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OUR
READERS
SPEND AN
AVERAGE OF
$1,700
ANNUALLY
ON THE
SHOOTING
SPORTS!

or over 44 years Handloader has

been the only journal in the world de-
voted to the art of reloading. Its editorial
content is semi-technical to technical. It
is directed to those who reload centerfire
and shotshell ammunition and who cast
bullets. It features detailed information
on specific cartridges; special-purpose
loads for rifles, pistols and shotguns;
ammunition performance and compo-
nents. Load data charts are included in
many articles.

THE TYPICAL HANDLOADER READER

e Our average reader is male, 57 years of age
and has an average income of $123,300.

e Our readers have been active in the
shooting sports for over 44 years.

¢ 100% of our readers reload an average of
23 weeks annually with over 19 different
calibers.

* 90% hunt

® 97% own a home and 3% rent

® 57% are high school graduates

e 13% attended a trade school

* 32% have a bachelor’s degree

e 26% have a master’s degree

* 9% have a doctorate

e 7% are in law enforcement, and military
* 97% own a pickup or SUV

e 20% own an ATV

* 85% own computers, and actively use
the Internet

* 100% of our readership has responded to
7 or more ads in the magazine with 97%
actually buying products advertised. Our
readers are active & committed enthusiasts!

Handloader is available by subscription online
on our website. Any ad you run in the print ver-
sion will also appear in the online version for no
additional cost. All ads that include email ad-
dresses or website URL will have hyperlinks im-
bedded in them. All a subscriber needs to do is
click on it to be taken to your website.

ACTIVITIES PARTCIPATED IN

Rifle HUNtING .ccooooiieeeeeeee 87%
Rifle PINKING ... 83%
Handgun Recreational Shooting .................. 81%
Rifle Target Shooting.........ccceeviiiiieiiiiiieeen. 76%
Pistol PIINKING .....coooeiiieeeeeeeeieeeee e 66%
Shotgun HUNting ......ccceeeviiiiiiieeeen 65%
Handgun HUNting ... 64%
Pistol Target Shooting...........cccccveeeeeiiiininne 56%
Sporting Clays.......ccoooeeeieeiiieeeeeee e 46%
1= T 24%
Tactical Hunting/Shooting........ccccceeeiiieeennes 23%
Competitive Handgun Shooting................... 22%
SKEeT ... 21%
Self Defense Shooting.......ccccvvveiiiiieeeeeennnn. 15%
Cowboy Pistol/Rifle..........cccceiiiiiiiiiiieeens 9%
Handgun Reloads..........cccovviiiiiiiieeeiinens 2,676
Rifle Reloads .......c.oeveeveeiieieiiiieeeeeeeeeeeeeeen 1,780
Shotshell Reloads..........ccoeeiiiiiiiiiiieiieees 866
Rifle Factory Loads ........ccccoccoiiiiiiiinenes 617
Handgun Factory Loads........cccccoeeeinnnnnnes 602
Shotshell Factory Loads.........cccecceeeiiiinennns 294
MetalliC ......eeeeeeeiee e 99%
Shotshell.......coooii e 48%
Starting to reload..........ooeveeiieiiiiieeees 4%
Big Game.....coooiiiiee e 80%
Small Game......cccueeeiiiiiee e 62%
Upland Birds........ccccoeoueiiiiiiieieiieeeieees 62%
Varmints ..ooooooeoiee e 59%

OUR READERS HUNT AN
AVERAGE OF 10 WEEKS
PER YEAR USING OVER

10 DIFFERENT CALIBERS!




FIREARMS OWNED

Centerfire Handguns .........ccovviieiiiieeeeneeeeeies 17
Centerfire RifleS........cccouviieiiiiiiiiieeeeeee e 17
ShOtQUNS ... 10
Rimfire RIfles .......oooeiiiiieiieiee e 8
Rimfire Handguns........coooveiiiiiiieeiiiieccciceee 7
Custom Rifles.......cccoeeeeiiiiiii 5
Blackpowder RifleS .......cooeveviiiieiiiieieeeee 4
Muzzleloader RIifleS .......cooeeviiiiieiiiiieeceee 4

