
35 YEARS AND GOING STRONG!

For three and a half decades GUN DOG has reigned as North America’s premier 
sporting dog publication, the only magazine devoted to all breeds of sporting dogs—
pointers, setters, retrievers, versatiles and spaniels. No other magazine provides such 
comprehensive coverage of these hard-driving performers, and no other magazine 
appeals to a wider demographic of upland gamebird and waterfowl hunters.

These are people who spend a great amount of time—and money—living with, 
training and hunting over their dogs. To enhance this relationship, each issue of GUN 
DOG features breed articles, the latest information on canine medicine, nutrition 
and new products, hunting stories emphasizing the dog’s role in the field, and nu-
merous training articles showcasing the proven techniques and equipment developed 
and utilized by professional and amateur trainers throughout the country.
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A Voice In The Field

Whether it’s a duck marsh at dawn, a pheasant drive 
in the Dakotas, a plantation quail hunt in the Deep 
South or a rugged excursion for chukars in the Moun-
tain West, GUN DOG is there. If it’s a gamebird and 
it’s hunted with dogs, we cover it, and we do so with 
authority. GUN DOG writers are lifelong hunters and 
trainers who do what they write about, and they bring 
many decades of experience to their assignments.
Our regular contributors include: 

	n	Bob West
	n	Dr. Ed Bailey
	n	 John Holcomb, DVM
	n	 Joe Arnette
	n	Dave Carty
	n	Chad Mason
	n	 John McGonigle
	n	 Jerry Thoms
	n	 John M. Taylor
	n	 Steve Gash
	n	M.J. Nelson
	n	P.J. Reilly
	n	Mark Romanack
	n	Brad Fitzpatrick
	n	Mike Marsh
	n	Tyler Shoberg



RETRIEVER CARRY-ALL
It’s not easy to make a good gun dog great, especially if 

you’re spending most training sessions running between 

the field and the truck. Take everything you and pup need 

in one bag with this trainer’s kit from Hard Core, which 

includes bumpers, canvas dummies, a convenient collaps-

ible dog dish and more.hardcore-brands.com

LOVELY LADY 
The talk of SHOT Show, Syren is 
the only brand built top to bottom 
exclusively for women, not just with 
a “light” model with slightly short-
ened length of pull. The stock is 
built with a heel drop that com-
pensates for women’s longer necks, 
for instance. The 20-gauge Tempio 
Light is a gorgeous O/U at just 
over five pounds—a bird killing 
machine with looks to make her 
swoon. Don’t miss their new line 
of semi-autos too.syrenusa.com

GUNNING ON ICE
Filling the cooler full of South Dakota ringnecks was the experience of a 

lifetime. Thankfully, we brought the right ice box in Pelican’s ProGear Elite 

(available in multiple sizes from 80QT to 250QT). It kept that tender pheas-

ant meat fresh for days, plus the trip home. Equipped with 8’’ heavy-duty 

wheels and an extended pull handle, it’s easy to transport no matter where 

the birds take you. www.pelican.com

ENERGY BOOST
We always want the best for our gun dogs, and it 

starts at their kibble bowl. Realtree Performance 

delivers low-carb, nutrient-rich food in a 33-pound 

bag or convenient Adventure pack, containing 12 

single serving packets for when you’re on the go 

or in the field. You’ll see more energy and endur-

ance from your faithful friend with this formula.

realtreedog.com

MEMORABLE MOMENTS
We captured so many memorable kill shots (and 

plenty of misses) with the VIRB this year. This action 

cam records in 1080p HD and mounts to your head, 

shotgun barrel, really anywhere you want it too, 

including that hard-charging bird dog. It has GPS 

and Wi-Fi capabilities. To start recording just slide 

the button forward.garmin.com

Guns & Gear | By Joe Genzel
THE LATEST GEAR FOR BIRD HUNTERS
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Veterinary Clinic | By John Holcomb, DVM

QUESTION:

ANSWER:

My German shorthaired pointer will 
be nine this June. Last November he 
tore his cranial cruciate ligament and 
surgery was performed on Dec. 1 
to repair the tear. The lateral suture 
technique was used and the meniscus 
was repaired also.Since that time he has been re-

stricted on walks with recent minimal 
running short distances in our yard 

If you want him to have the best life 
with respect to his orthopedic health, 
you could consider not hunting him. 
You should absolutely keep his weight 
“light.” He should have the joint 
supplement Dasuquin as directed by 
your vet and non-steroidal pain re-
lievers as needed.He should have light exercise to 

maintain muscle strength and joint 
flexibility, and discourage explosive 
movements, like jumping into the 
back of a truck.But if he was my dog, I would still 

hunt him and follow the listed pre-
cautions. GSPs are definitely not in 
the top 10 breeds to have cruciate 
problems. If your dog was overweight 
and stays overweight, the chances of 
having the other cruciate rupture are 
increased. Keeping the dog light and 
lean is very beneficial.So, what is a torn cruciate liga-

ment? The cranial cruciate ligament 
is in the stifle (knee). The cranial 
cruciate and the caudal cruciate 
ligaments cross in the center of the 
stifle. The cranial cruciate attaches 
towards the front of the tibia (shin), 

To Hunt or Not To Hunt?Weighing the pros and cons after cruciate ligament surgery.

(20-30 yards). We try to keep him 
from jumping but that is a task in 
itself. The walks were initially re-
stricted to a half a block and gradu-
ally built up to 1½ miles twice a 
day. My question is, what is your 
recommendation on allowing him to 
hunt next fall?Most of our hunting is on fairly 

flat ground/woods. I would hate to 

hence cranial. It travels through the 
joint space and attaches to the back-
side (caudal) edge of the femur (thigh 
bone).

The caudal cruciate lays in the 
opposite pattern. The two create an 
“X” or cross in the stifle. The caudal 
cruciate is rarely a problem. The 
cranial cruciate ligament anchors the 
tibia to prevent it from moving 
forward in respect to the femur when 
the stifle undergoes pressure and 
movement. If the ligament is torn 
the tibia can be manually moved 
forward. This movement is called 
cranial drawer and it means the 
ligament has torn and the joint is 
not stable.

There are three common repair 
methods for a torn cranial cruciate 
ligament. The lateral suture technique 
or extracapsular repair is the simplest 
procedure and the lowest cost for 
surgical stabilization. It works by 
reducing cranial drawer with a thick 
suture that attaches at the upper 
caudal aspect of the stifle near the 
femur. It is then anchored to the 
most cranial portion of the tibia.

have him injure his knee again or 
cause damage to the opposite knee. 
My fear is he will injure his leg again 
and trying to hunt him may not be 
in his best interest.If, in his best interest, it is time 

to retire him I am OK with that final 
decision. Of course, he still loves to 
hunt. So the question is to hunt or 
not to hunt?  –RM 

The suture has a limited lifespan 
(as in months). It will break down, 
but by the time it does the joint 
capsule has scarred enough to help 
limit the cranial drawer motion.The TPLO, tibial plateau leveling 

osteotomy, is a more intense and 
technical surgery. The tibia is cut 
with a bone saw to allow rotation of 
the top of the tibia, and plating to 
hold it in the new position. The new 
angle of the top of the tibia helps to 
naturally prevent cranial drawer 
movement.

