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*  For copy of study, contact Ken Potuznik at kpotuzni@wiley.com.

Our MissiOn 
Our mission is to advise all levels of quality 
and safety decision makers in food manu-
facturing, food service/retail, and regulatory 
and research institutions on strategic and 
tactical approaches required in a rapidly 
changing food quality and safety market  
by examining current products, technol-
ogies, and philosophies. Food Quality & 
Safety magazine is a catalyst that unites 
industry professionals.

The inTegraTed MarkeT Leader 
For 20+ years, Food Quality & Safety has 
been providing strategic and tactical 
approaches necessary for quality assur-
ance, safety, and security in the food and 
beverage industry. 
 
By providing expert-contributed, must- 
read editorial, Food Quality & Safety in-
forms the decision makers in food produc-
tion about solutions to their quality and 
safety projects.

The best vehicle to drive industry leaders 
through the buying process is Food Quality 
& Safety’s suite of media products.  
(Source – Food Quality & Safety study  
“A Profile of the  Leaders in the Adoption 
of Food Product Technology*” conducted 
in May 2013 by Martin Akel & Associates.) 
Food Quality & Safety is viewed as the 
 superior media brand in terms of serving 
the professional’s food safety informational 
needs (i.e., authority, relevance, etc.).  
It is where more industry professionals:

•	 First learn of the existence of individual 
suppliers/products/services.

•	  First form impressions about what 
 suppliers/products /services stand for.

•	 First position competitive suppliers in  
their minds regarding their differences.

•	  First determine which brands to evaluate 
when they move into the buying process.

In routinely capturing the attention of  
its readers, Food Quality & Safety delivers  
its advertisers an unrivaled ROI with  
an audience looking for solutions.

WiLey 
Food Quality & Safety is a publication 
of  Wiley. As one of the world’s foremost 
 academic and professional publishers 
and the largest society publisher, Wiley 
 publishes more than 1,400 scholarly 
peer-reviewed journals and an extensive 
collection of books, major reference works, 
databases, and laboratory protocols in  
print and  electronically. Both Wiley and 
Food Quality & Safety have strong track re-
cords of leadership in editorial excellence. 
By introducing synergies with its sister 
publications within Wiley, Food Quality & 
Safety has strengthened its editorial con-
tent with unique access to peer-reviewed 
 scientific content. 
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CirCuLaTiOn 

Advertising in a BPA-audited publication 
ensures your message is reaching a qual-
ified, quantifiable group of subscribers. 
With our audience of 21,406 BPA-qualified 
subscribers*, you can be sure your message 
is being seen by decision makers that have 
the buying power to accept or reject specific 
suppliers in microbiological equipment, 
diagnostic test kits, sanitation technology, 
training services, and more. 

The audience consists of corporate and 
operations management, R&D/lab manage-
ment, quality control/assurance man-
agement, scientists and technicians, and 
purchasing and marketing departments.

Pass-aLOng readershiP

More than half the copies of Food Quality & 
Safety magazine (59%) are passed along to 
professionals who also make decisions on 
food safety technologies. (Source – Food 
Quality & Safety study “A Profile of the 
Leaders in the Adoption of Food Product 
Technology**” conducted in May 2013 by 
Martin Akel & Associates.) Total distribution 
including pass-along readership: 36,391.

Why adVerTise

Changing legislation is requiring processors 
to make safety an even higher priority. The 
legislation will require the industry to make 
investments in appropriate safeguards 
which bodes well for sales of technology 
that helps processors achieve safety objec-
tives. Processors are now feeling increased 
pressure and risk regarding food safety. 
This has caused management to become 
far more involved in food safety investment 
decisions. More than ever, suppliers must 
make a special effort to build their brand 
reputations with each processor’s leaders. 
The most powerful way to accomplish this is 
via multimedia programs with Food Quality 
& Safety.

Food Quality & Safety specifically  targets 
these managers who are involved in 
investment decisions. The leadership and 
buying power of the audience was proven in 
a number of ways by the study “A Profile of 
the Leaders in the Adoption of Food Product 
Technology**,” including:

•	 Virtually all are leaders in suggesting 
how new technology can help meet their 
organizations’ food safety objectives.

•	 Most make food safety decisions for either 
multiple facilities or enterprise wide.

•	 Nearly all are members of supplier 
selection teams regarding the selection 
of food safety technology, and most have 
management roles on those teams.