4

3

3

Tactical Rifles ......c.oouviiiiiiiiiiiiiiiiiiiiiiiiiieeeeeeeeeeee
Blackpowder Handguns.........ccceeveevieeeiiiiiceeennn.
Custom Handguns ........cccceeeeeeiiiiiicciiiieeeeee e

OPTICS OWNED

Rifle SCOPE ..uviiiieiiiiitieeeeee e 13
Shotgun SCOPE....ccvvviiiiiiiiiieie e 4
BINOCUIAY ... 3
PiStol SCOPE ..covvviiiiiiiiieeee e 2
Spotting SCOPE ..ovvvvviieiiiiieeeee e 2
Fiber Optic Sight .......cuvviiiiiiieeee e 1
Laser Sight .....coeeeieeiiiiiiiee e 1
Red Dot SCOPE.....cccceeiiiiiieeeeeeeeeee e 1

ACCESSORIES OWNED

Hearing ProteCtion ..........ccccccioiiiiiiis 4
Reloading Equipment.........coocceeiiiiiiiciiiiieeee, 4
Bullet Moulds .........cccuviiiieiiieeee e 3
Reloading Press ..o 3
Balance Scale..........cccoeeiiiiieiiiiie e 2
Chronograph .....c..eeeeieceieeeeeee e 1
GPS 1
Rangefinder ...... .. 1
Shooting Bench.........coooooiiiiiiiiiieeee 1
Shooting StICKS ......cooviiiiiiiieee e, 1

TIME AFIELD

Days spent recreational shooting..................... 50
Days spent hunting ..........cccccceiieiiiiiiiieiieiienees 23
Weeks per year devoted to hunting ................... 8
Hours a week devoted to shooting .................... 7

TECHNICAL LEVEL OF THE MAGAZINE

Our readers rate
the technical level
of Handloader at:

GOOD - 3%
NEEDS IMPROVEMENT - 2%

OUR READERS

OWN AN AVERAGE
OF 90 FIREARMS EACH!

“Handloader is very helpful, interesting and
offers a lot of good information. | read it from
cover to cover.” - T.S.

“I have been a subscriber to Handloader from
the first issue. It has always been one of my
favorite gun magazines.” - J.G.

“I really appreciate your informative magazine. It
has the perfect balance between articles and
advertising.” — J.D.

“I read Handloader from cover to cover and
anxiously await the next issue. | use it as my
reloading reference guide and manual.” — P.D.

AUDIENCE PURCHASING POWER

Check out the number of Handloader readers
planning on purchasing shooting and outdoor
sports products this year!

Gun Cleaning Products..........ccccooieeeiiiiineenn. 1%
Reloading Dies ........cccceeeeeiiiiiiieeeeee e 68%
Camouflage and Apparel......ccccceccveeeeeeenennn. 61%
RIflES e 54%
HanNdgUNS ....ccooviiiieiieeeee e 50%
(@] o] 1o 43%
Bullet MOUIAS ........uuueiiiiiiiiieeeeeeees 37%
HOISTEIS .. 34%
Camping Equipment...........ccccoiiiiiiiiiiineenn. 27%
BOOTS .. 23%
Hearing Protection .........ccccoooiiiiieeeeiniins 22%
Firearms Cases ........ccoeeveeiieieeeiiieeee e 21%
KINIVES e 21%
ShotguNs ... 21%
Rangefinders ... 16%
Reloading Press & Scales ..........ccccceeevieennn. 15%
GUN SafeS....coiiiiiieeieiee e 13%
Shooting GIasses .........ccoveeririiieieiiieeeeee 13%
Game Calls......occueeeieiieeeeeee e 11%
GPS 10%
AIFGUNS L. 8%
Muzzleloaders ........ccccuemeeeeiiiiiiereeeee e 5%

100% OF OUR READERS
RELOAD AND EACH ONE

SHOOTS OVER 6,835
ROUNDS PER YEAR!




OUR
READERS
SPEND AN
AVERAGE
OF $2,400
ANNUALLY

ON SHOOTING
SUPPLIES!
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or over 41 years Rifle has been the

best rifle enthusiast’s magazine on
the market! It is differentiated among
gun magazines by its specialization and
technical emphasis. Rifle is designed for
hunters, competitors and all those inter-
ested in getting maximum performance,
accuracy and reliability from their guns
and ammunition.