The TTA, tibial tuberosity advance-
ment, is also a more technical surgery 
than the lateral suture repair. The 
TTA has the front edge of the tibia 
cut and wedged forward with a metal 
cage. Then a plate and bone graft is 
placed to help secure the bone and 
enhance healing. The tibial advance-
ment changes the angle and tension 
of the patella tendon, therefore re-
ducing laxity and helping prevent the 
cranial drawer movement.

✱
Contact Dr. Holcomb with your questions 

   at john.holcomb.ccac@gmail.com  
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Kennel or House?The benefits of living with your dog.UNTIL RECENTLY, THERE was 
only one proper place to keep a 
hunting dog: outside, where its drive 
to hunt wouldn’t be compromised.

Of course, that was always more 
theoretical than practical, and people 
have been living with their dogs for 
generations. What those people 
noticed, even if nobody else did at 
the time, was that their dogs hunted 
just as well, if not better, when they 
were a part of the family. And that 
meant living in the house with ev-
erybody else.It makes sense if you think about 

it. Any good dog will hunt no matter 
where it lives. But if it has a chance 
to bond with its owner, it will be 
that much more amenable to team-
work in the field. But having an indoors dog isn’t 

always easy. They can be messy and 
annoying, like, well, children. And 
like children, they need to know 
their proper place and what is and 
isn’t allowed. Most of those concerns 
are addressed during housebreaking, 
which will take most dogs several 
months, not several weeks, despite 
what you may have read.But once dogs are housebroken, 

many people are surprised by just 
how much fun they are to have 
around. All hunting breeds are bred 
to work hand in hand with their 
owners, and that temperament 
makes most of them great friends, 
as well. 

That said, there’s a time and a 
place for kennels. The very best 
scenario is to allow your dogs to 
live inside, but to have an outside 
kennel when, for whatever reason, 
you need to get them out of your 
hair. An outside kennel doesn’t have 
to be big; a run a dozen feet long 
is usually sufficient. Most dogs will 
spend the day sleeping, so building 
an enclosure that is much bigger 
than that is usually unnecessary. Of 

course, if it’s going to be cold or 
wet, they’ll need some kind of dog-
house to keep them warm and dry.

There’s one more reason for build-
ing an outdoor kennel: if you have 
more dogs than you can comfortably 

house in your home. If that’s the 
case, bring them in one by one and 
let them spend time in your home, 
with you. They’ll do fine, and you 
may find that your bond with each 
one of them grows.

✱

Sporting Dog Forum | By Dave Carty
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Forced vs. Natural Retrieves
Do you really need to force-break your pointer?MY ENGLISH POINTER, Tango, 

loved to retrieve from the moment 
I got her. During her first summer 
of serious training, she would pa-
tiently finish her lessons, and then, 
when each lesson was over, race to 
the porch to pick up her favorite 
toy: a Dokken DeadFowl Trainer. 
She’d drop the dummy at my feet, 
her tail wagging furiously in antici-
pation of the game of fetch she 
loved.  

Tango became a great natural re-
triever. For months, she retrieved 
every dummy and dead bird I threw. 
When it came time to shoot planted 
pigeons, she retrieved every one of 
those, too. So I decided not to force-
break her, and during her first season, 
she retrieved every bird I shot. But something got into her little 

doggy brain the summer between 
her first and second seasons. When 
September rolled around, she’d 
decided retrieving was no longer part 
of her job description. One day, after 
a long string of refusals, I’d had 
enough. I put her on a force-break 
program the next day. She’s been 
reliable and enthusiastic ever since. 

I hear a lot of talk—a lot of talk—
about pointing dogs that are natural 
retrievers. At this point, after having 
trained 25 or 30 dogs in the last 
decade and hunted over tens of 
dozens more, my attitude is this: 
prove it to me.  Here’s what I’ve learned: Most 

pointing breeds don’t have a strong 
drive to retrieve, and many have none 
at all. Some of the versatile breeds—
wirehairs, griffons and pudelpointers, 
as well as a somewhat larger percent-
age of GSPs—certainly seem more 
inclined to retrieve than the more 
American breeds, but believe me, 
I’ve seen plenty that didn’t. Before you write me a letter ques-

tioning my ancestry, training acumen 

and looks (the line forms to the rear), 
I will readily admit that there are 
dogs who are, in fact, natural retriev-
ers and damned good at it. I’ve 
owned a couple of them. But if 
you’re expecting a pointer—any 
pointing breed, I don’t care what 
kind of hair it’s got—to retrieve with 
the same level of enthusiasm and 
drive as, say, a Lab or a springer 
spaniel, it’s not going to happen. But I digress. Should you force-

break your pointer? My answer: that depends on what 
you hunt, how much you hunt, and 
how much you’re willing to put up 
with. 

   RELIABLE RETRIEVES  When I 
take in a dog for a full summer of 
training, I have a standard response 
to the question of force-breaking: I 
recommend it. Based on my experi-
ence, I feel professionally obligated 
to do so. But I’ll do that just once. 
If the person feels he has a natural 
retriever and would prefer to let 
nature take its course, I’ll be more 
than happy to do that. Force-break-
ing is just about the only part of 
training dogs that I don’t enjoy, and 
every now and then someone’s 
“natural” retriever actually becomes 
just that: an honest-to-God natural.   

But reliable retrieving, the kind 

Point | By Dave Carty
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Lady’s ChoiceThe three R’s of retriever appeal.STANDING WAIST-DEEP at the 
mouth of the Lobstick River, I 
scanned the skies over Chip Lake for 
passing skeins of diving ducks. The 
shallow, weedy lake covers almost 
30-square miles of Yellowhead County 
in western Alberta. A fiery sunrise 
reflected on the glassy calm lake. The aptly named Lobstick does 

indeed lob sticks. Where it enters the 
lake, a gunner can lean against the 
bleached skeletons of dead trees to 
ambush goldeneyes, redheads, can-
vasbacks, buffleheads and scaup. Mal-
lards and pintails make occasional 
appearances, as do Canada geese. We had reached the mouth of the 

Lobstick by boat. The Go-Devil motor 
churned through dense mats of aquatic 
vegetation that would have stalled 
traditional outboards. Those mats of 
vegetation are the foundation of a 
highly productive food web that feeds 
mind-boggling numbers of diving 
ducks. Our host had told us of late 
October cold snaps that brought vast 
rafts of canvasbacks, but they were 
the only species in short supply during 
our warm and pleasant stay.If memory serves, I shot a limit 

that morning, all drakes. My bag con-
sisted of five lesser scaup, a bufflehead 
and two Barrow’s goldeneyes. That 
hunt occurred a decade ago, but it 
seems like only yesterday. I was a 
guest of Benelli and Federal Premium 
ammunition. It was mid-October, and 
we were there to test Benelli’s then-
new M2 ComforTech with Federal’s 
then-new High Density non-toxic 
shotshells.

Both were outstanding products 
that have stood the test of time, but 
they weren’t the elements that made 
the hunt so memorable for me. That 
honor went to our guide and her dog.

 Our guide that first morning was 
a petite Metis woman. The Metis 
(pronounced “Mey-TEE”) are one of 
Canada’s recognized aboriginal 
peoples. They descend from the union 
of First Nation peoples—Cree, 
Ojibwe, Algonquin, etc.—and Euro-
peans. Our guide’s name was Kath-
leen, and she handled a big chocolate 
Labrador with firmness and deep 
affection. 