•	 And, most are involved throughout  
the supplier selection process...early, 
 middle, and final stages.

Food Quality & Safety is an effective 
 medium for reaching managers—proving its 
integrated programs to be highly effective 
investments.

Food Safety

QA & Food Safety

Neither

Percent of FQ&S Audience NOT Reading Regularly 

43.1
61.0

25.8

Readership of Competitive Magazines**

  * BPA June 2014. BPA Worldwide audits Food Quality 
& Safety’s circulation. Go to BPA’s free searchable 
website at www.bpaww.com.

** For copy of study, contact Ken Potuznik at  
kpotuzni@wiley.com.
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Magazines Most Effective in Moving Buyers  
Through Product Adoption Process

Stage 1: Where readers are 
first likely to become aware of 
suppliers/products/services

Stage 2: Where readers are more 
likely to form perceptions about 
suppliers/products/services

Stage 3: Where readers are more 
likely to position competitive 
suppliers in their minds  
regarding supplier differences

Stage 4: Where readers are 
more likely to determine specific 
brands to evaluate when  
entering the buying process

Food Quality & Safety Food Safety  QA & Food Safety

26%

22%
52%

31%

22%

47%

31%

20%

49%

28%

26%

46%
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digiTaL sOLuTiOns
Decision makers engage with multiple  media produced by Food Quality & Safety. As a result, its portfolio of e-marketing capabilities 
 connects advertisers directly with their target audience, enhancing the impact of marketing activities from brand awareness to lead  generation. 
Advertisers are provided with complete metrics on the prospects that clicked on their ad.

eUpdate Newsletter 
Published three times a month (34 times  
a year) except in November and December, 
and  circulated to over 22,000 potential 
buyers. Each issue includes at least two 

 exclusive news 
articles, industry up-
dates, and upcom-
ing events. 

eTOC (e-Table of  Contents) Alerts 
Content E-alerts, also known as eTOCs, 
notify readers when the print content is 
available on www.foodqualityandsafety.com. 
eTOCs also notify 
readers of online 
exclusives and 
expanded content 
for that issue. 

Trade Show Product Spotlight 
E-Blasts
Companies exhibit-
ing at industry trade 
shows need to 
maximize exposure 
to drive  potential 
buyers to their 
booth. Food Quality 
& Safety will deliver an electronic Trade 
Show Product Spotlight to more than 22,000 
readers days before the expos begin. About 
one week after the expos, advertisers will 
receive complete metrics on everyone that 
clicked on their URL. This is a great way to 
drive the industry buyers that are attending 
the expos to booths and reach the rest of 
the industry buyers that aren’t able to attend 
the event. 

Webinars 
Professionals gravitate toward the real-time 
interaction with advertiser-selected key 
opinion leaders and the hot topics covered 
in Food Quality & Safety webinars.  Webinars 
are managed and marketed by Wiley’s 
 experienced team. Webinar marketing in-
cludes development of HTML ads for email 
blasts, ads in the eUpdate, and announce-
ments via social media. Events are archived  
on www.foodqualityandsafety.com for 
12 months following their launch.

Videos and Whitepapers 
The videos and whitepapers hosted on 
the Food Quality & Safety website display 
the advertiser’s expertise to a targeted 
audience and links potential customers 
to the advertiser’s products and services. 
Advertisers can capture contact information 
of viewers.

Personalized E-Blasts and  
Custom Newsletters
Advertisers have the opportunity to person-
alize e-blasts and deliver unique messages 
to key prospects through demographic 
targeting. Select criteria by job title, primary 
product(s), and geographic location. Adver-
tisers receive complete metrics (name,  
title, company, address, phone, fax, and 
email addresses).

Custom newsletters deliver marketing mes-
sages in an effective and exciting editorial 
format, containing peer-reviewed article ab-
stracts with links to full text journal articles. 
This content is derived from the extensive 
Wiley collection of society-owned journals 
and Food Quality & Safety editorial. Unique 
to Wiley, this offering affords advertisers  
the opportunity to deliver a new level of 
important information in a user-friendly 
electronic format.
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FoodQualityandSafety.com 
Food Quality & Safety’s website offers 
banner advertisements to complement and 
increase advertising reach as prospects 
search online for topics of interest. The 
website is home to exclusive online fea-
tures, latest news, events, webcasts, jobs,  
and more.