THE TYPICAL RIFLE READE

98% of our readers are male and 2% are
female. They are 58 years of age and have
an average income of $121,249.

100% shoot and hunt and have been active
in the sport for over 47 years. They shoot
an average of 16 hours a week and use
more than 10 different calibers.

94% reload for an average of 7 hours a
week with 15 different calibers.

98% own a home and 2% rent
57% are high school graduates
8% attended a trade school
36% have a bachelor’s degree
22% have a master’s degree
9% have a doctorate

9% are in law enforcement
6% are in the military

87% own a pickup or SUV
27% own an ATV

89% own computers

79% actively use the Internet

100% of our readership has responded to
7 or more ads in the magazine with 97%
actually buying products advertised. Our
readers are active & committed enthusiasts!

INTERESTED IN REACHING THE ELITE SHOOTING SPORTS AUDI

Rifle is available by subscription online on our
website. Any ad you run in the print version will
also appear in the online version for no addi-
tional cost. All ads that include email addresses
or website URL will have hyperlinks imbedded in
them. All a subscriber needs to do is click on it
to be taken to your website.

ACTIVITIES PARTCIPATED |

Rifle HUNtING .ccoooiiieeeeeeee e 87%
Rifle PliNKING ....ceeeeeeiiieeeeeee e 83%
Handgun Recreational Shooting .................. 81%
Rifle Target Shooting........ccccevviiiiieiiiiiieeen. 76%
Pistol PIINKING .....cooeiiieeeeee e 74%
Shotgun HuNting ........occceeeiiiiiiieeee 1%
Pistol Target Shooting..........ccoeeeiieeiiiiineenn. 56%
Handgun HUNting ... 44%
Sporting Clays........cooveiieeeriiieee e 35%
Competitive Handgun Shooting................... 23%
Tactical Hunting/Shooting........cccccoeeiiieeennns 23%
Rifle Silhouette Shooting.........ccccoeeeeiiiiiinnns 18%
Cowboy Pistol/Rifle.........cccccceiiiiiiiiiieeeeee 11%
Handgun Reloads..........cccoviiiiiiinieneiinnins 1,079
Rifle Reloads .......c.oeveeveeiieiiiiieeeeeeeeeeeeeeeen 1,009
Shotshell Reloads..........ccccooiiiiiiiiiiiieeeeee. 667
Rifle Factory Loads .........cccccviiiiiiiiieeeeeiieene 568
Handgun Factory Loads...........ccccceiiiiinnennnes 356
Shotshell Factory Loads.........cccceeeieeeeininnnn. 312
MetalliC ......eeeeeeeiee e 93%
Shotshell.........coooiii e 57%
Starting to reload..........ccoeeeiiiiiiiiiiee e, 4%
Big Game.....coooiiieeieiie e 83%
Small Game....cccooieieiiiiee e 68%
Upland Birds.........cccoeoiueiiiiiiiiiieiieeeeeees 65%
Varmints ..oooooooiiee e 59%