 “It’s like this, eh,” she lectured us 
in her Canadian accent, “if you shoot 
over my dog’s head while he’s retriev-
ing, you’re done.” Some of the hunters 
chuckled, but she was dead serious. 
Shooting at low-flying divers is no 
laughing matter when a valued com-
panion is in the water. The plucky 

Metis was the only female guide I’ve 
seen in all my years of hunting and 
outdoor writing. She was a fine dog 
trainer and a hell of a shotgunner. Having raised three daughters to 

adulthood now, I’ve noticed the very 
natural bond that forms between 
women and retrievers. I’ve also been 
a lifelong lover of pointing dogs, and 
was at one time somewhat active in 
the spaniel world as well. In other 
words, I’ve made the rounds within 
all quarters of the gun dog ranks. In my experience, women are 

somewhat under-represented in the 
pointing dog world, but spaniels and 
retrievers are very popular with the 
ladies. Labrador and golden retrievers 
tend to be especially good matches 
for female handlers, and have become 
enormously popular with women. In 
fact, women have been an important 
(and perhaps overlooked) force behind 
the rise of the Labrador retriever to 

PRESENTED BY

“If you shoot over my dog’s head while 
he’s retrieving, you’re done.”

Retrieve | By Chad Mason
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Don’t Just Hunt Birds...Use them to show pup the right way.
we fill a bathtub with water to 
protect our gun dogs.

   PICKING UP SCENT   Start with 
some basic quartering drills with you 
in the middle and a friend/helper 
12 yards to either side of you, all 
with a couple of dead pigeons in 
your vests. Cast pup off and run him 
about 20 yards downfield to check 
his quartering. As long as his pattern 
suits you, have one of your friends 
toss a dead pigeon about 10 feet 
ahead and to his inside while pup is 
going away from him so pup does 
not see the pigeon.We’re hoping pup scents the bird 

as he returns, picks it up and returns 
the bird to you. Repeat the drill, 
and if you are happy with pup’s work, 
do the drill using a live pigeon after 

pup quarters past you two or three 
times. This time use a live but dizzied 
bird so that pup flushes and it flies 
off to be shot by your helper.The prior drill can be used with 

either an unsteady dog or a steady 
dog. Hunt test competitors and field 
trialers, as well as a given number 
of hunters, will not allow their as-
sistant to shoot the flushed bird if 
pup chases it. There is no sense re-
warding incorrect behavior. This drill is where you ensure pup’s 

quartering pattern suits you. You do 
this by placing dead birds or live 
birds at the distance you want pup 
to turn and quarter back across the 
field. That goes for distance to each 
side and downfield. A hint to make sure pup does not 

race directly downfield after his first 

WE ARE FAST approaching bird 
season and it is time to spend serious 
time with our trained bird dogs, 
getting us both ready to gather birds. 

While most of us realize we must 
focus on our dog, many do not 
realize the best thing we can do is 
focus pup on birds. Pigeons are the bird of choice for 

most general training of spaniels. 
They are relatively inexpensive, avail-
able and easy to keep and use. They 
are even easy to transport to and 
from training grounds. Check your 
state’s laws to be sure using pigeons 
for dog training is legal. As non-native sporting birds, 

chukars and Huns can be used for 
dog training in many states. Domes-
tic gamebirds (pheasants or quail)
may often be used, but there are 
generally specific laws governing their 
use, so be sure to follow them. Live pigeons, freshly-killed pigeons 

and frozen pigeons all have their use 
during dog training (get the wife’s 
permission on the last one).All trained spaniels will have had 

a lot of experience with pigeons, so 
there are no surprises for pup. Set 
up your drills and go to it.If your dog went through last 

season flawlessly, count yourself lucky. 
Doing drills will still help pup, 
though. This is the time to fix any 
holes pup had in quartering or taking 
hand signals.Additionally, if pup avoided certain 

kinds of cover, especially heavy cover, 
this can also be fixed now using birds. 
Birds can also be used to strengthen 
pup’s ability to work hedgerows, tree 
lines and take hand signals.Hopefully pup is on his way to 

being well conditioned. Still, be cau-
tious when conditioning or training 
pup during the hot summer weather. 
Wet him down before a run if pos-
sible, and have plenty of water avail-
able. At our group training ground 

Flush | By John McGonigle
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Training & Behavior Problems | By Ed Bailey

MY DRAHTHAAR PUP was about 
9 months old when hunting season 
started. I had done some training, 
including working on her point. She 
worked great during the season. She 
would hold point till I flushed the 
bird and she even backed my 4-year-
old Drahthaar.

Losing PointA precocious start gives way to unruly behavior.
  PROBLEM

  SOLUTION 

This spring I have a puppy test 
(JGHV) and so when I got a deal 
on planted pheasants I thought I 
could work on steadying her up. This 
is where the problem began.She only pointed two of the 10 

birds, and on those two I had to 
hold her back from busting in. I have 

been working her on some private 
land and all she does, once she 
catches wind, is bust in and flush 
the birds. I don’t know where her 
point went and I am wondering if 
she will get it back...or how do I 
get her point back? Any ideas will 
help. AFTER EXCHANGING SEVERAL 

emails to gather more information, 
I think your pup learned to go in 
and flush a moving bird she could 
see, not smell. And letting her chase 
running quail at three months old 
probably contributed to this.I know you said she did point after 

three birds, but these were sight 
points. What she was really doing 
was not pointing but stalking like a 
cat and pausing to pounce on the 

bird at the right moment. She hadn’t 
learned to stop on smelling a bird, 
but on seeing one.The next thing she did was always 

run with the older dog so she was 
imitating and competing with the 
older one, but she still hadn’t com-
pletely caught on to scent pointing. When you hunted her on pen-

raised pheasants, that was like chasing 
the quail when she was 12 weeks 
old. So now she knows that birds 

she can see and that smell a certain 
way, pen-reared and fed commercial 
food and birds in some degree of 
shock like the birds she learned to 
go in on when they were shot, either 
dead or crippled, all are signals to 
her to charge right in.She also learned to charge in fast 

because by hunting her with the older 
dog she had to compete to get the 
birds that were down. She goes fast 
and flat out because she wants to get 
there first. She doesn’t know quite 
how to hunt because she depended 
on your older dog. All she knows is 
to run fast, get there first, charge in 
on what she can see or what smells 
like a crippled bird.I don’t think you would have any 

problems had you trained her alone 
and first taught her the basics of 
obedience and handling and, after 
she was under control, exposed to 
birds she could smell but not see 
after she had some self-control. She 
is a cooperative dog or she wouldn’t 
be retrieving for you with no train-
ing. However, because the wrong 
things were learned, and it’s not an 
inborn problem, they can be  
unlearned and turned around.The first thing is she must learn 

to handle and to be in control of her 
own temperament. She will need 
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SPECIAL
SECTIONWATERFOWL

Mini DV Cameras& Digital CamcordersCheck �le settings Images may lack detail

Digital Still CamerasCheck �le settingsLow compression

Cellular PhonesImages too compressedPoor image dimensions

PHOTO SUBMISSION GUIDELINES
We prefer to work with original digital images (not print-outs), or with photo prints from film cameras. If you are submitting prints, please send them to us to scan, to:  Snap Shots, Gun DoG Magazine, PO Box 35803, Des Moines, IA 50315. Digital images may be submitted on a CD mailed to the same address.Most modern digital cameras take excellent quality photos, but please make sure your camera is set on the highest quality setting available—consult your camera’s manual for instructions. Sorry, but we cannot accept photos taken with cell 

phones—the quality simply isn’t good enough for magazine reproduction. 

