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No other publication has more Air Force 
decision-maker readership. 

2011 MEDIA KIT

Air Force Magazine is the news and information resource for leaders, influencers and 

decision makers involved with the US Air Force. An insightful newsmagazine, daily 

breaking news site and the authoritative by-the-numbers source for all things USAF,  

Air Force Magazine is a must-read for the entire Air Force community.



ABOUT THE MAGAZINE

COVERAGE THAT COUNTS 
Air Force Magazine delivers must-read insights, 
news and perspective on the issues that matter 
most to leaders and decision makers throughout 
the Air Force and Congress. 
H	 Manned and unmanned aircraft 
H	 Space
H	 Cyber 
H	 AI 
H	 Hypersonics 
H	 C4ISR 
H	 Operations 
H	 Strategy 
H	 Innovation 
H	 Technology and more

SPECIAL ISSUES 
H	 USAF Almanac (June) – The essential deskside companion for 
every Air Force leader – a comprehensive compendium of Air Force 
facts, figures and trends unrivaled in detail and reach. 
H	 Unlocking Innovation (March) – Bonus distribution for up to 
3,000 registrants at AFA’s Air Warfare Symposium
H	 Air Force Net Assessment (September) – Bonus distribution for 
up to 12,000 registrants at AFA’s Air, Space & Cyber Conference

READERS THAT MATTER 

85,000 subscribers, including:
H	 Every Air Force 4-Star General
H	 Every Air Force MAJCOM Commander
H	 US Congress 
 • Every HASC & SASC Committee Member
 • Key HASC & SASC Staff 
H	 Active, Guard & Reserve 
H	 Aerospace Industry

T he Long-Range Stand-
off weapon, or LRSO, is 
arguably the most con-
troversial element of the 
Air Force’s strategic mod-
ernization plan. While 
there’s general—though 

frequently grudging—bipartisan con-
gressional support for replacing most 
of the geriatric nuclear deterrence 
enterprise, there’s rather less enthusi-
asm for LRSO, a stealthy cruise missile 
that would be launched from B-52 
bombers far outside enemy defenses 
or from B-21 stealth bombers that have 
penetrated enemy airspace. 

The criticisms revolve around the 
weapon’s cost, whether it’s needed, 

and its potential to be “destabilizing.”
The Air Force has said relatively 

little about LRSO, explaining that it 
wants to keep adversaries guessing 
about its capabilities and technologies. 
Last summer, Lockheed Martin and 
Raytheon each received $900 mil-
lion contracts to develop competing 
designs for the weapon, which will 
succeed the AGM-86 Air Launched 
Cruise Missile (ALCM) and, indirectly, 
the AGM-129 Advanced Cruise Missile 
(ACM). 

AND THE WINNER IS ... 
A winning design will be chosen in 

2022, and after a development pro-
gram, operational service is expected 

in 2030. Gen. Robin Rand, commander 
of Air Force Global Strike Command, 
told the Senate Armed Services Com-
mittee in June 2017 that the service had 
“dedicated $2.7 billion” to the program 
between Fiscal 2018 and 2022.  

 What is known about LRSO is that it 
will be extremely stealthy and presum-
ably more accurate than the missiles 
it replaces. Industry and Air Force 
sources say it won’t be a hypersonic 
weapon, as that technology won’t be 
ready for operational use in time. An 
Air Force document circulated last 
summer referred to LRSO as hav-
ing the designation “AGM-180/181,” a 
likely reference to the two competing 
designs, although it could refer to a 
possible nuclear/conventional split 
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THE LRSO ARGUMENTS

The Air Force struggles to 
make the case for a new 
nuclear cruise missile 
because it can’t say much 
about it.  

 By John A. Tirpak, Editorial Director Airmen at Dyess AFB, 
Texas, load a JASSM 
cruise missile. USAF 
launched 19 JASSM 
during a recent air 
strike on Syria.