OUR READERS HUNT

AVERAGE OF 10 WEE
PER YEAR WITH OVE

10 DIFFERENT CALIBE




FIREARMS OWNED

Centerfire Handguns .........cccooviiiiiiiieeeeeeeeeeies 20
Centerfire RifleS........ccccoiieeeiiiiiiieee e 20
Rimfire RIfles ..o 8
ShOtQUNS ... 8
Rimfire Handguns..........ccoooiiiiiiiiiieeeee 7
Custom RifleS ....coeeeiiiiiiieee e 6
AIFGUNS e e s 4
Blackpowder RIfles ......cccccioeiiiiiiiies 4
Blackpowder Handguns...........cccceeeeeeieiieccinenee. 3
Custom Handguns .........ccceeeeeeiiiiciiiieeeee e 3
Muzzleloader RIifles ... 3
Tactical Rifles ........cceeevviiiiee e 3
RIfle SCOPE ...uuuuueiieeeeee 17
BIiNOCUIA ... 3
PiStOl SCOPE ...uuuuu e 2
Spotting SCOPE «covveeeeeeeeeee 2
Red DOt SCOPE....uuuuuuuuunnnneeees 1
Shotgun SCOPE....ccevviiiiiiiiieeee e 1
Fiber Optic Sight ........ooviiieiiiieee e 1
Laser Sight .....ccoooiieeiee e 1
Hearing Protection ........cccccoiiiiiiiieeieee 4
Reloading Equipment.........cccccceiiecinmeiininnennes 4
Safes and Gun Cases........cccceeerireeciinneeeeeeeeeae 4
Eye Protection .........cccveeeeeeiiieiieeeeee e 3
GPS e 1
Rangefinder ..o 1
Shooting Bench.........ooooiiiiiiieeee 1
Shooting StICKS ...coevviiiiiiee e 1
Days spent recreational shooting..................... 50
Days spend hunting .......cccceeeeeeciiimmeeeeeneeeeees 26
Weeks per year devoted to hunting ................... 8
Hours a week devoted to shooting .................... 7

TECHNICAL LEVEL OF THE MAC

Our readers rate
the technical level
of Rifle at:

GOOD - 5%
NEEDS IMPROVEMENT - 4%

OUR READERS

OWN AN AVERAGE
OF 86 FIREARMS EA

“Thank you for such a fine magazine.” — W.I

“Rifle is the best magazine. | give it to friends for
Christmas and it is their favorite gift.” - T.L.

“Rifle is the greatest magazine | have ever read,
it includes high quality content. Thank you

for not reducing page counts like your
contemporaries are doing.” — J.S.

“Rifle is the most interesting magazine | have
seen in over 50 years.” — J. G.

AUDIENCE PURCHASING PO

Check out the number of Rifle readers
planning on purchasing shooting and
outdoor sports products this year!

Reloading Equipment.............cccccuueeieeeeieennnnns 74%
Gun Cleaning Products .......ccccooeviiveeeeennnnn. 72%
RIflES e 68%
Camouflage and Apparel......cccceeccvvveeeennnnn. 61%
(@] o] (o1 TR 50%
HandguNS ... 47%
Firearms Cases ......ccccvveeeeiiiiiiiinieeeeeeeeeeee 38%
HOISTEIS ... 32%
BOOTS .. 30%
KNIVES ...t 29%
ShotQUNS ... 25%
Game CallS......eeeeeeeiiiiiiiieieeeee e 21%
Hearing Protection ............ccccccueeeiiiieiinnnnnes 18%
Camping Equipment........ccccocviiiiiiiiieennnnnn. 17%
GUN SafES....uuiiiiiiieii e 15%
Hunting BliNAS ... 15%
LUures/SCents ......ooeeeeeeeiieeiieeeieeeeee e 15%
= Tod 1 15%
Rangefinders ........cccoocoiiiieies 14%
BOW & ArfOWS....cccvveiieeieeeeeeeiieie e e e e eeeeeeanaa 12%
GPS o 10%
Shooting GIasses ........ooevvvveeieeeiiiciiieieeeen 9%
AIFGUNS e 8%

94% OF OUR READE
RELOAD AND EACH C

SHOOTS OVER 3,9¢€
ROUNDS PER YEA




OUR
READERS
SPEND AN
AVERAGE
OF $3,400
ANNUALLY

ON HUNTING

AND GEAR!

or nearly 10 years Successful Hunter

has been entertaining and informing
novice and experienced hunters alike.
Our team of experts cover the techniques
and disciplines of hunting with bow, rifle,
muzzleloader, handgun and shotgun.

THE TYPICAL SUCCESSFUL HUNTER READER

e Our average reader is male, 54 years old
and has an income of $89,328.

e 100% hunt and have been active for 46
years. They hunt an average of 16 hours
a week and use more than 10 different
calibers.

* 94% hunt nationally
° 30% hunt internationally

* 89% reload for an average of 7 hours a
week with 15 different calibers.

* 95% own a home and 5% rent
* 39% own a dog

* 35% are high school graduates
¢ 11% attended a trade school

* 34% have a bachelor’s degree
* 18% have a master’s degree

* 9% have a doctorate

* 5% are in law enforcement

® 7% are in the military

* 89% own computers

e 72% actively use the Internet

* 100% of our readership has responded to
5 or more ads in the magazine with 83%
actually buying products advertised. Our
readers are active & committed enthusiasts!