Our minimum size requirements for images are 5” x 3” at 300 dpi, or 1500 

pixels by 900 pixels. Again, consult your manual.
Your images will not be returned, so be sure you keep duplicates. Also, 

submission does not guarantee publication. And finally...please submit no 

more than two images, and include your dog’s name, age, breed and any 

additional interesting details, plus your complete contact information.

Nicolet is my 11-year-old Labrador and this photo is especially 

meaningful because it was taken the year after she had surgery 

to repair a ruptured CCL. Nothing keeps her from getting a bird 

or her DeadFowl dummy!  —Brian Krivsky, Racine, Wisconsin

Izzy was just 8 weeks old and playing with her first duck wing 

when this photo was taken by Jeremy Daus of PowderDay Studios. 

She is spunky, fearless and a pure ball of energy.  —Peter & Julie 

Flood, Sun Prairie, Wisconsin

Fisher (yellow) and Jack (chocolate) are brothers and were six weeks 

old when this shot was taken. It wasn’t long after this that they 

were out there with the big boys!  —Eric Robinson, Wayne, Ohio

Cooper, my yellow Lab, was 18 months old when I took this picture. 

He loves to retrieve birds from the size of doves to geese and 

everything in between.  –Scott Hillesheim, Morgan, Minnesota

Snap Shots | From Our Readers
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A WEATHERED PUMP shotgun—
a Winchester Model 1897—rests on 
wall pegs draped with lanyards 
bearing duck calls and dog whistles. 
Sunlight glints outward from the 
shotgun’s silvery smooth barrel and 
touches my face with warm fingers 
of reflection. The Model ’97 be-
longed to my grandfather and, like 
many things old and battered by the 
years, it is more than a relic from 
another man’s life. Old gear holds our history. A 

worn-soft canvas vest, each stain or 
rip marking an event, is not replace-
able. A duck call, marred by seasons 
of gritty mud and water, transcends 
its original purpose in the hands of 
a second-generation caller. And a 
few pieces, like the old Winchester, 
bear the collective scars of yester-
year—its forearm smoothed by grip-
ping hands, stock etched with 
scratches, receiver eroded by the 
sweat of its shooter—are far more 
than antique tools of a sportsman. 

Yes, the old pump gun is from 
another age. But I am tied to it by 
memories of its heft in a small boy’s 
hands and recalled tales of its use. 
I am intrigued by the shotgun’s 
endless enigmas. Why is the entire 
pistol grip so coarsely re-checkered? 
Did my grandfather’s hand slip in 
cold, rainy weather?Small, nearly rubbed-out digs and 

scratches on the stock appear to be 
the rakings of puppy teeth and claws. 
I know that my grandfather ran 
pointers and, surprisingly for a poor 
man in that day, a brace of well-bred 
springer spaniels. Were they the pups 
whose nicks of tooth and claw would 
tempt a curious mind so many 

decades later?And what number of ducks, geese, 
quail and grouse were eyed down 
the gun’s barrel; a high number, I’d 
reckon—my grandfather got around. 
But such questions are imponderables 
that I cannot answer, and perhaps 
that’s best. Although they will always 
elude my grasp, these mysteries 
allow my mind to roam at will 
through covers of the past.I find it impossible to discard some 

old gear, but not because I am a 
packrat. Mostly, I hang on to special 
items because of what is linked to 
them: people and places; expecta-
tions and fulfillments; and to a large 
degree, vignettes of my personal 
yesterdays. Dog collars draped over 
mudroom hooks are worn out, oily 
soft and stretched so thin they are 
next to useless. But I could no more 
toss them than I could have cast 
aside the gun dogs that wore them 
when, like the collars, they grew 
old and weary. Their leather may be 
weak and nameplates unreadable, 
but the memories they contain of 
good dogs remain clear.Old doesn’t necessarily imply great 

age, but how much of the user they 
hold. “Old” shirts, jackets, vests and 
pants have our hunting past within 
them. The nature of time afield is 
in their very fibers—the scent of 
dogs, smoke, sweat; the language of 
wind, the whispering rush of ducks 
over decoys and the silent weight 
of birds in the bag—a coalescence 
into the essence of our seasons. Old 
gear bears hints of springer spaniels 
driving ringnecks into the air, crisp 
morning light angling down on 
pointers, grouse and woodcock 

lifting from thick northern coverts, 
coveys of quail erupting in piney 
woods.

Old things are like blossoms 
pressed between pages of a book. If 
we open the pages slowly and gently 
lift the faded petals to our nose, the 
reward is a lingering remembrance 
of the past. The scent could be in 
the blossom or the mind—it’s what 
the scent suggests that counts.The older and more worn a piece 

of gear becomes, the more difficult 
it is to replace. Hard-used gear has 
a comfortable familiarity that new 
items lack. Gear, like fine friends, 
reaches cherished status by way of 
a good fit, experiences, and enough 
time. Only then is it part of us. 
Even top-of-the-line gear, when new, 
has a different overall sense about 
it, a generic look, feel, and smell—a 
blank slate that requires years to 
acquire the history of a personal 
touch. If a piece of equipment lacks 
the stamp of its owner, it is remote, 
with a worth measured only in 
dollars.

And that difference contrasts 
sharply with the intimacy of hand-
greased boots with grooves and folds 
in the right places and distance on 
their soles; brush pants limp and 
frayed from autumns in uncivil bird 
covers; extra-wide blaze-orange 
collars so briar-torn they barely hold 
the dented bells that hang from 
them; dog brushes, combs, matt-
splitters with clumps of hair still in 
them; and an old pump shotgun, 
tired from many seasons, resting on 
a wall with sunlight glinting from 
its barrel, beaming reflections into 
the shadowed corners of the mind.

Used butCherished
Every piece of hunting gear, from faded orange upland vests 

to worn field boots, holds a litany of poignant memories.

Parting Shots | By Joe Arnette
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Enchanting ShotgunsSyren caters to the fastest-growing segment of shooters—women.
IT’S NO SECRET women are the 
most rapid growing segment of the 
shooting sports, and a recent survey 
by the NSSF revealed some interest-
ing statistics. About 95 percent of 
the respondents had tried target 
shooting, and 58 percent hunted. 
Their most commonly owned firearm 
is a handgun, but shotguns were 
second. And the retailers responding 
reported an increase in female cus-
tomers in 2013. It is significant that 
the ladies said they were not influ-
enced by “fads” but “fit, quality, and 
practicality.”

Over the years, many manufactur-
ers have introduced firearms for 
women. Some of these efforts have 
been marginally successful, but most 
were dismal. “Pink it and shrink it” 
was their motto. This is pretty dis-
ingenuous when you think about it.

One outfit that did it right is a 
new division of Caesar Guerini and 
Fabarm called Syren. I assume that 
the name is a play on the Latin word 
“siren,” which is loosely defined as an 
“enchantress” or a “beguiling woman.” 

Semantics aside, the new brand has 
made quite a splash in shotgun circles 
with a diverse line of sporting and 
field models.The philosophy at Syren, said Syren 

president Anne Mauro, is designing 
the ultimate guns for female shoot-
ers. “Everyone at Syren, from our 
female management team to the pro-
staff lady shooters, is committed to 
the best products possible so there 
will be no more compromises when 
it comes to our lady shooters and 
their needs,” she said.There are seven basic models: two 

semi-autos and five over/unders with 
variations for sporting and hunting. 
I tested the high-tech XLR5 semi-
auto sporting model, and the sump-
tuous Tempio, a double-barreled field 
gun.