Airmen attach AGM-86B cruise 
missiles to a B-52H at Minot AFB, 
N.D., during a Global Thunder 
exercise in 2016. The proposed 
Long-Range Standoff weapon will 
enable the B-52H to remain an 
effective part of USAF’s nuclear 
bomber force.

JULY 2018  H  AIRFORCEMAG.COM 1

T
he Air Force’s 27 years of standing as the world’s 

unrivaled airpower are officially over. “Peer” com-

petitors—the term “near-peer” has recently been 

dropped from official language—now challenge 

America’s ability to control the skies in any conflict. 

The upshot is that the considerable capital invest-

ment the United States made in air superiority 30 years ago must be 

made again, or the US may no longer hold significant advantages 

in a future conflict.

This frank assessment came from Air Combat Command chief 

Gen. James “Mike” Holmes. He called this a “blinding flash of the 

Photo: SrA. Divine Cox

MANNING AND 

MONEY ARE NEEDED 

TO MAINTAIN WHAT 

HAS BECOME USAF’S 

PERMANENT WAR 

FOOTING.

COMING TO 
TERMS WITH

By John A. Tirpak, Editorial Director
“FOREVER WAR”

obvious.” 

A steady parade of impressive new systems and invest-

ments by China, Russia, and other aspiring great powers 

means the US will have to push harder and faster to keep 

ahead—and maybe just to keep up. 

“Smart, tough, capable peer adversaries have watched us” 

since 1990, “and they took notes,” he observed. Now, they’ve 

“developed … smart asymmetric tools that are designed to 

counter our strengths … and exploit our weaknesses.” The 

US simply can’t posture itself and operate in ways it has 

gotten used to, or there will be ugly surprises ahead, he 

warned in a speech to AFA’s Mitchell Institute for Aerospace 

Studies in November.  

The response must be to “bring the future faster,” Holmes 

explained, with a streamlined acquisition system that allows 

the US to field new systems “in a short number of years,” 

not at the plodding pace it has settled into.

“The world is changing, and if the Air Force and Air 

Combat Command don’t change with it, we’ll be disadvan-

taged, and that’ll have an impact on the entire joint force,” 

he asserted. “We’re back in a world with peer adversaries 

where they’re fielding something new every day, and we 

have to be able either to modernize the tools that we bring 

or bring new tools and field them much faster.”

USAF F-16s and South Korean F-15s on the line at 

Daegu AB, South Korea, participating in Buddy 

Wing exercises to improve fighter interoperability.
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VC-25 is a specially configured Boeing 
747-200B known as Air Force One when 
transporting the president.

A C-17 Globemaster III 
is used to move the 
motorcade vehicles and 
rotary wing aircraft.

A US Secret Service 
photo shows 10 
presidential motorcade 
vehicles secured in 
a USAF C-5 as the 
president traveled to 
Asia in 2017.

A KC-10 Extender will 
tank up transport aircraft  
as needed.

A C-20 Gulfstream transports an advance 
team to scout and prepare for the visit. So
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Pyongyang

Capella Singapore Hotel 
Sentosa Island

Singapore

Washington, D.C.

Quebec

The massive C-5 
Galaxy, USAF’s 
largest airlifter, 
moves vehicles and 
aircraft.

The presidential motorcade consists of two identical armored limousines plus 
Secret Service vehicles. Three helicopters are also part of the package.

USAF C-130s transport 
equipment and supplies.

Transporting the President In June, President Trump traveled to the G7 summit 
in Canada before proceeding to his summit 
meeting with North Korea’s Kim Jong Un. From 
Washington to Quebec to Singapore, USAF’s airlift 
and tanker aircraft transported the president and 
his entourage.

A KC-135 Stratotanker 
can also refuel transport 
aircraft.

Exiting the Pattern
The F-35 Lightning II’s development 

program is finally coming to a close, 
nearly 17 years after the Lockheed Mar-
tin design was selected as the Joint 
Strike Fighter, and almost six years after 
the program was restructured due to 
delays and cost growth. Aircraft in the 
baseline, or “3F” configuration, will be 
handed over to the Operational Test 
community in the next few months 
to verify that everything works as in-
tended. 