Successful Hunter is available by subscription
online on our website. Any ad you run in the
print version will also appear in the online ver-
sion for no additional cost. All ads that include
email addresses or website URL will have hyper-
links imbedded in them. All a subscriber needs
to do is click on it to be taken to your website.

Rifle HUNtING ..cooiiiiiiieeee e 99%
Rifle PlNKING ...eoveeieceierie e 87%
Shotgun HUNtiNG ......ceveieiiiieiee e 85%
Handgun Recreational Shooting .........cccccccveenneee. 78%
Rifle Target Shooting.........ccooeiiiieeiiiiiiiiieeiiieene 72%
Handgun HUNtiNG ....coooviiiiiiiiiiiee e 56%
Handgun Target Shooting ........ccccevviieeeeiiiiiieennn. 50%
Informal Clays.........ceeviiiiiiieiiiiiiee e 49%
Archery HUNtiNG....ccooviuiieeiiiiiieee e 40%
SpPOorting ClayS ....ccoooceieeeiiiiiee e 26%
LI o PP PPPRRPN 26%
Archery Target/3-D.......c.ccooiiiiiiieiiiiiiiee e 20%
Tactical Hunting/Shooting.........ccooccveeeiiiiiieenenns 16%
Competitive Shotgunning..........cccceeeeeiieeeeeieinnen. 14%
Rifle Silhouette Shooting........cccvevviiiiieeiiiiiiees 14%
ATTOWS .iiiiiiiiiiiiieeeeeeeeeee et et e e e e e e e eeeeeeeeeeeeeas 9213
RIFIE e 568
Handgun........oooeomiiiiee e 529
Shotshell........eueeiiiiiiieccceeeeeee e, 428
MELAIlIC ... 83%
1] e £ = | 44%
Starting to Reload ..........ccccvvieeeiiiiiieeeeen 4%
GAME ANIMAL INTERESTS (100% of our readers hunt)
Big Game.....coevviiiiiiiiiiiee e 94%
Small Game.......euveeiiieiiieieeeee e 89%
Varmints .....ooeeeeeeiiiiiiiiiiiiieeeeeeeeeeeeee e 66%
Upland Birds.........cccoeeuummmmeiiiniiiiiiieiiieiienennees 58%
TUPKEY ettt 47%
Hunt With DOQ ......uuueiiiiiiieeeiae 37%
Waterfowl ....coooeevieiiiiiiiiiiiiiieieeeeeeeeeeeeeee 32%
FIREARMS OWNED

ShotQUNS ... 16

® Autoloading ..ccceoveeeiiiieieeee e 3

© PUMP e 6

® Break ACLION ......coiieii e 7
Centerfire RifleS......ccooeeeeiieeiiieeeeeceeee, 12
Centerfire Handguns .........ccoooviiiiiiiieeeeeeieeees 10
Rimfire RIfl€S .......coiiei e 8
Rimfire Handguns..........ccoooiiiiiiiiiieeeee 6
Custom Rifles......cccoeeeiiiiiiiie, 5
Blackpowder RIifles .......ccccciiiiiiiiies 4
Muzzleloader RIfl€S .......cccccoeiiiiiiie 4
Blackpowder Handguns............cccccoummmmmmmnnnnnnns 2
Custom Handguns ........cccceeeeeieiiiniiireeeeee e 2
Tactical RifleS ......coeeeiieeiiiiiiiiiiiieeeeeeeeeeeeeeeeeeeeeee 2
COMPOUNG ...eeiiiiiiieee et 3
RECUIVE ... 2
CroSSDOW .....uviiiiiiieii it 1
LONGDOW .. 1



OPTICS OWNED (average per reader)

RiIfle SCOPE ...uuuuuu s 4
BiNOCUIAY ... 3
Pistol SCOPE ....uuuuu s 1
Rangefinder ... 1
Red DOt SCOPE....uuuuuuuuuiiineaees 1
Shotgun SCOPE.....covviiiiiiiiiieee e 1
Spotting SCOPEe «.ovvveeeeeeeee 1

