issues that are important to the community. 

52
Average age of 
AFSA Magazine 

audience

75% 

Approximately, 
own their own 

home

39%
have children in the home

More than 71% 
are married



the numbers
calendars / specs / rates
If you would like to bolster your company’s visibility  
in the military world, advertise in AFSA Magazine! 

ISSUE SPACE RESERVATION DATE MATERIALS DUE EARLIEST IN HOME

WINTER December 16, 2016 January 6, 2017 February 13, 2017

SPRING March 31, 2017 April 12, 2017 May 19, 2017

SUMMER June 16, 2017 June 26, 2017 August 4, 2017

FALL September 15, 2017 September 27, 2017 November 3, 2017

AD size SPECS

FULL PAGE (with bleed)
8.5" x 10.75" (includes trim 
size of 8.25” x 10.5” plus 
0.125” bleed on all sides)

FULL PAGE (no bleed) 7.75" x 10"

2⁄3 PAGE VERTICAL 5" x 10"

2⁄3 PAGE HORIZONTAL 7.75" x 6.5"

1⁄2 PAGE VERTICAL 3.5" x 10"

1⁄2 PAGE HORIZONTAL 7.75" x 5"

1⁄3 PAGE HORIZONTAL 7.75" x 3.125"

1⁄4 PAGE VERTICAL 3.5" x 4.75"

1⁄4 PAGE HORIZONTAL 7.75" x 2.28"

1⁄6 PAGE VERTICAL 2.75" x 4.75"

1⁄6 PAGE HORIZONTAL 3.5" x 3.125"

2⁄3 PAGE BACK COVER 8.5" x 6.75" (with bleed)

For more information or to reserve space, contact: Andrea Sanford, Marketing Manager
Air Force Sergeants Association, 5211 Auth Road, Suitland MD  20746
Phone: 301.899.3500 • FAX: 301.899.8136 • Email: afsacomm@hqafsa.org

Print Specs: 
MECHANICAL SPECS
Trim Size: 8.25" x 10.5"
Bleed: 0.125"
Live Area: 7.75" x 10"

ACCEPTABLE FILE FORMAT
• �High-resolution print-ready PDF/X1a file. (View specifications 

at swop.org or adobe.com, search on PDF/X compliance.)
• All fonts must be outlined or embedded.
• All images must be 300 dpi.
• �Crop marks and colors bars should be outside printable area 

(0.125" offset)
• �One ad page per PDF document.

COLOR
• �Color ads must be CMYK process color format. No RGB, 

LAB, or Spot/PMS colors will be accepted.
• �Black and white ads should use black only, images should  

be grayscale.
• 2-color ads should be built from CMYK process color.
• Ink density not to exceed 300%.
• �Black text 12pt or smaller should be black only.  

(C=0%, M=0%, Y=0%, K=100%).

Submitting Files: 
Email
Files 10MB or smaller can be attached to email submitted to: afsacomm@hqafsa.org

Dropbox.com
Files larger than 10MB should be uploaded to Dropbox.com:
(If you already have a Dropbox account you will need to sign out and then sign back in using the following information.)
User: glcadsubmit@glcdelivers.com
Password: GLCADS-900 (password is case sensitive)
Upload your file into the AFSA_Magazine_Ads folder. When file upload is complete, send an email to: afsacomm@hqafsa.org



2017 rates

FULL COLOR

Ad Unit 1x 2x 3x 4x

Full Page $3,500 $3,395 $3,296 $3,195 
2⁄3 Page $3,000 $2,910 $2,820 $2,735 
1⁄2 Page $2,485 $2,410 $2,340 $2,270 
1⁄3 Page $2,040 $1,980 $1,920 $1,865 
1⁄4 Page $1,700 $1,650 $1,600 $1,550 
1/6 Page $1,450 $1,405 $1,365 $1,320 

Cover and Preferred Position

Position Rate

Cover 2 Earned rate plus 25%

Cover 3 Earned rate plus 10%

Cover 4 Earned rate plus 35%

Opposite TOC Earned rate plus 15%

Proud.
Professional.

Performers.
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Amid uncertAinty And chAnge, the chArActer 

of our Airmen remAins As strong As ever

By Chief Master Sergeant  

of the Air Force James A. Cody

The last three years have been a whirlwind of uncertainty and 

change. We’ve witnessed the constant dialogue of sequestra-

tion and threats of a government shutdown, even feeling the 

impacts of an actual 16-day shutdown in October 2013. Our 

force has downsized to unprecedented manning levels—the 

smallest force since we became a separate service in 1947—

only to now face the challenge of growing our end strength in 

light of unexpected and emerging threats around the world. 

We’ve also completely revamped our enlisted evaluation 

and promotion systems to ensure performance is the most 

important factor when we evaluate and identify Airmen for 

promotion, specific positions and added responsibility. 

The Air Force today looks quite different from the Air 

Force of a few years ago, with one glaring exception: you. 

Through the continued churn of uncertainty and change, 

the character of our Airmen remains as firm as ever before. 

You continue to be the enlisted force that stands as the exam-

ple for all other nations around the world. There are many 

labels that apply to the enlisted force today—most educated, 

most experienced and most capable in our nation’s history; 

best trained, best equipped and best prepared enlisted force 

of all time. Those and others are all true, and certainly illus-

trate how far we’ve come as an enlisted force, but what rings 

loudest as I spend time with Airmen around the globe is that 

you are proud, professional performers. 