Under the restructure plan, initial 
operational test and evaluation (IOT&E) 
was supposed to have begun around 
July 2017, which means the develop-
ment program will probably wrap up 
between six and eight months late. That 
reflects estimates made by top Pentagon 
leaders—such as former Undersec-
retary of Defense Frank Kendall—in 
mid-2016, but is better than estimates 
made by the Defense operational test 
and evaluation community that same 
year. DOT&E forecast that operational 
testing might be delayed until late 2018 
or even early 2019. 

There is “nothing major,” preventing 
the F-35 from entering the home stretch 
of its basic development, Joint Program 
Office director Vice Adm. Mathias Win-
ter told Air Force Magazine in a Septem-
ber interview. 

“We have the resources” in the Fiscal 
2017 and 2018 defense budgets to com-
plete development, Winter said, add-

By John A. Tirpak, Editorial Director

ing that he expected airworthiness 
flight testing of all three vari-
ants, in the 3F configuration, 
to conclude in December 
2017. Development will 
have cost $55 billion, 
in then-year dol-
lars, by the time it 
is done. 

F-35 Joint Program Office offi-
cials say if new discoveries require an 
extension of System Development and 
Demonstration (the official name of the 
development effort), $100 million has 
been earmarked by Congress to come 
out of the first batch of money for future 
upgrades to cover the shortfall. 

Flight testing of the Air Force ver-
sion, the F-35A, was already complete 
last summer, while flight testing of 
the F-35B—the short takeoff, vertical 
landing variant used by the Marine 
Corps—was in September only a few 
“ski jump” test flights from comple-
tion, he said. Testing the F-35C car-
rier-compatible version was several 
“high-altitude, high-mach” test flights 
from concluding, but those flights are 
heavily dependent on good weather, 
Winter said. 

Conditions at both Edwards AFB, 

At long last, the 
F-35 strike fighter 
is set to complete 
development. 

F-35A models. 
So what happens after the jets are 

handed off? The test community will 
put them through their paces, match-
ing them against the no-fail require-
ments set by the services in all the 
mission areas the F-35 must perform. 
These include air-to-ground attack, 
air-to-air combat, suppression of en-
emy air defenses, electronic warfare, 
electronic attack, close air support, and 
ancillary missions related to intelli-
gence, surveillance and reconnaissance. 
If all goes well, and no substantive 
deficiencies are found, the F-35 can 
proceed to full-rate production in the 
3F configuration. 

Planning is well underway for fol-

low-on development. Driven by chang-
es in the threat, the new effort—at this 
point known broadly as Block 4—will 
continuously add new weapons, soft-
ware, electronic warfare capabilities, 
sensors, and maintenance updates. 
The Government Accountability Office, 
however, recommended in April that the 
Pentagon hold off on Block 4, against 
the possibility that something serious 
may yet be discovered in testing. That 
in turn would delay ramping up to full 
production rates and the fielding of 
the Navy’s F-35C, the GAO said. The 
program office, responding to the GAO, 

Left: An F-35 in flight over Edwards AFB, Calif. The colorful 
markings on the bombs and the ”spots” help calibrate 
cameras recording this flutter test. Above: A weapons crew 

loads a live GBU-12 into an F-35 at Eglin AFB, Fla.

rejected that suggestion, saying the 
evolving threat demands that Block 4 
work begin without “undue delay” to 
ensure there are no US or partner nation 
“critical … capability gaps.” 

It is worth noting that the Marine 
Corps went operational with its initial 
F-35Bs in 2015 and the Air Force with 
F-35As in 2016, but with a less-than-
all-up operating system and weapons 
suite. The Navy is due to declare initial 
operational capability in 2018, with the 
3F version of software and weapons 
suite. 