ACCESSORIES OWNED (average per reader)

Hunting Knives/TOOIS ......cccooviiiiiiieeiiiieeeeeeee
Game CallS......uueeeeeiieiiiiieieeee e

2-Way RadiO.....coeiiiieieiiiiiiieie e eeceeevicsee e e e eeeeans
D= To70 )/
SCENTS/LUIES ...cevveeeeeeeeeeeeee e

Laser Sight .....cooooiieiee e
Portable BliNd.......ccccoooeiiiieees
Shooting Bench.........cooooiiieeieeeeee
Shooting StICKS ...ccvvviiiiieee e
Trail Camera.......ceveeeeieeiiiieiiieiieeeeeeeeeeeeeeeeee e
L1225 2= L Lo

TIME AFIELD

Days annually spent shooting ..........cccuvvvuennn.
Days annually spent hunting ..........ccceevvvvienennn.
Hours a week hunting ..........ccccccumeiiiiiiiiiiininnns
Hours a week shooting...........ccuumermmmmmmeinnnnnnns
Weeks devoted to hunting .......cccoeeveevieeeieennenn.

3 T Turkey #1..ooo. Coyote
H2..ooeeiieieees Pheasant #2............ Woodchuck
2C F Squirrel #3..oonnn Javalina
#4................ Rabbit #4.......... Prairie Dog
#5..cooeeis Dove #5............ Wolf

2 J GMC 2 JOUR Yamaha
HA. .o Jeep #4............... Kawasaki
#5.. .o Toyota #5............... Suzuki

OUR READERS OWN AN

AVERAGE OF 70 FIREARMS!

“I read it cover to cover.” — N.U.

“If I had to give up all of my magazines but
one, yours would be the one that | would keep
getting.” — A.N.

“You have an excellent publication!” — K.M.

“I like Successful Hunter for all the stories. You
actually run more than one page per article,
unlike your competition.” — R.B.

TECHNICAL LEVEL OF THE MAGAZINE

Our readers rate the technical
level of Successful Hunter at:

GOOD - 8%
NEEDS IMPROVEMENT - 4%

AUDIENCE PURCHASING POWER

Check out the number of Successful Hunter
readers planning on purchasing shooting and
outdoor sport products this year!

Gun Cleaning Products .........cccoovceeeeiiiineenn. 65%
RIflES e 58%
(O] o] 1o TR 49%
Camouflage and Apparel.....cccccceeecvvveeeennnnnn. 43%
BOOTS .. 42%
Taxidermist......ccoievieeiiiiiiiiiiieeeeeeeeeeeeeeeee 40%
HandguNS ... 39%
Camping Equipment..........cccccviiiiiiiiieennnnn. 38%
Firearms Cases .......cccceveeveiiiiiiiiiieeeeee e 38%
KINIVES ... e 35%
HOISTEIS ... 34%
Game Calls.......ccooeeeieeiiieieeceeeeeeeeeeee, 33%
ShotguNS ... 30%
Hearing Protection ............ccccccevvmeminneinnnnnns 29%
LUres/SCeNtS ......uuuuuuuiiiiiieieeeeeneaeees 25%
Reloading Equipment..........ccccccuveeiemeeneennnns 23%
GPS .o 19%
DECOYS ... 17%
Rangefinders .........cccomeeeeeiiiicieeeeee e 17%
GUN SafES....uuieiiiiieie e 15%
Hunting BliNds ... 15%
PaCKS ... e 15%
Shooting GIasSes .........ccceeviiiieeeieiiieeeeee 15%
TreestandsS.......cuviiiiiiiiiieiiiiiiiiiiieieeeeeeeeeeeee e 14%
3-DTargets ...ccooveeieeiieiieeeieeeeeeeeeeeeeee 12%
BOW & ArTOWS.....uuuuiuiuiiiiiiiiiiiniieeiineeieeeieeennees 12%
Archery Equipment ..., 10%
Shooting BenCh........coooviiiiiiieiieeeee, 9%
ATVS e 8%
Satellite Phone ......cooovviiiiiiiiieeeeeeeeen 1%



About Wolfe Publishing Company

In 1966 Handloader magazine was born. This semi-technical journal on reloading broke new ground and helped kick off the re-
loading hobby. Handloader is still the only magazine in the world dedicated to the sport of reloading. It contains tables for reload-
ing rifle, handgun and shotgun ammunition. In addition Handloader covers techniques and tips to give you accurate and effective
handloads.