Digital Magazine Edition  
Identical in 
editorial to the 
print issue of 
Food Quality & 
Safety, the Digital 
Edition features 
elements that 

give advertisers additional benefits which 
are  impossible to produce in print. Options 
include: 

•	 Rich Media—capture readers‘ attention 
with a video, audio, slideshows, and 
animation options.

•	 Live Links—URLs and emails are live 
to offer readers instant gratification in 
wiring them to advertiser sites or email 
browser. 

•	 Sponsorship Buttons—get ads in front  
of readers in highly trafficked locations  
as well as in selected articles.

•	 Comprehensive Data Tracking—know 
exactly which ads readers view, which 
links they click, and which pages hold 
their interest.

•	 Digital blow-in cards, belly bands, and 
cover wraps with calls to action are also 
supported digitally. 

In addition, the Digital Edition allows 
readers to more easily share information 
through social media and quickly connect 
to desired content as the searchability  
is streamlined across current and  
archived issues.

Wiley Online Library – Food
The Wiley Online Library (WOL) Food  
Science & Technology site located at 
(www.wileyonlinelibrary.com/subject/
foodscience) is accessed by a worldwide 
audience of key decision makers including 
highly- educated academics, corporate 
libraries, and researchers. The WOL Food 
 Science & Technology site is comprised  
of the journals that Wiley publishes inde-
pendently and on behalf of professional 
membership associations and societies 
worldwide. The site records 800,000+ 
impressions monthly. You can define 
the reach geographically and by specific 
journals. For a complete listing of journals 
contact sales representative. Some of the 
journals available are listed below.

•	 Journal of Food Science
•	 Nutritional Reviews
•	 Journal of Food Process Engineering
•	 Journal of Food Safety
•	 International Journal of Dairy Technology
•	 Journal of Food Biochemistry

DoubleClick & Google  
Analytics Reporting
Online advertisement metrics are inde-
pendently reported by DoubleClick, the 
industry leader in web ad management. 
DoubleClick reports provide valuable data 
about unique and repeat visitors that 
clicked on your ad. Metrics include geo-
graphic data (country, state, and region), 
activity by day of week and hour of day,  
and time spent on each site.
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PrinT adVerTising raTes and daTa
Sales Office
Ken Potuznik 
Associate Publisher
29822 N 51st Place  
Cave Creek, AZ 85331 
P: 480-419-1851  
M: 602-615-9700 
F: 480-718-7719   
E: kpotuzni@wiley.com

General Information
Earned Rates: Earned page rate is deter-
mined by the number of insertions per year 
and are earned by advertising in any com-
bination of Food Quality & Safety display, 
eUpdate, and eTOC insertions.

Agency Commission: Recognized advertis-
ing agencies are allowed a 15% commission 
on camera-ready and electronic ads only 
(subject to withdrawal on accounts not paid 
within 60 days of invoice date).

Advertising Incentive Programs: Please 
contact sales representative to inquire 
about any available Advertising Incentive 
Programs, customized media programs,  
or additional special offers.

Policy on Ad Placement: Ads will be 
placed run of book, between, and within 
 articles, and regulated as necessary to meet 
 editorial adjacency requirements. Please 
contact sales representative for information 
on premium positions. 

Display Advertising Page Rates (Gross)
Size 1x 3x 6x 9x 12x 18x
Full Page $5,130 $4,745 $4,410 $4,105 $3,745 $3,090

2/3 Page $4,490 $4,255 $4,060 $3,340 $2,705 $2,240

1/2 Page Island $3,805 $3,555 $3,295 $3,070 $2,555 $2,115

1/2 Page $3,645 $3,415 $3,155 $2,950 $2,425 $2,015

1/3 Page $2,980 $2,620 $2,500 $2,290 $2,160 $1,790

1/4 Page $2,435 $2,310 $2,190 $2,065 $1,860 $1,545

2 Page Spread $8,095 $7,735 $7,345 $7,050 $6,680 $6,090

Color (Gross): 4A (AAAA) standard colors (red, blue, green, yellow, orange). 
1 standard color per page $665
1 matched color per page $775
3- or 4-color process per page $1335
3- or 4-color process Fractional page $1020
3- or 4-color process per spread $2010

 
Bleed: No charge.

Cover Rates: Earned rate plus 15%.