Proud

Arguably the proudest moment of any Airman’s career is 

when he or she crosses into the blue at Joint Base San Anto-

nio-Lackland, Texas. It’s a feeling of accomplishment, of 

stepping into a purpose and challenge greater than anything 

experienced before. Your pride grows and evolves throughout 

a career. It looks different at times, but it certainly doesn’t 

disappear. It’s clear as I meet with our Airmen that you’re 

extremely proud of what you do to serve our nation. You 

understand the immense responsibility and it shows: It drives 

you to stand taller. 

Staff Sgt. Haida StarEagle is a clear example of the 

pride of our Airmen. Athena and I met Haida last year dur-

ing a stop at Scott Air Force Base, Ill. She shared her story 

about her experience with the Single Airman Programming 

Initiative and how it provided the boost she needed both 

personally and professionally. Her smile and passion ener-

gized the room as she listed the opportunities she’s had to 

bond with her fellow Airmen. It was exciting just listening 

to her story. She was not only proud to stand and repre-

sent her fellow single and unaccompanied Airmen; she was 

proud to simply be an Airman and to serve in our United 

States Air Force. 

Senior Master Sgt. Hope Skibitsky is another Airman 

who is proud of her service to our nation. We met her dur-

ing a stop at Travis Air Force Base, Calif., where at the time 

she was the wing’s Career Assistance Advisor. As a former 

Military Training Instructor, Hope was certainly a sharp 

Airman who stood out in a crowd, but it was her pride and 

passion to help others that struck us most. She would talk 

at length about the Airmen she served and the support she 

was honored to provide. If you let her (and we did), she 

could and would talk passionately for hours on end, never 

mentioning herself; she was always focused on others. Her 

pride extended to the men and women who came in and out 

of her office every day, looking for the direction and spark 

only she could provide. 

Haida and Hope are but two of the many examples of  

the pride we see around our Air Force. Everywhere we travel 

we see it firsthand from Airmen who recognize the sig-

nificance of their service. You simply love what you do, and 

you’re proud to do it. 

Cover story

Chief Master Sergeant of the Air Force James A. Cody 

introduces himself to TSgt Thomas White during his 

visit with Airmen assigned to the Air Force District  

of Washington March 23, 2015, at Joint Base Andrews, 

Md. White is the unit training manager for AFDW.  

(U.S. Air Force photo/MSgt Tammie Moore)

AFSA  •  Summer 2016   13

12    www.hqafsa.org

Cover story

A HArdFoughtHomecoming
A wreath placed in remembrance of POWs and mIAs on memorial Day 2016 stands at the Air Force memorial in Arlington, Virginia.

Contemplating the impact of the accounting mission over the 

last 40-plus years, one must look to the League. I take great 

pride in the role we have played in changing our nation’s view 

about the importance of standing with and behind those who 

serve our country. The worldwide impact has been astonish-

ing as we’ve seen nations around the world—from Kuwait, to 

Russia, South Korea, Japan; from South America to the Bal-

kans—seek answers about their own missing citizens though, 

of course, Israel has always been at the top seeking answers. 

This is especially true in relation to those captured or missing 

while serving their respective countries.

Frustrated by uncertainty over the fate of missing loved 

ones, the National League of POW/MIA Families was 

formed in 1970. Our POW/MIA flag is the compelling 

symbol necessary to rally support and convey the plight of 

captured and missing loved ones and their families. 

It has taken decades of political and policy changes, inter-

vening wars, scientific advances, increased communication 

capability and more to reach the level of visibility that exists 

today. The confluence of such diverse factors and personal 

engagement to deal with them while seeking to achieve 

humanitarian accounting objectives has not only motivated 

my life’s work, but allowed me the privilege of being part 

of historical change reflecting America’s commitment to 

accounting—as fully as possible—for veterans not yet returned.

On January 27, 1973, all celebrated the imminent release 

of our POWs and heard unrealistic promises that all Ameri-

can POWs were coming home and “the missing would be 

accounted for within a 60-day time frame.” That promise by 

President Richard Nixon was not met. By the end of the war 

in 1975, the accounting mission foundered and the going 

was tough. Reeling from what was then the longest war in Ameri-

can history, there was no political will or policy priority, little 

focus or effort and very few answers. Our battle to raise and 

sustain public interest brought formation of the POW/MIA 

WHAT THe NATioNAl leAgue of PoW/MiA fAMiles MeANs To AMeRiCA

By Ann Mills-Griffiths, Chairman of the Board & CEO, National League of POW/MIA Families

BLACK AND WHITE

Ad Unit 1x 2x 3x 4x

Full Page $2,800 $2,716 $2,635 $2,555 
2⁄3 Page $2,380 $2,310 $2,240 $2,170 
1⁄2 Page $1,785 $1,730 $1,680 $1,630 
1⁄3 Page $1,340 $1,300 $1,260 $1,220 
1⁄4 Page $1,000 $970 $940 $910 
1⁄6 Page $750 $728 $705 $685 

For more information or to reserve space, contact: Andrea Sanford, Marketing Manager
Air Force Sergeants Association, 5211 Auth Road, Suitland MD  20746
Phone: 301.899.3500 • FAX: 301.899.8136 • Email: afsacomm@hqafsa.org
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AIR FORCE SHIFTS PARADIGM TO PREVENT VETERAN SUICIDES

by ALIVIA TAGLIAFERRI

True

GriT

Chief Master Sgt. Jose A. Barraza says, “Although i worked hard to get where  

i am today, i wouldn’t have made it without amazing leaders who taught me 

to believe in myself and those around me. no Airman walks alone; we all stand 

together to celebrate triumph over struggle.” CMSgt Barraza stands with the 

396th Expeditionary Wing. (photo courtesy of SSgt. Victoria Baldwin) 

Cover sTory