From the success of Handloader, Rifle magazine was born in 1969. At the time it was the only magazine solely dedicated to
sporting rifles. Today Rifle continues that success with in-depth coverage of the latest rifles and the cartridges they shoot in-
cluding internal and external ballistics. The difference between Rifle magazine and the other gun mags is that we put each rifle
through rigorous tests, write an honest review and don’t just retype press releases. That is why we have a loyal subscriber base
and newsstand readership.

In 2003 we started our third publication, Successful Hunter. We needed a magazine to help round out the other two. This helped
complete the trilogy from the reloading bench, to the rifle range, to the field. Successful Hunter is dedicated to the adventure of
the hunt. It covers big game, small game, varmint, upland birds and waterfowling. This magazine gives you great information on
where to find the game and helps make you a Successful Hunter.

In addition to creating three of the greatest magazines ever, Wolfe published several reloading manuals for many companies in
the industry as well as a great line of gun books. Over the years we have published several hundred book titles, and we continue
to produce books that gun enthusiasts love to read.

Web Advertising

We have two main websites: riflemagazine.com and loaddata.com. The first covers the three magazines. We offer some free
content from our magazines as well as online subscriptions to them. You can also reach the magazines at the following web
addresses: handloadermagazine.com, riflemagazine.com and successfulhunter.com.

Our second website loaddata.com is dedicated to reloading. It is the largest reloading manual in the world. Using the powerful
search engine you can examine our database of loads by caliber, bullet weight, powder type or any combination. The shotgun en-
gine allows you to search by gauge, shot, shell type, powder type or any combination. In addition to the largest reloading manual,
it contains exclusive articles that are not available in the pages of our magazines. Subscribers are flocking to the site to get reload-
ing information that is unavailable elsewhere.

Banner ads are available and they must be created in a GIF format and the size is 468 pixels wide by 60 pixels deep, not to ex-
ceed 20 kilobytes. You would also need to provide us with the URL to link to. The banner ad would rotate throughout all pages on
both our websites. We would also provide you with a login page so you can view how many times your banner was seen and how
many times it was actually clicked on. Web traffic statistics are available upon request.

2180 Gulfstream, Suite A. ¢ Prescott, Arizona 86301 ¢ 1-800-899-7810










INSERTION
ORDER FORM

CANCELLATIONS NOT ACCEPTED AFTER CLOSING DATE

Advertiser

WOLFE PUBLISHING COMPANY
2180 Gulfstream, Suite A
Prescott, AZ 86301
TEL: (928) 445-7810 FAX: (928) 7785124

Agency

Person to contact

Person to contact

Address Address

City State Zip City State Zip
Telephone FAX Telephone FAX

E-Mail E-Mail

Comments

______ Feb/Mar (closes 11-6)
______Apr/May (closes 1-6)
____Jun/July (closes 3-6)
_ Aug/Sep (closes 5-6)

Oct/Nov (closes 7-6)

Agency 15%
Net Cost

(Bi-Monthly)

Dec/Jan (closes 9-6)

(Bi-Monthly)
Jan/Feb (closes 10-6)

__ Mar/Apr (closes 12-6)
_____ May/Jun (closes 2-6)
__ July/Aug (closes 4-6)
September (closes 6-6)
October (closes 7-6)

Nov/Dec (closes 8-6)

Agency 15%

Net Cost

(Bi-Monthly)
_______Jan/Feb (closes 10-25)
___ Mar/Apr (closes 12-25)
_______May/Jun (closes 2-25)
__ July/Aug (closes 4-25)
_____ Sep/Oct (closes 6-25)

Nov/Dec (closes 8-25)

Frequency: _ 1x__ 3x__ 6x Frequency: _ 1x__ 3x___ 7x Frequency: _ 1x__ 3x___ 6x

Ad size Ad size Ad size

B&W ___ or Color (4/C) _____ B&W ___ or Color (4/C) ___ B&W ___ or Color (4/C)
Gross Cost Gross Cost Gross Cost