   SMOOTH OPERATOR  The XLR5 
is a soft-shooting gas-operated semi-
auto available with either a 28- or 
30-inch barrel. The test gun had the 
30-inch barrel, and it seemed to have 
just the right heft and wasn’t muzzle 

heavy. But there are three 1½-ounce 
weights that can be screwed onto the 
forend for more weight forward, if 
desired.

The XLR5’s butt stock is specifi-
cally tailored for women. The overall 
length of pull is listed at 13¾ inches 
but it was exactly 14 inches on this 
gun. The stock has a modest raised 
but straight comb that positions the 
cheek in line with the vent rib, and 
directs recoil straight back, rather 
than coming up and smacking the 
shooter in the cheek.The distance from the trigger to 

the grip is shortened somewhat. 
Syren says most women have smaller 
hands and longer necks, so this 
change makes it easier to get the 
correct hand position for the trigger. 
Finally, the “pocket” is the area where 
the shoulder and chest meet, and the 
angle of the comb and stock have 

been subtly tweaked to better fit 
women.

Mechanics and operation of the 
gas action are flawless. Controls are 
in the familiar places, save for the 
bolt release, which is on the left side 
of the receiver. An extra large, 
knurled “cocking handle” facilitates 
bolt retraction.A neat feature called the “Tribore” 

system basically makes the entire 
barrel one long forcing cone. First, 
the forcing cone itself is lengthened; 
then a conical section about eight 
inches long slowly reduces the 12-
gauge bore diameter from about .736 
at the rear to about .724 forward 
toward the muzzle.This is an application of the Venturi 

principle, i.e., reducing the diameter 
of a tube increases the velocity of a 
fluid (the shot) flowing through it. 
Fabarm says that this design pro-
duces better ballistics than an over-
bored barrel. A set of five “EXIS HP” 
choke tubes provides a constriction 
for just about any shooting scenario.

Trigger pull averaged 4 pounds, 

13.9 ounces, with a variation of only 
1.5 ounces, and was one of the 
smoothest I’ve ever experienced on 
a shotgun. Syren says the auto is 
tuned to function with all target 
loads, including the light-kicking 
7/8-ounce ammo. Functioning was 
100 percent with 7/8-, 1-, and 1 
1/8-ounce shells, both factory and 
handloads. Recoil was a pleasant push, 
rather than an impolite jab.It’s also available in a Realtree 

Max-5 Waterfowl model (3-inch 
chamber) for duck enthusiasts.

   DOUBLE TIME   The Tempio is 
made by Caesar Guerini, a firm that 
needs no introduction to experienced 
shooters, and carries the CG lifetime 
warranty. Available in 20- or 28-
gauge, both have 28-inch barrels and 
come with a set of five nickel-plated, 
flush-fitting chokes. It has a single 
selective trigger, automatic ejectors, 
and a tang-mounted manual safety.It’s a high-dollar gun with all the 

amenities: The wood is Turkish walnut 
that sports well-executed 26 lpi 

checkering, and an elegant hand-
rubbed oil finish. And the receiver 
has some unbelievable detail with 
inlaid gold roses on each side. ”The forend is nicely proportioned 

to fill the hand without feeling clubby, 
and the latch is a convenient Anson 
rod, with a silver push button at the 
forend tip.

Trigger pulls were likewise superb 
on the Tempio: 4 pounds, 13.9 
ounces for the lower barrel; 4 
pounds, 5.7 ounces on the upper. 
The barrel finish is a deep, dark blue, 
as elegant as the rest of the gun. The 
ventilated rib has a silver bead front 
sight, and the side ribs are not ven-
tilated. Both Syren guns come in a 
fitted hard case.Overall, these guns represent sig-

nificant achievements for a growing 
segment of shooters, and it is refresh-
ing to see guns that are especially 
designed and uniquely functional for 
women. Ladies who are interested 
in hunting and/or sporting clays 
should give these a look. You can have 
it your way.

✱

The mother-daughter duo of Carolyn (left) and 
Morgan Compton shoot Syren’s XLR5 auto-loader 
and Tempio over/under.

SYREN TEMPIO

SYREN XLR5 SPORTING

 

Model Syren Tempio; syrenusa.com

 

Action  Over-under, automatic ejectors

 

Gauge 20 (tested), 28

 

Trigger Single selective, gold plated

 

Trigger pull Lower, 4 pounds, 13.9 ounces; upper, 4 pounds, 5.7 ounces

 

Barrel length  28 inches, ventilated rib

 

Chamber 3 inches

 

MSRP $3,995

 

Model Syren XLR5 Sporting; syrenusa.com

 

Action  Gas operated semi-automatic 

 

Gauge 12

 

Trigger pull 3 pounds, 13.9 ounces

 

Barrel length  28 or 30 inches, TRIBORE HP, ventilated rib

 

Chamber 2¾ inches

 

Overall length 50 inches

 

Weight 7 pounds, 12.5 ounces

 

Safety Manual, push button behind trigger

 

MSRP $1,995

Shotgun Report | By Steve Gash
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In Every Issue

Shotgun Review. An in-depth, two-page illustrated 
review of a new model of shotgun, written by noted 
authorities like John M. Taylor, Steve Gash, Brad Fitzpat-
rick and others. Includes a specifications chart and cor-
responding information on the brand of ammo and loads 
used during tests. 

Guns & Gear.  Compiled by the publisher and the 
editors, this page showcases the newest products of our 
advertisers—guns, loads, e-collars and other training 
equipment, training DVDs, dog food, nutrition supple-
ments, hunting apparel, etc.

Veterinary Clinic.  John Holcomb, DVM, answers reader 
questions regarding various ailments and injuries suffered 
by sporting dogs; many of his responses include specific 
treatment recommendations and the names of related 
products—from flea and tick control to heartworm 
preventative to arthritis relief to suggested foods and 
dietary supplements for all life stages and performance 
levels.

Sporting Dog Forum. A single-page feature on a canine 
health-related topic of general interest to all gun dog 
owners. Topics include nutritional needs during hunting 
season and the off-season, pre-season conditioning, field 
first aid, eye and ear care, travel considerations, foot and 
coat care, senior care, hydration and overheating, etc.

Spotlight. A two-page illustrated profile of one of the 
“giants” in the modern sporting dog world—an outstand-
ing breeder, trainer or marketer, an innovative product 
designer, a cutting edge shotgun developer, a leading 
ammunition manufacturer or a top-drawer outfitter. 

Point, Retrieve and Flush. These three departments 
are devoted to each of the designated type of sporting 
dog—pointers, retrievers and spaniels. Primary focus is 
on training and numerous references to training products 
are included—e-collars, beeper/locator collars, GPS 
tracking units, training dummies and bird launchers.

Training & Behavior Problems.  Dr. Ed Bailey, co-
author of The Training and Care of the Versatile Hunting Dog, 

tackles reader questions on various field- and home-re-
lated issues and recommends specific training techniques 
and products he has found useful—everything from 
training equipment to dog crates and puppy housebreak-
ing aids.

Notes from the Field.  Well-known professional trainer 
Bob West discusses various training techniques, hunting 
strategies, health concerns, feeding recommendations and 
travel tips based on his many years of experience with 
all breeds of sporting dogs. 