The Air Force and Marine Corps 

Calif., and NAS Patuxent River, Md., 
deteriorate in the winter, making weath-
er “probably our biggest inhibitor” of 
completing the flight sciences phase of 
development, he said. 

While IOT&E depends on handing 
testers 23 jets in the 3F configuration, 
Winter’s predecessor, retired Lt. Gen. 
Christopher Bogdan, told Congress last 
year an arrangement was being struck 
with DOT&E to begin testing with 
fewer jets, adding more as they be-
come available. Earlier-version F-35s, 
flying with the 2B or 3i software and/
or processors, have to be modified to 
the latest and “final baseline” config-
uration. The 23 jets comprise six each 
of the A,B, and C variants from the Air 
Force, Marine Corps and Navy, while 
three more will be B models from 
Britain and two others will be Dutch 
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THE CYBER 
WARRIORSTHE CYBER 
WARRIORS

T
he US military is at con-

stant war in cyberspace, 

fending off thousands of 

attacks and intrusions 

every hour by relentless 

foes seeking to exploit the 

slightest flaw in America’s 

defenses.

The daunting challenge for those in 

charge: Run a well-funded,-organized, 

-equipped, and -manned cyber force 

while keeping largely silent about the 

nature of the battle. 

Cyber warriors are “constantly en-

gaged in a fight with multiple adver-

saries,” said Maj. Gen. Christopher P. 

Weggeman, head of 24th Air Force, 

USAF’s component of US Cyber Com-

mand. “If you want to put on that 

superman cape and jersey and fight 

for your country, believe it or not, the 

most active warriors out there right 

now are the cyber warriors.”

What they do, though, must neces-

sarily remain secret, so as not to tip 

off the enemy about what the cyber 

force knows, what it can do, and what 

By Gideon Grudo, 
Digital Platforms Editor

it is doing. This presents a challenge 

to both recruiting and funding: The 

American people and lawmakers are 

largely unaware of who cyber warriors 

are, what it takes to train them, what it 

is they do, and what their challenges 

are.
Twenty-fourth Air Force—known 

as Air Forces Cyber—holds the reins 

for USAF’s responsibility in the three-

part cyber mission set established by 

the Department of Defense. They are : 

■■■ Defend the US against cyber attacks 

of significant consequence.

■■■ Secure, operate, and defend DOD’s 

networks and mission systems.

■■■ Support combatant commanders 

around the globe, delivering to them 

all-domain, integrated cyber effects.

Thus, it’s not cyberwar USAF is wag-

ing, but rather “cyber in war.” 

These specialized warriors oper-

ate in, through, and from the cyber 

domain, helping the service fly, fight, 

and win, Weggeman told Air Force 

Magazine in an interview. While he 

thinks the service and Congress are 

coming closer to grasping this gener-

al philosophy, the public, he said, is 

probably not.

The challenge: 
USAF must 
build a highly 
skilled force it 
can’t say much 
about, to perform 
missions it can’t 
really discuss.

Cyberspace is a place, a domain—

like air, land, or sea—Weggeman em-

phasized.

Unlike what is portrayed in movies—

where troops at consoles fight video 

game-like battles in cyberspace, US-

AF’s digital warriors are “just one more 

weapon in an all-domain, integrated 

arsenal of effects in a whole-of-nation 

campaign,” he said.

There are 133 teams comprising 

the Cyber Mission Force, apportioned 

along the three guidelines set by DOD: 

■■■ 21 counter cyber teams operate 

in red space—the non-US govern-

ment-controlled cyber realm—to de-

fend the nation.

■■■ 44 cyber strike teams operate in 

red space to support combatant com-

manders.
■■■ 68 cyber hunter teams operate in 

blue space to defend DOD’s own cyber 

infrastructure.