Preferred Positions: Earned rate plus 10%.

Page Sizes: Trim Size: 8-1/8” x 10-7/8”

Full page bleed 8-3/8" x 11-1/8" 1/3 page vertical 2-1/4" x 9-3/4"

Full page no-bleed 7" x 10" 1/3 page horizontal 7-1/8" x 3-1/16"

2/3 page vertical 4-11/16" x 9-3/4" 1/3 page square 4-11/16" x 4-5/8"

1/2 page vertical 3-1/2" x 9-3/4" 1/4 page vertical 3-1/2" x 4-5/8"

1/2 page horizontal 7-1/8" x 4-3/4" 1/4 page horizontal 7-1/8" x 2-1/4"

1/2 page island 4-11/16" x 7-1/8"

Requirements On Acceptance Of Advertising:
All advertising is subject to the approval of the editors and publisher.
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PrinT adVerTising raTes and daTa
Submission of Display Ads
•	 All display ads must be submitted as a 

PDF or TIF file. All files must be 4-color, 
(CMYK), high resolution (minimum  
300 dpi) with fonts embedded.

•	 Ads provided in native application files 
such as QuarkXPress, InDesign, Photo-
Shop, Illustrator, or any other program 
WILL NOT BE ACCEPTED.

•	 Files accepted: Email (maximum 10 mb)  
to Claudia Vogel at cvogel@wiley.com. 
For larger files, contact Claudia for in-
structions on how to send.

•	 We no longer accept advertisements  
on CD. All images for 4-color ads must 
be submitted as final, high-resolution 
(300 dpi) CMYK files. Do not send JPG 
or GIF files. All ads submitted should be 
suitable to print AS IS.

•	 If files are prepared improperly and me-
chanical requirements are not met, the 
publisher will not guarantee the repro-
duction of the ad and additional produc-
tion charges for the advertiser may result. 
Charges will apply for alterations made to 
your files due to errors in your file format. 
Charges are subject to an hourly rate.

Classified Material Specifications
•	 One column-inch width equals 2 1/4”;  

two columns, 4 5/8”; three columns,  
7 1/8”, including all borders and white 
space in ad.

•	 All space is billed to the nearest half inch. 
Minimum depth for one- and two- column 
ads is 1”; minimum depth for three 
 column ad is 2”.

•	 Typography and graphics: Food Quality  
& Safety can typeset and enclose your ad 
with a border, free of charge. Your com-
plete ad, your logo or special border may 
be submitted via email.

Classified Rates (Gross)
Size/Unit 1x 3x 6x
Column-Inch $155 $145 $135

Business Card $250 $235 $225

Insert Requirements
•	 Multi-page inserts are to be furnished 

folded. (Three samples).

•	 Sizes: 2-page inserts: 8 3/8” x 11 1/8”; 
4-page inserts: 8 3/8” x 11 1/8”.

•	 Trimming: Head 1/8”, foot no less than 
1/8”, width 1/8”; safety margin in gutter; 
1/8” safety at side.

•	 Stock Weights Acceptable: Not to exceed 
100 lb. coated.

•	 Packing Instruction: Carton packing pre-
ferred, with quantity, publication name, 
and bi-monthly issue clearly indicated.

Stock & Binding:
50 lb. Coated,  Saddle-Stitched.
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digiTaL adVerTising raTes and daTa
Website Advertising (Net Rates)
Position Size CPM Rate
Vertical Skyscraper 120(w) x 600(h) pixels $115

Leaderboard 728(w) x 90(h) pixels $105

Top Vertical Banner 120(w) x 240(h) pixels $85

Button 120(w) x 60(h) pixels $65

Website Ad Technical Specifications
•	 The following must be provided when placing a web ad: 

Creative for the ad (the file to be used or related artwork) 
and web address (target URL). 

•	 All sizes must be under 30KB, have a resolution of 72 dpi, 
and be saved as GIF, JPG, or SWF files. The minimum number  
of impressions that can be purchased is 5,000. All ads 
should be sent via email to kpotuzni@wiley.com.

•	 Please note that Flash banner ads require the use of indus-
try standard clickTAG codes. More information is available 
from: www.flashclicktag.com.