Snap Shots.  Everyone wants to see his or her dog in 
the magazine, and this department offers that chance—
it’s a favorite with readers because it’s comprised en-
tirely of their photos of their dogs and puppies at home 
or in the field, plus a brief “bio” of each.

Parting Shots.  Joe Arnette wraps up each issue with 
a one-page “reflection” piece—sometimes humorous, 
sometimes nostalgic, sometimes bittersweet…and always 
compelling.



Right On Point And Delivering To Hand…

The average GUN DOG reader is anything but “average.” Our latest reader survey shows 
that the typical GUN DOG reader:
	 • Owns two dogs and six shotguns
	 • Hunts upland gamebirds 22 days and/or waterfowl 19 days each season
	 • Has been doing so for 20 years.

Two thirds of those readers travel out of state to hunt to hunt each year—these are people 
who are dedicated to their sport and to their dogs, and they are quite willing to “go the 
extra mile” to increase their hunting opportunities.

They’re also willing to put their money where their passion lies. Readers annually spend:
	 • $36 million on dog food
 	 • $31 million on their dogs’ health care
	 • $13 million on training equipment--85 percent of them own e-collars.
	 • �Four hours a week training their own dogs, and half have also had their 

dogs professionally trained.

GUN DOG delivers a target audience of hard-core bird hunters whose passion is going 
afield with well-trained dogs. Our writers provide editorial content specifically aimed at 
making our readers better owners, trainers and hunters, and in turn, our readers have 
made GUN DOG the number one sporting dog publication in North America.



While GUN DOG is all about the appreciation 
and practical use of stylish, productive working 
dogs, to develop the story fully we also highlight 
great hunting destinations—both public and 
private—across  North America, and the tools of 
the hunting trade.

Shotguns and ammo-related editorial are regu-
larly featured with special emphasis on delivering 
the latest and the greatest at the onset of the key 
third quarter.  Throughout the year, shotguns and 
ammo are also covered in every issue in our 
“Shotgun Review” department, written by top 
authorities of the shooting industry.

Shotguns & Destinations
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Because duck and goose populations are currently at an all-time high 
and retrievers are the most popular type of sporting dog—Labradors 
have topped American Kennel Club registration numbers for the past 24 
years, and goldens are also among the top five breeds—we are expanding 
our waterfowling coverage in the key fall issues of 2016.

Beginning in September and continuing through the October and No-
vember issues, GUN DOG will work closely with its sister publication, 
WILDFOWL, to bring readers the latest information on hunting hotspots, 
new equipment, shotguns and loads, plus dynamic hunting stories “straight 
from the marsh.” The two publications will complement each other in 
this effort to deliver a powerful one-two punch aimed specifically at the 
dyed-in-the-camo duck and goose hunter.

DEDICATED WATERFOWL SECTION 

TOP GUN DOGS

Veteran hunters on their best Labs

YES, WOODIES
DO DECOY

Get them in the hole

BLIZZARD 
OF SNOWS
Missouri's white 

goose tornados

WILDFOWLMAG.COM  

APRIL/MAY 2015 |  VOLUME 30  |  NUMBER 2

The Great 

IssueRETRIEVER

LYME DISEASE VACCINATION:  

YES OR NO?+

DOKKEN ON 
HUNT TRIALS

How your duck dog  

will improve

KANSAS: MORE 

THAN MALLARDS 
LETHAL WEAPON 

SPEED BALL
 NEW JERSEY'S 

AMAZING LEGACY
THE CRP HABITAT 

TIME BOMB



The 2016 Line-Up

DECEMBER 2015-JANUARY/FEBRUARY 2016
Theme: Late-season hunts; holiday gift guide.
Features on hunting under extreme conditions plus a comprehensive 
list of gifts for the dog person and bird hunter.
Breed feature:  German Longhair

AD CLOSE: 
ON SALE: 

MARCH/APRIL/MAY 2016
Theme:  Puppies
Lead features on choosing a pup, beginning training, and special 
puppy nutritional needs; departments often focus on puppies as well.
***Special 6-page photo spread of readers’ puppy photos makes this 
one of the year’s most popular issues.
Breed feature:  Sussex Spaniel

AD CLOSE: 
ON SALE: 

JUNE/JULY 2016
Themes:  E-collars; summertime activities: Dock Dog competition
 ***Annual e-collar review—the latest models, with tips for choosing, 
using and maintenance.
Breed feature:  Braque D’Auvergne

AD CLOSE: 
ON SALE: 

AUGUST 2016
Theme:  35th Anniversary Issue; hunting season preparation & gear guide
Features on pre-season conditioning and training tune-ups; tips 
on traveling with dogs. ***Complementary equipment sections on 
upland bird guns and upland loads, training equipment and food & 
medications. 
Breed feature:  Golden Retriever

AD CLOSE: 
ON SALE: 

SEPTEMBER 2016
Theme:  Annual Bird Hunter’s Classic
Features on premier destinations and equipment; 
state-by-state quail & pheasant forecast; new dedicated 
waterfowl section highlighting early season hunts.
***Special equipment sections showcasing waterfowl guns, 
ammunition & chokes and miscellaneous accessories.
Breed feature:  German Shorthair

AD CLOSE: 
ON SALE: 

OCTOBER 2016
Theme:  Waterfowl hunting, with a focus on mallards 
and other popular dabblers ***Features on premier 
duck and goose destinations/outfitters, decoys & 
calls, waterfowling clothing & equipment.
Breed feature:  Flat-Coated Retriever

AD CLOSE: 
ON SALE: 

NOVEMBER 2016
Theme: Destinations—Outfitters and public land 
opportunities
***Features on top outfitters; dedicated waterfowl 
section on late-season hunts, divers, and boats & blinds.
Breed feature:  Bohemian Griffon

AD CLOSE: 
ON SALE: 

DECEMBER 2016-JANUARY/FEBRUARY 2017
Theme:  Senior dogs; holiday gift guide
Features on hunting and caring for older dogs, plus tributes to old 
dogs fondly remembered; comprehensive gift guide for bird hunters.
Breed feature:  Longhaired Weimaraner   

AD CLOSE: 
ON SALE: 

WET & WILD! THE WATERFOWL ISSUEGUNDOGMAG.COM  
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FUN-LOVING FETCHERNOVA SCOTIA’S TOLLER

HUNTING WITH HARD CORESASKATCHEWAN’S SUPER GEESE

BIG BIRD CHALLENGETACKLING TUNDRA SWANS

Notes from the FieldPOINTING DOGS FOR DUCKS
Spotlight
HAPPY JACK’S JOE EXUM

LEGENDARY DUCK CAMPRETURN TO BEAVER DAM

GOTTA-HAVE 

GEAR • DECOYS & CALLS
• CLOTHING & ACCESSORIES



•  LIGHTNING  
STRIKES TWICE

•  SODAK DUCKS  
WITH FRANCHI

•  BLINDS TO HELP  
YOU DISAPPEAR

WATERFOWL
SECTION

SPECIAL
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Shotgun Report

MOSSBERG’S 
SILVER RESERVE II

Spotlight

SPORTDOG’S 
LANCE TRACY

PHEASANT FRIENDLY FOOTWEAR

BOOTS FOR  
THE UPLANDS

NOTES FROM THE FIELD

DENTAL 
CARE

THE VERSATILE & PERSONABLE

PUDELPOINTER

DOKKEN ON DUAL PURPOSE TRAINING

2016 General Advertising Rates
4-C (Page)	 1 x	 3 x	 6 x	 9 x	 12 x	

Full	  $4,970	 $4,465	 $4,220	 $3,980	 $3,710

2/3	  $3,810	 $3,380	 $3,240	 $3,040	 $2,860 

1/2	 $3,215	 $2,890	 $2,745	 $2,565	 $2,405 

1/3	  $2,490	 $2,240	 $2,110	 $1,985	 $1,865 

1/4	 $2,230	 $2,015	 $1,885	 $1,765	 $1,675 

1/6	  $1,915	 $1,725	 $1,625	 $1,530	 $1,445 

					   