More than 6,000 military, civilian, 

and industry cyber warriors make up 

this force. Of those, USAF alone puts 

forward more than 1,700 airmen, com-

prising 39 teams, again broken down 

by mission:
■■■ 12 national mission teams for the 

Cyber National Mission Force
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First Lt. Victoria Rathbone (c) 

trains a pair of Civil Air Patrol ca-

dets at JBSA-Lackland, Texas. 
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THE DAILY REPORT 
NEWS ABOUT THE AIR FORCE—DELIVERED DIRECTLY

Hitting over 90,000 inboxes before dawn, the Daily Report 
delivers the first breath of agenda-setting news to Air Force 
leaders and insiders worldwide. Featuring news from the 
Pentagon, Capitol Hill and all around the Air Force, it’s the Air 
Force communities’ first read every morning. 

CUSTOM CONTENT 
Thought leadership is content delivered in context. Let Air Force Magazine help you 
inform and shape debate and deliver your expertise to the Air Force community. We 
can help you develop, package and deliver your sponsored content for the Air Force 
audience. 

AIRFORCEMAG.COM 
AirForceMag.com is Air Force Magazine unleashed. Featuring 
a comprehensive feed of breaking daily news, opinions and 
features, AirForceMag.com extends beyond the space and time 
limits of print to deliver news and insight as it happens.
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1/28/19 2/4/19           Unlocking Innovation
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2019 EDITORIAL CALENDAR

BONUS DISTRIBUTION

Air Force Magazine will be distributed at the following AFA events:

Air Warfare Symposium
(March issue)

3,000 expected registrants 

Orlando, FL, February 27- March 1, 2019

Air, Space & Cyber Conference
(September issue)

12,000 expected registrants 

National Harbor, MD, September 16-18, 2019
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MECHANICAL REQUIREMENTS (PRINT)
AIR FORCE MAGAZINE, AIR, SPACE & CYBER and AIR WARFARE SYMPOSIUM GUIDES

Space Width Height

Full Page 8.125” 10.875” trim (7” x10” safety)

2/3 page 4.5625” 9.777”

1/2 page 7” 4.5625” (vert or horz)

1/3 page Square 4.5625” 4.5625”

1/3 page Vertical 2.125” 9.72”

AIR FORCE MAGAZINE ADVERTISING RATES (PRINT)
 General Advertising Gross Rates

Unit x 1 x 3 x 6 x 12 x 18

Full Page  $12,072  $11,371  $11,006  $10,403  $9,816 

2/3  9,059  8,822  8,570  8,431  8,194 

1/2 Vertical  8,688  8,487  8,240  7,792  7,334

1/2 Horizontal  7,550  7,380  7,159  6,772  6,376 

1/3  5,866  5,701  5,572  5,315  4,990 

Cover 2  13,890  13,081  12,664  11,969  11,289 

Cover 3  13,282  12,515  12,118  11,443  10,794 

Cover 4  14,492  13,648  13,215  12,489  11,778 

Rates are based on ads bought during the term of an advertiser’s 
contract within a 12-month period. Each page of spread ads will 
be counted as one ad toward earning frequency rate. Advertisers 
not fulfilling a contract will be short-rated to the actual earned 
frequency amount.

Bleed Page: no charge. 

No Agency Commission. No cash discount. All guaranteed 
positions for ads require a 10 percent premium.

COPY & CONTRACT REGULATIONS

Publisher Approval: The acceptance or execution of an order 
is subject to publisher’s approval of copy, text, display, and 
illustrations.

Publisher Liability: The liability of the publisher for any error for 
which it may be held legally responsible will not exceed the cost 
of the space ordered or occupied by the error. The publisher 
specifically assumes no liability for errors in key numbers. The 
publisher will not, in any event, be liable for loss of income or 
profits or any consequential damages or extra contractual relief.

Cancellations: Cancellations not accepted after the closing date.

MATERIAL ACCEPTED
Media: CD, DVD.  
For files larger than 20 MB use WeTransfer or comparable).
Color: CMYK. File Format: PDF/X-1a; Print Ready PDF.
Inserts: Furnished by advertisers (shipped prepaid) ready for 
binding. May be applied as page units in earning frequency rates. 
Specifications, costs, and delivery information on request.