 
Rich Media Specifications
•	 Initial (retracted) banner size must fit in standard banner 

position (eg: 728x90, 120x600).
•	 Expanding rich media ads must be user-initiated  

(eg: hover or click).
•	 Horizontal ads may expand vertically (DOWN ONLY) up  

to 2x their height, vertical ads may expand horizontally  
(LEFT ONLY) up to 2x their width.

•	 Flash frame rates should be limited to 18 fps or less
•	 Max initial load file size: 39kb; add’l file weight  

(polite download): 80kb.
•	 Any audio must be user initiated BY CLICK.
•	 Maximum animation length: Expansion/retraction  

3 seconds each, up to 15 seconds within the ad.
•	 Expanded ads must retract on MouseOut.
•	 Must follow all other Flash-specific guidelines in current spec.

eTOC Advertising Net Rates
Position 1x 3x 6x 9x 12x 18x 24x
Right Banner $1,300 $1,235 $1,175 $1,120 $1,065 $1,015 $965

Banner 2 (Sky) $1,795 $1,745 $1,695 $1,645 $1,595 $1,505 $1,445

Text Ad $2,100 $1,995 $1,895 $1,800 $1,530 $1,455 $1,385

eUpdate Advertising Net Rates
Position 1x 3x 6x 9x 12x 18x 24x
Top Banner $1,950 $1,855 $1,765 $1,680 $1,600 $1,520 $1,445

Banner 1 $1,300 $1,235 $1,175 $1,120 $1,065 $1,015 $965

Banner 2 $1,300 $1,235 $1,175 $1,120 $1,065 $1,015 $965

Banner 2 (Sky) $1,795 $1,745 $1,695 $1,645 $1,595 $1,505 $1,445

Text/Spotlight $2,100 $1,995 $1,895 $1,800 $1,530 $1,455 $1,385

eUpdate/eTOC Specifications
Postion Specs
Top Banner (e-Update Only) 468 (w) x 60 (h) pixels

Banner 120 (w) x 240 (h) pixels

Banner Skyscraper 120 (w) x 600 (h) pixels

Text Ad/Product Spotlight (eTOC text only) 100 Words

 
eUpdate/eTOC Digital Ad Technical Specifications
•	 All eUpdate/eTOC ads should be sent via email to the attention of  

Ken Potuznik at kpotuzni@wiley.com.
•	 Banner ads: Provide a JPG file. Max size of 30KB and include target URL. 
•	 Text Ads: Framed ads within text of newsletter. Headlines are limited 

to 12 words. Description is limited to 100 words. No bullets, dashes, or 
numbers. Link is limited to a single URL of less than 150 characters.

•	 Product Spotlight: Image and description within eUpdate. Maximum 
image size of 150x150. Headlines are limited to 12 words. Description  
is limited to 100 words. No bullets, dashes, or numbers. Link is limited  
to a single URL of less than 150 characters.

•	 Animated GIF files are poorly supported in email and we recommend 
static (no animation) for creative that will be distributed via email.
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digiTaL adVerTising raTes and daTa
eUpdate Advertising Closing Dates

Issue Ad Close Materials  
Due Issue Ad Close Materials  

Due
01/13/15 1/5 1/6 06/30/15 6/22 6/23

01/20/15 1/12 1/13 07/14/15 7/6 7/7

01/27/15 1/19 1/20 07/21/15 7/13 7/14

02/10/15 2/2 2/3 07/28/15 7/20 7/21

02/17/15 2/9 2/10 08/04/15 7/27 7/28

02/24/15 2/16 2/17 08/11/15 8/3 8/4

03/10/15 3/2 3/3 08/25/15 8/17 8/18

03/17/15 3/9 3/10 09/01/15 8/24 8/25

03/24/15 3/16 3/17 09/15/15 9/7 9/8

04/07/15 3/30 3/31 09/22/15 9/14 9/15

04/14/15 4/6 4/7 10/06/15 9/28 9/29

04/21/15 4/13 4/14 10/13/15 10/5 10/6

05/05/15 4/27 4/28 10/20/15 10/12 10/13

05/12/15 5/4 5/5 11/03/15 10/26 10/27

05/19/15 5/11 5/12 11/17/15 11/9 11/10

06/02/15 5/25 5/26 12/01/15 11/23 11/24

06/09/15 6/1 6/2 12/15/15 12/7 12/8
 

eTOC Closing Dates
Issue Date Orders Due Materials Due 
Feb/Mar 15 2/10/15 2/13/15

