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Our subscribers take an active 
role in the association’s content 
and participate in discussions 
around topics raised in The 
Chronicle at SCAA events 
throughout the year, as well as 
online with The Chronicle Digital 
Version and social media outlets. 
By supporting The Specialty 
Coffee Chronicle, you will have a 
unique opportunity to be visible 
to this highly engaged, dedicated 
group of professionals.

A professional association 
publication, The Chronicle is 
focused on marketplace trends 
and practices. We keep our 

advertising limited, which ensures that your message isn’t lost in a 
sea of ads but rather perfectly complements the content 
in each issue. In addition to our nearly 3,000 print 
subscribers and a rapidly growing online community 
of coffee professionals visiting our websites every 
day, we also offer advertisers additional impressions 
through bonus distribution at coffee and food & 
beverage industry events to further ensure that your 
message is being seen by the right audience.  

We’d like to 
introduce you 

to a global 
community 

of coffee 
professionals.

Meister Leveridge, Counter Culture 
Coffee

Trish Rothgeb, Wrecking Ball Coffee 
Roasters 

Emilio Lopez Diaz, Cuatro M Coffees 
& Finca El Manzano

Rob Stephen, InterAmerican Coffee

Kyonghee Shin, World Coffee Events 
& Wrecking Ball Coffee Roasters 

Brian Jones, Dear Coffee, I love You

Peter Giuliano, SCAA Director of 
Symposium

Christopher 
Schooley, SCAA Coffee 
Design & Experience Coordinator

Emma Bladyka, SCAA Coffee 
Science Manager

The content you’ll find in The Chronicle is provided by industry experts 
and highly respected contributors. Additionally, our Editorial Advisory 

Panel reviews each issue to ensure accuracy and quality content.

If I could, I would tell you 
more stories about coffee as 
proof of absolute happiness, 

of coffee husks and leaves, 
and of coffee’s twisted 

etymology. But the point of 
this piece is not just about 
these stories. The point is 

to encourage us all to share 
more of these stories with 
the coffee consumer, and 

then, most importantly, 
to link those stories to a 
greater global dialogue. 

Excerpt from
Creating a Global 

Dialogue Via the
Culture of Coffee, 

by Majka Burhardt

The Specialty Coffee Chronicle 
is published by the Specialty Coffee Association 
of America (SCAA) as a forum for discussion and 
information on coffee industry topics and issues.  
This publication has been the source of important 
industry news for over 25 years to thousands 
of member companies representing over 40 
countries around the world. 

Editorial Advisory Board



36%

20%
13%

17%

Roaster Wholesaler/Retailer

Coffee Retailer (includes 
carts/kiosks/drive-thrus)

Importer/Exporter/Grower

Allied products & 
services/Distributor

Other

14%

Readership Demographics

22% International Subscribers

From Countries Including:
India, Mexico, Guatemala, Japan,  

El Salvador, Brazil, Colombia, China, 
Taiwan, South Korea, Australia, 

Canada, Honduras, Nicaragua, Peru, 
Germany, Kenya, New Zealand, 

Singapore, Costa Rica, Italy,  
United Kingdom

Circulation
Issues are also 
distributed freely at 
ALL SCAA regional 
and annual events, as 
well as numerous food 
& beverage industry 
conferences.

Print issue impressions:
4,000 (bi-monthly)

*Based on SCAA membership 
categories. Data current as of 
November 2012.

“As Lead Roaster and 
Quality Assurance Manager 
of Kaldi’s Coffee Roasting 
Co I am always looking 
for progressive and sound 
insight into the coffee 
industry.  The Specialty 
Coffee Chronicle, paper 
and Digital Editions, are 
always filled with insightful 
articles that are right on 
target with the tenor and 

future of the industry 
from the professionals 

I want to hear from.” 

– Andrew Timko, 
Lead Roaster, 
Kaldi’s Coffee 

Roasting Co.



Issue No.1–February
The Importance of Community
Reserve Ad Space by: January 1, 2013
Submit Artwork by: January 10, 2013

Coffee andcommunity have long been synonymous. In this 
issue we explore the importance of sharing what you know 
and being open to learning from others. How does the coffee 
community engage digitally and in-person? How do specialty 
coffee-retailers build strong relationships that translate into 
successful businesses? We’ll take a look at ways to empower 
coffee entrepreneurs to navigate these relationships with 
confidence and knowledge.

Issue No.2–April
Building a Career in Coffee
Reserve Space by: March 1, 2013
Submit Artwork by: March 10, 2013

Through education and training, many coffee professionals 
build a base of knowledge, improve their skills, and work 

towards earning certifications. How do these 
translate into a developing a career in the 

coffee industry? In this issue we’ll explore 
various roles in the coffee industry and 
the realities of those professions, for 
better or worse, as well as taking a look 
at how coffee professionals can carve a 
path for themselves to ensure  

a viable career in coffee. 

Issue No.3–June | All About Water
Reserve Space by: May 1, 2013
Submit Artwork by: May 10, 2013

While a great deal of attention has been paid to the 
quality of the beans in the specialty coffee 
equation, there is less of a focus on the 
liquid that makes up over 98% percent of 
a cup of coffee. In this issue, we’ll translate 
the language of water and how it relates 
to quality. Additionally, we will explore the 
concerns around our global water supply, 
where we are having the biggest impact and 
what we can do to conserve. 