Trim page size:  8.125”  x 10.875”
Trim spread size: 16.25”  x 10.875”
Bleed size: 0.125” all around
Page size with bleed: 8.375”  x 11.125”
Spread size with bleed: 16.5”  x 11.125”
Gutter bleed spread size: 15.125”  x 10”

Maintain 3/8” safety from publication trim for live matter. Bleed 
insertions should be designed to run on either left or right pages. 
Position instructions are required for specified left or right pages, 
bleeds, and under-normal-size ads.

PRINTING SPECIFICATIONS
Body and covers: Printed on web offset.
Binding: Saddle stitched (except Almanac).
Line screen: 175 lpi cover, 150 lpi body. 
Ink density: 300 percent.
See Standard Rate and Data Service Print Media for details.
All ads must be accompanied by a SWOP standard color proof.
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Trim page size: 8.125” x 10.875”

Trim spread size: 16.25” x 10.875”

Bleed size: 0.125” all around

Page size with bleed: 8.375” x 11.125”

Spread size with bleed: 16.5” x 11.125”

Gutter bleed spread size: 15.125” x 10”

• Maintain 3/8” safety from publication 

trim for live matter. Bleed insertions 

should be designed to run on either left 

or right pages. Position instructions are 

required for specified left or right pages, 

bleeds, and under-normal-size ads.
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AIR FORCE MAGAZINE DIGITAL RATES

Position (width x height in pixels) 1 month 3 months 6 months 12 months

Homepage leaderboard (728 x 90) $4,738 $4,481 $4,326 $4,120 

Homepage medium rectangle (300 x 250) 2,987 2,833 2,730 2,627 

Interior page leaderboard (728 x 90) 4,738 4,481 4,326 4,120 

Interior page medium rectangle (300 x 250) 2,987 2,833 2,730 2,627 

DAILY REPORT E-NEWSLETTER

Position (width x height in pixels) 1 month 3 months 6 months 12 months

Leaderboard (680 x 90) $4,120 $3,965 $3,810 $3,655

Left button (120 x 90) 3,500 3,300  2,970  2,500 

Right button (120 x 90) 3,500 3,300  2,970 2,500 

1st ad spot [after 3rd DR entry] (648 x 250) 3,800  3,610 3,250 2,900 

2nd ad spot [after 7th DR entry] (648 x 250) 3,600 3,420 3,080 2,770

Bottom ad spot [end of the column] (648 x 250) 3,000 2,850 2,565 2,310



AFA.ORG
The Air Force Association website, AFA.org, is a 
valuable resource for our 97,000+ members providing 
professional development opportunities, event 
information, government relations and legislative 
updates, news and information about the Air Force 
and Airmen, and links to our programs including 
the Wounded Airman Program, CyberPatriot, 
StellarXplorers, and our think tank, The Mitchell 
Institute. Information on awards, scholarships, and 
grants can also be accessed on our website.

AFA.org is also used by military leaders across services, 
teachers, students, aerospace and defense industry 
representatives, the media, and the general public 
seeking to support AFA and our mission. 

AFA.org receives a 
monthly average of 
30,000 unique users 
with over 160,000 page 
views. Visitors to our 
website average four 
pages per session and 
typically spend over 
two minutes on the site. 
Moreover, 70 percent 
of monthly visitors are 
new to the website.

Advertising on AFA.org 
puts your company’s 
products, services, and 
thought leadership 
in front of Air Force 
decision makers 
and the aerospace 
community as a whole.

Ads are run-of-site, 
appearing on more 
than 200 AFA.org 
pages. Two responsive 
ad locations are 
available on each page 
and no more than three 
ads will rotate in either 
position.
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AFA.ORG RATES (DIGITAL)

Position (width x height in pixels) 1 month 3 months 6 months 12 months

Position 1 (525 x 438) $2,240 $2,125 $2,048 $1,970

Position 2 (525 x 438) 2,000 1,913 1,844 1,773 