Apr/May 15 4/10/15 4/14/15

Jun/Jul 15 6/09/15 6/12/15

Aug/Sept 15 8/11/15 8/14/15

Oct/Nov 15 10/13/15 10/16/15

Dec/Jan 16 12/02/15 12/11/15

Trade Show Product Spotlight
Delivered electronically prior to the following industry  
trade shows. $895 net each. Advertisers need to send: 
•	 One Product Image: Send JPG file with an exact width 

of 175 pixels and a height of NO MORE than 175 pixels. 
•	 Headline: 12 words or less .
•	 Body: 50 words or less .
•	 Company logo: 1 allowed as JPG file with a maximum 

size of 160 x 160 pixels. 
•	 A URL: A click through URL of less than 100 characters  

(not including ‘http://’).

2015 Trade Show Product Spotlights  
Trade Show Dates
IPPE January 27-29
PITTCON March 8-12
Food Safety Summit April 27-30
ASM May 30-June 2
IFT July 11-14
IAFP July 25-28
AOAC September 27-30
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adVerTising raTes and daTa
Additional Marketing Opportunities
•	 Direct Mail List Rental: Direct mail 

lists are available for lead generation. 
Lists are selected from the Food Quality 
& Safety database based on title, job 
function, market segment, and purchas-
ing influence. $140/M for Food Quality 
& Safety display  advertisers; $225/M 
for non-advertisers. $500 minimum net 
charge (including brokers).

•	 Targeted E-blasts: With HTML files pro-
vided by you, we target your message to 
a selected list of subscribers. $495/M for 
Food Quality & Safety display advertisers; 
$695/M for non-advertisers. $1,500 mini-
mum net charge (including brokers).

•	 Select Prices: Job title $15/M; Primary 
Product $$15/M; Geographic $15/M.

•	 List Delivery: Email $35.
•	 Custom E-Newsletters: Pricing available 

upon request: Custom content can be 
created specifically for you or can be 
repurposed from existing content in these 
targeted, sponsored newsletters.

Other Services Available
Bellybands, outserts, business reply 
cards, reprints, sponsored subscriptions, 
cover tips, supplements, podcasts, and 
microsites are available. Please contact 
your sales rep about any other specific 
 opportunities of interest. All services are 
subject to  editorial approval.

For Inserts, send 2 samples to:
Ken Potuznik
Food Quality & Safety Magazine
29822 N 51st Place
Cave Creek, AZ 85331

Wiley Online Library Advertising

Postion Specs
Leader board 728 (w) x 90 (h) pixels

Skyscraper 160 (w) x 600 (h) or  
120 (w) x 600 (h) pixels

Mini-skyscraper 160 (w) x 320 (h) pixels

Please contact your sales representative for 
rates regarding banner ads on WOL.

WOL Technical  Specifications
•	 All creative for the ad (the file to be used 

or related artwork) must be provided 
when placing an ad.

•	 File types accepted: GIF, JPEG, PNG. 
SWF (Flash) files accepted for website 
ads only. Third-party ad tags are also 
accepted.

•	 Animated GIF files are poorly supported 
in email and we recommend static  
(no animation) for creative that will be 
distributed via email.

•	 Web address (target URL) must be 
 provided when placing an ad.

•	 Size should be under 39kB (30,000 
bytes) and a resolution of 72 dpi.

•	 Electronic Transfer (preferred): Contact 
Ken Potuznik at kpotuzni@wiley.com.

WOL Submission of Banner Ads
•	 Maximum file size for all file types is 39kB.
•	 Dimensions accepted: Leaderboard 

(728x90); Skyscraper (120x600 or 
160x600).

•	 Accepted file formats: GIF or JPEG;  
Flash (.swf); third-party tags (preferably 
HTML/Javascript code).

•	 Pricing USD: CPM Skyscraper $100; 
CPM/Leaderboard $75; Sponsorship 
$1,500.

•	 The following 3rd party creative vendors 
accepted: Atlas Bluestreak; DoubleClick 
Mediaplex; Eyeblaster Ad Form; Pointroll 
Brand Control; Eyewonder.

•	 Important Notes About Rich Media: We 
accept Rich Media ads; We do not accept 
expandable creatives such as point roll; 
Max file size is 39kB inclusive of a back-up 
GIF image; Max frame rate is 18 fps; Audio 
must be user initiated; Max animation 
length 15 secs; Controls: “Close X”, Play, 
Pause, Rewind, Volume. Font is 16 pt.