2013 Editorial Calendar

Issue No.4–August Know Your History
Reserve Space by: July 1, 2013
Submit Artwork by: July 10, 2013

This issue will explore the origins of popular coffee myths, 
the history of coffee shops and café culture, as well as the 
evolution of coffee from its humble beginnings in West Africa 
to present day production practices and techniques at origin. 
We’ll take a look at the market and how coffee prices have 
fluctuated over time, as well as exploring the factorsthat 
impacted these circumstances. 

Issue No.5–October
The Specialty Coffee Experience
Reserve Space by: September 1, 2013
Submit Artwork by: September 10, 2013

When a customer walks into a café there are numerous 
factors that affect their experience and their perceptions of 
the establishment, but more importantly these experiences 
have an affect on how they view the specialty coffee industry. 
How do we ensure that specialty coffee is attainable and 
approachable? How do we provide opportunities for 
engagement and expose consumers to new ways of thinking 
and talking about coffee?

Issue No.6–December | The Event 
Reserve Space by: November 1, 2013
Submit Artwork by: November 10, 2013

The SCAA’s annual Exposition and Symposium, The Event, 
brings together industry professionals from around the globe 
for the largest specialty coffee trade show in the world. This 
issue will highlight the educational offerings, competitions, 
and other activities that will be held at the 26th Annual 
SCAA Event in Seattle, WA, April 24-27, 2013. We’ll go in 

depth on Event related subject matter, 
giving attendees a first look at what will be 
available, what to look forward to, and what 
to do to prepare. 

“I enjoy The Chronicle’s 
‘deep dive’ in articles 
ranging from the farm to 
the customer. We often 
focus on our small piece 
of the industry and The 
Chronicle fills in pieces we 
have little contact with.”

– Allen Leibowitz, Owner, 
Zingerman’s Coffee Co.



DELIVERABLES:
The SCAA cannot edit or revise images, copy or 
html code-all deliverables must be sent sized exactly 
to specifications. Article copy will not be reviewed 
or edited for misspellings, grammatical errors or
punctuation. If an image is sent sized incorrectly, it
will be returned to the sponsor for correction prior
to addition to the sites.

AD/ARTWORK APPROVAL
The SCAA retains the right to refuse ads that are 
deemed inappropriate or offensive.

Submitting Ads
Specifications:  Send files as hi-res PDF, CMYK, all fonts 
embedded.

Standards
1. Full Page: Vertical, full color. Trim size 8.5” x 11”. Add 1/8 

bleed to all sides.
2. Outside Back Cover Half Page: Horizontal, full color. Trim 

size 8.5” x 5.5”.  Add 1/8 bleed to all sides except for top.
3. Interior Half Page: Horizontal, full color. 7.7” x 5”. No bleed.

Files under 10MB:  email to tiffany@tiffolio.com
Files over 10MB:  Contact Tiffany Howard to upload larger ads to 
the FTP server. A login and password will be provided to you.

Mail hardcopy proofs and/or 
PC CDs or DVDs to:
Tiffany Howard
6103 N Commercial Ave
Portland, OR 97217 USA
ph. 503.866.8252

Advertising questions or inquiries:
Katy Goulding, SCAA
kgoulding@scaa.org  |  562.206.7087

Art/specs questions:
Tiffany Howard, Art Director
tiffany@tiffolio.com

NEED HELP?

If you do not have a designer 
on staff to assist you with image 
creation and sizing, we recommend 
inkd.com to find pre-made design 
templates and freelance designers 
to help you create a successful 
web ad. www.inkd.com

2013 Print Rates 1x 3x 5x Ad Size

Half Page 
Horizontal

$995 $795 $595 7.7" x 5"

Full Page Bleed $1,695 $1,495 $1,295 8.5" x 11"

Outside Back 
Cover-Half page 
Horizontal

$1,895 $1,695 $1,495 8.5" x 5.5"

Inside Front 
Cover, Full Page 
Bleed

$2,995 $2,795 $2,595 8.5" x 11"

Advertising Rates + Specs  PRINT

The Chronicle has an 8.5 x 11 trim size. Please add a .125 inch bleed on all sides for full page ads and outside cover ads. 
We recommend a .125 inch safety from trim edge, or .25 inch from bleed edge.

2013 Print Rates 1x Ad Size

All ads include a Digital Edition Ad

Half Page Horizontal $1,295 7.7" x 5"

Full Page $2,195 8.5" x 11"

Outside Back Cover-
Half page Horizontal

$2,465 8.5" x 5.5"

Inside Front Cover-
full page

$3,495 8.5" x 11"

2 Page Spread $4,390 17" x 11"

Issues No.1–5 2013 (Print) Issue No. 6 2013 - The Event Issue

The Chronicle has become my favorite coffee publication. I 
appreciate that each issue tackles a different topic from multiple 
angles and that sort of breadth lends a depth to the exploration of 
each issue. The Chronicle does a better job than any other coffee 
industry publication at exploring big concepts, which appeals 
to me as a buyer and sustainability manager, and inspires a lot 
more discussion at any stage of the supply chain. I always look 
forward to the next issue!  – Kim Elena Ionescu, Coffee Buyer and 
Sustainability Manager, Counter Culture Coffee