2-C (Page)	 1x	 3x	 6x	 9x	 12x

Full	 $4,315	 $3,955	 $3,765	 $3,585	 $3,405 

2/3	  $3,155	 $2,910	 $2,795	 $2,665	 $2,530 

1/2	  $2,550	 $2,370	 $2,265	 $2,180	 $2,085 

1/3	 $1,950	 $1,830	 $1,770	 $1,705	 $1,640 

1/4	 $1,685	 $1,590	 $1,525	 $1,470	 $1,425 

1/6	  $1,370	 $1,305	 $1,265	 $1,230	 $1,200 

B&W (page)	 1x	 3x	 6x	 9x	 12x

Full	  $3,665 	  $3,305 	  $3,115 	  $2,935 	  $2,755 

2/3	  $2,510 	  $2,260 	  $2,150 	  $2,015 	  $1,880 

1/2	  $1,900 	  $1,720 	  $1,615 	  $1,530 	  $1,435 

1/3	  $1,305 	  $1,180 	  $1,125 	  $1,055 	  $990 

1/4	  $1,035 	  $940 	  $875 	  $820 	  $780 

1/6	  $720 	  $655 	  $620 	  $580 	  $550 

					   

Covers	 1x	 3x	 6x	 9x	 12x

4	  $6,150	 $5,515	 $5,225	 $4,930	 $4,610

2	 $5,435	 $4,880	 $4,620	 $4,360	 $4,075 

3	  $5,205	 $4,670	 $4,425	 $4,175	 $3,900

Destination Advertising Rates
4-Color Only		  3x	 7x			 

Full Page		   $3,230 	 $2,960 

2/3 Page		  $2,550	 $2,280 

1/2 Page		  $1,925 	  $1,840 

1/3 Page		  $1,405 	  $1,200
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Marketplace Advertising Rates
	 1x	 3x	 7x

1ci	 $225	 $210	 $195	 (4C)

21⁄8 x1	 $180	 $170	 $160	 (B&W)

2ci 	 $365	 $335	 $315

21⁄8 x 2¼	 $295	 $265	 $250

3ci	 $525	 $475	 $440

21⁄8 x 31⁄2	 $415	 $380	 $355

4ci	 $625	 $575	 $545

21⁄8 x43⁄4	 $505	 $465	 $435

43⁄8 x 21⁄4	 $505	 $465	 $435

7ci	 $985	 $880	 $835

21⁄8 x7	 $790	 $705	 $670

63⁄4 x 2	 $790	 $705	 $670

1/3 pg	 $1235	 $1180	 $1150

21⁄8 x 91⁄4	 $885	 $800	 $750

65⁄8 x 33⁄8	 $885	 $800	 $750

43⁄8 x 43⁄4	 $885	 $800	 $750

½ pg	 $1695	 $1595	 $1535

65⁄8 x 43⁄4	 $1360	 $1225	 $1080

43⁄8 x 71⁄4	 $1360	 $1225	 $1080

Full pg	 $2540	 $2400	 $2290

65⁄8 x 95⁄8	 $2355	 $2105	 $2005 



Gun Dog
Digital Advertising Opportunities 

300 x 250 
Rectangle

The Gun Dog digital property adds a valuable dimension to the brand 
by bringing visitors the most up-to-date news and information on 
sport-dog hunting presented with the latest gear, nutrition and train-
ing tactics, while showcasing all the breeds in popular photo galleries 
and delivering marketing access to the dedicated wing-shooters com-
munity and more.

		
Gun Dog Online: Vital Statistics 	 Monthly Avg.

Average Unique Visitors	 52,000
Average Pageviews	 263,000
Traffic from Mobile Device	 35%
Traffic from Tablet	 16%

Gun Dog e-Newsletters	 Subscribers

Bi-monthly Distribution	 19,000

Source: Google Analytics, September 1, 2014 - August 31, 2015.

728 x 90 
Leaderboard

Target Ads 
to Training 

Content

Gun Dog 
e-Newsletter

Gun Dog 
Mobile



Gun Dog
Digital Advertising Opportunities 

Outdoor Sportsman Group Digital 
Network offers marketers the ability to 
develop highly-targeted campaigns that 
are fully integrated with any combination 
of multimedia assets – including OSG 
magazines, television programming, mobile 
and events.
	 These advertising opportunities give 
your products and services high-profile 
exposure to 80+milion American Sports-
men – and drive results!
Display Advertising Units: The OSG net-
work utilizes the Internet Advertising
Bureau’s (www.iab.net) standard display 
units as well as several custom creative 
options.
Streaming Video: Delivers your brand’s 
video messaging (or TV spot) to a captive 
audience via:
n :15 or :30 pre-roll
n Embedded in custom Superheader ad
E-Mail Newsletters: Sent directly to opt-in 
subscribers, with advertisements appearing 
within the most current information and 
content on Sportsmen’s preferred passion 
– whether it is hunting, fishing or shooting.
n Custom e-blasts (with exclusive content 
about your brand) are also available.
Custom Creative: High-profile and engag-
ing ad units that best position your brand 
and surround the most relevant content 
across OSG websites.
Targeting: Increase your hyper-focused 
marketing efforts by targeting consumers 
most likely to purchase - we deliver po-
tential buyers to your home page, specific 
product pages, e-commerce site or retail 
location.
n Available with geographic, contextual or
section targeting.
n Sponsorships available for specific 
sections of content and specific stories – 
please inquire.
Online Ad Specs: Comprehensive techni-
cal advertising creative specifications are 
available by clicking here. 

Advertising Rates & Positions 		

All online advertising is is sold on a cost-per-thousand (CPM) basis, unless otherwise noted.

Site Placement	 Advertising Unit	  Net CPM

Leaderboard	 728 x 90 	 $10

Medium Rectangle	 300 x 250	 12

Sticky-Medium Rectangle	 300 x 250	 10

Half-Page	 300 x 600	 14

Roadblock	 300 x 250; 728 x 90		  20

Targeting	 Geographic, Section, Contextual		  CPM plus $2 

Mobile	 320 x 50 / 300 x 50	 5

  Custom Creative

Site Placement	 Advertising Unit	  Net CPM

Video Pre-Roll: 15 / 30 Seconds	 640 x 480 		  $20/30 

Superheader	           1020 x 90 > 1020 x 415		  35 with video/25

Site Skin	  1400 x 800		  25

Interstitial (pre-)	 600 x 400		  25

E-Commerce Widget	 Custom, with product integration		  25

E-Mail Newsletters & Custom E-Blasts

Site Placement	 Advertising Unit	  Net CPM

E-Mail Newsletter (by brand)	 728 x 90, 300 x 250	 Flat fee; see p. 5

Custom E-Blast	 600 x 800	 50  
Outdoors Sportsman Group Digital Network also offers customized packages, beyond standard sizes and placements, that satisfy the spe-
cific needs and objectives of our clients. For more information, please contact your local sales rep or email:  david.grant@outdoorsg.com.