•	 Important Notes About Flash: Only .swf 
is accepted; Flash must be accompanied 
by a backup GIF or JPEG; Flash should 
be saved in the lowest possible version 
(ideally 7 and up) so that these can reach 
the widest possible audience; Files must 
contain a clickTag in order for DFP to 
count clicks; The Actionscript should be 
coded within a button layer using the 
following guidelines: 
ActionScript 2 - Use the get URL func-
tion; The URL should be:_level10.click-
Tag; The target window is set to “_blank”.

 

ActionScript 3 - Use the navigateToURL 
object; the URL should be:  
root.loaderInfo.parameters.clickTag;  
The target window is set to “_blank”; 
Variables set to “navigateToURL”.

 Please contact Online Advertising Traffic 
Coordinator for complete Technical  
Specification at kpotuzni@wiley.com.

WOL Materials Contact
Email Wiley Online Library ad files to:  
Ken Potuznik at kpotuzni@wiley.com.

Send all Insertion Orders to:
Ken Potuznik
P: 480.419.1851 
F: 480.718.7719
E: kpotuzni@wiley.com
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www.foodquality.com

Dec/Jan 2015 Feb/Mar 2015 April/May 2015 June/July 2015 Aug/Sep 2015 Oct/Nov 2015 Dec/Jan 2016

Cover Story Allergen Labeling Nutraceuticals Food Fraud Sustainability Food Genomics Beverage 
Processing

Year in Food 
Safety

Safety & 
 Sanitation

Personal 
Protection

Environmental 
Monitoring

Hygiene 
Monitoring

Pest Control 
Update

Clean in Place Chemical Use Disinfectant 
Update

Quality Authenticity Texture & Flavors Certification & 
Labels

Training 
Employees

Shelf Life Contract Lab 
Services 

Auditing/
Validation

Testing Seafood Dairy Hormones/ 
Antibiotics  

Produce Ingredients Beverages Meat & Poultry

In The Lab Lab Software Antimicrobials Environmental 
Sampling

Measurement 
Methods

Sampling/Sample 
Preparation

Physical 
Properties

Isolation & 
Detection

Manufacturing & 
Distribution

HACCP & ISO 
Programs

Packaging Transportation Plant Design Temperature/
Humidity

Foreign Object 
Control

Tracking & 
Traceability

Food Service & 
Retail

Education Cleaning and 
Sanitizing 

Allergens Food Preparation Hand Hygiene Color Coding, 
Stock 
Management

Temperature 
Monitoring

Show Distribution •  IPPE –  
Jan. 27-29

•  Global 
Food Safety 
Conference – 
March 4-6

•  PITTCON –  
March 8-12

•  Food Safety 
Summit –   
April 27-30

•  ASM –  
May 30-June 2 

•  United Fresh – 
June 9-11

•  IFT –  
July 11-14

•  IAFP –  
July 25-28

•  AOAC –  
Sept. 27-30

•  Food Micro 
Symposium

•  SQF

•  IPPE 2016

Ad Close 11/7/14 1/12/15 3/12/15 5/12/15 7/17/15 9/18/15 11/6/15

Material Due 11/14/14 1/19/15 3/20/15 5/20/15 7/24/15 9/25/15 11/13/15

Columns
FSMA Update: Focuses on the progress  
of the food safety law, specifically covering 
the rules and guidance, best implementa-
tion practices, and compliance issues.
Industry Insights:  Food experts present 
insider commentary on pertinent quality/
safety issues.

Washington Report: Provides a review 
of the latest happenings in Washington 
in  regards to regulatory agencies, laws, 
 politics, budgets, and industry tools.
Around The World: This series showcases 
the latest food safety, quality, and regula-
tory issues on each continent and how they 
are being dealt with so as to be compliant 
with the needs and directives of the U.S. 

Departments
From the Editor / News & Notes /
New Products / Scientific Findings

Editorial Office 
Marian Zboraj, Editor
111 River St., 9-01
Hoboken, NJ 07030-5774
P: 201-748-6713 
E: mzboraj@wiley.com

ediTOriaL CaLendar 2015

NOTE: Unscheduled editorial will also be included when space allows. Look for Editorial Preview e-Blasts before each issue to get comprehensive content information. 
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