Agency 15%

Net Cost

By signing this form, advertiser or agency agrees to abide by the terms and conditions stated on our current rate card. In consideration of credit being extended by Wolfe Publishing Company
to the named advertiser undersigned for advertising space to be purchased whether applicant be an individual or individuals, a proprietorship, a partnership, a corporation, or other entity, the
person(s) who signs this insertion order hereby contracts and guarantees to Wolfe Publishing Company the faithful payment, when due, of all accounts of said advertiser for advertising placed
within five years after the date of this insertion order.

Date Authorized by Title




Contract and Copy Regulations

The publisher reserves the right to make an additional charge for difficult or excessive type-
setting, composition or camera work.

All verbal instructions regarding contracts or insertions must be confirmed in writing. The
publisher reserves the right to reject advertising copy that he deems objectionable, misleading
or not in the best interest of readers, or copy that is derogatory toward other advertisers.

When copy or change of copy for contract advertisers is not received by closing date, adver-
tiser’s copy from the previous issue will be inserted. No cancellations will be accepted after the
closing date. The publisher assumes no liability if for any reason it becomes necessary to omit
an advertisement.

The agency or advertiser shall designate the width in column and exact depth in inches, in
which case the publisher agrees to publish and bill the advertiser for the exact space ordered.

Cancellation of space or time contract by publisher or advertiser, in whole or in part, forfeits
the right to the contract rate, readjusting the rate on past and subsequent insertions to con-
form with the actual space used at current rates.

Terms

No cancellation of a space order will be accepted after the closing deadlines for each issue.
Payment is due within 30 days of invoicing. A finance charge of 1% percent per month will be
added to unpaid balances beginning 30 days after invoicing. All invoices over 120 days old will
be sent to a collection agency. For all invoices turned over to collections, the advertiser will be
responsible for all expenses accrued during the collection process to include finance charges,
collection agency fees, lawyers’ fees and any other expense accrued during the collection pro-
cess and subsequent legal proceedings.

Guarantee

In consideration of credit being extended by Wolfe Publishing Company to the named adver-
tiser (listed on the other side) for advertising space to be purchased whether applicant be an
individual or individuals, a proprietorship, a partnership, a corporation or other entity, the per-
son(s) who signs this insertion order hereby contracts and guarantees to Wolfe Publishing
Company the faithful payment, when due, of all accounts of said advertiser for advertising
placed within five years after the date of this insertion order. The signed guarantor or guaran-
tors each hereby expressly waive all notice of acceptance of this guarantee, notice of exten-
sion of credit to advertiser, presentment and demand for payment on advertiser, protest and
notice to the signed guarantor or guarantors of dishonor or default by advertiser or with
respect to any security held by Wolfe Publishing Company, extension of time of payment to
advertiser, acceptance of partial payment or partial compromise, all other notices to which the
signed guarantor or guarantors might otherwise be entitled and demand for payment under
this guarantee. Any revocation of this guarantee shall be in writing and delivered to the Adver-
tising Director of Wolfe Publishing Company.



Advertising Media Requirements
Print Media:

Our printing process requires that all advertising materials be supplied
digitally. Our publications are produced on Macintosh computers with
QuarkXPress and InDesign desktop publishing software.

We currently use the following applications:
e QuarkXPress 6.5
e Adobe InDesign CS
e Adobe Photoshop CS
¢ Adobe Illustrator CS
e Adobe Acrobat 6.0

All graphic files should be 300 ppi resolution in TIFF, EPS, JPEG or PDF
format. Please contact us for any special requirements or needs.

Website Media:

Banner advertisements must be in GIF format. 468 pixels wide - 60 pixels
deep and not exceeding 20 kilobytes (KB). Include URL to be used as web-
site link.

General:
We can accept the following removable media:
e CD/DVDs
e ZIP disks

Files may also be transferred via e-mail when appropriate.

Proofs must be provided with all electronic media. Color proofs are
required for all color advertising.

For more information please contact us toll-free: 800-899-7810 or
e-mail: stefanie@riflemag.com or artdept@riflemag.com.
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