Terms : ROS: Run-of-site (on a specific website). ROC: Run-of-category (hunt, fish, shoot).RON: Run-of-network (all OSG websites). 

OSG Online Properties Complement and Support the Most Effective Multi-Media Marketing Programs
Online User Demographics	   		

	 Male: (%)	 76.7 	 Unique Visitors per Month (MM)	 6.6

Median Age:	 43.0	 Page Views per Month (MM)	 35.1

	 Age 18-49: (%)	 45.4 	 Average Time Spent (minutes)	 10.2

	 Age 35-64: (%)	 55.0	 Average Page Views/Visit	 5.3	

Average HHI:	 $77,000	 Researched Product Online (%)	 85.1	

Fish (Index) 	 254	 Brought Product Online (%)	 85.0	

Hunt (Index)	 425	 Camp (Index)	 157	

Sources: Google Analytics Sept-Aug 2015 monthly average; Digital User Survey, TouchPoint Research June 2014 (demographics, activities); 
ComScore July 2014 (median age).

http://www.outdoorsg.com/wp-content/uploads/2015/02/KSE-Digital-Specs.pdf


Typical Ad-
vertising Sizes 
and Mechani-
cal Specifica-
tions: Trim 
Size: 7¾ w x 
10½ h

Gun Dog Magazine
2011 Contract & Copy Regulations

Typical Advertising Sizes and Mechanical Specifications:

Trim Size: 7 3/4 w x 10 1/2 h

1. Two Page Spread
Non-Bleed: 14.5 x 9.5
Bleed: 15.75 x 10.75
Trim: 15.5 x 10.5
Safety: 15 x 10

2. Two Page One-Half Horizontal
Non-Bleed: 14.5 x 4.75
Bleed: 15.75 x 5.5
Trim: 15.5 x 5.25
Safety: 15 x 4.75

3. Full Page
Non-Bleed: 6.75 x 9.5
Bleed: 8 x 10.75
Trim: 7.75 x 10.5
Safety: 7.25 x 10

4. Two-Third Vertical
Non-Bleed: 4.375 x 9.5
Bleed: 5.25 x 10.75
Trim: 5 x 10.5
Safety: 4.5 x 10

5. Two-Third Horizontal
Non-Bleed: 6.75 x 6.75
Bleed: 8 x 7.125
Trim: 7.75 x 6.875
Safety: 7.25 x 6.375

6. One-Half Vertical
Non-Bleed: 4.375 x 7.25
Bleed: 5.25 x 8
Trim: 5 x 7.75
Safety: 4.5 x 7.25

7. One-Half Horizontal
Non-Bleed: 6.75 x 4.75
Bleed: 8 x 5.5
Trim: 7.75 x 5.25
Safety: 7.25 x 4.75

8. One-Third Vertical
Non-Bleed: 2.125 x 9.5
Bleed: 2.875 x 10.75
Trim: 2.625 x 10.5
Safety: 2.125 x 10

9. One-Third Square
Non-Bleed: 4.375 x 4.75
Bleed: 5.25 x 5.5
Trim: 5 x 5.25
Safety: 4.5 x 4.75

10. One-Third Horizontal
Non-Bleed: 6.75 x 3.375
Bleed: 8 x 4.125
Trim: 7.75 x 3.875
Safety: 7.25 x 3.625

11. One-Quarter Vertical
Non-Bleed: 3.375 x 4.75

12. One-Quarter Horizontal
Non-Bleed: 4.375 x 3.625

13. One-Sixth Vertical
Non-Bleed: 2.125 x 4.75

14. One-Sixth Horizontal
Non-Bleed: 4.375 x 2.25

15. One-Eighth Horizontal
Non-Bleed: 4.375 x 1.5

16. One-Eighth Page
Non-Bleed: 2.125 x 3.5

17. One-Twelfth  Page
Non-Bleed: 2.125 x 2.25

18. One Inch Banner
Non-Bleed: 6.75 x 1

19. Two Inch Banner
Non-Bleed: 6.75 x 2 
20. Eight Inch Vertical 
Non-Bleed: 2.125 x 8

21. Seven Inch Vertical
Non-Bleed: 2.125 x 7

22. Six Inch Vertical
Non-Bleed: 2.125 x 6

23. One Inch 2-Column
Non-Bleed: 4.375 x 1

24. One Inch Vertical 
Non-Bleed: 2.125 x 1

A SWOP-standard proof, pulled 
from the supplied file, must be 
submitted with each 4-color ad. 

Non-Bleed - 1/2” inside 
trim. Non-bleed ads should 
have all elements within this 
measurement.

Bleed - 1/8” outside the trim. 
Elements that “bleed” off 
trimmed page should extend at 
least 1/8” beyond trim.

Trim - The edge of the page

Safety - 1/4” inside of trim 
edge. All image and text not 
intended to bleed should be 
within this measurement.

Gun Dog Magazine
2011 Contract & Copy Regulations

Typical Advertising Sizes and Mechanical Specifications:

Trim Size: 7 3/4 w x 10 1/2 h

1. Two Page Spread
Non-Bleed: 14.5 x 9.5
Bleed: 15.75 x 10.75
Trim: 15.5 x 10.5
Safety: 15 x 10

2. Two Page One-Half Horizontal
Non-Bleed: 14.5 x 4.75
Bleed: 15.75 x 5.5
Trim: 15.5 x 5.25
Safety: 15 x 4.75

3. Full Page
Non-Bleed: 6.75 x 9.5
Bleed: 8 x 10.75
Trim: 7.75 x 10.5
Safety: 7.25 x 10

4. Two-Third Vertical
Non-Bleed: 4.375 x 9.5
Bleed: 5.25 x 10.75
Trim: 5 x 10.5
Safety: 4.5 x 10

5. Two-Third Horizontal
Non-Bleed: 6.75 x 6.75
Bleed: 8 x 7.125
Trim: 7.75 x 6.875
Safety: 7.25 x 6.375

6. One-Half Vertical
Non-Bleed: 4.375 x 7.25
Bleed: 5.25 x 8
Trim: 5 x 7.75
Safety: 4.5 x 7.25

7. One-Half Horizontal
Non-Bleed: 6.75 x 4.75
Bleed: 8 x 5.5
Trim: 7.75 x 5.25
Safety: 7.25 x 4.75

8. One-Third Vertical
Non-Bleed: 2.125 x 9.5
Bleed: 2.875 x 10.75
Trim: 2.625 x 10.5
Safety: 2.125 x 10

9. One-Third Square
Non-Bleed: 4.375 x 4.75
Bleed: 5.25 x 5.5
Trim: 5 x 5.25
Safety: 4.5 x 4.75

10. One-Third Horizontal
Non-Bleed: 6.75 x 3.375
Bleed: 8 x 4.125
Trim: 7.75 x 3.875
Safety: 7.25 x 3.625

11. One-Quarter Vertical
Non-Bleed: 3.375 x 4.75

12. One-Quarter Horizontal
Non-Bleed: 4.375 x 3.625

13. One-Sixth Vertical
Non-Bleed: 2.125 x 4.75

14. One-Sixth Horizontal
Non-Bleed: 4.375 x 2.25

15. One-Eighth Horizontal
Non-Bleed: 4.375 x 1.5

16. One-Eighth Page
Non-Bleed: 2.125 x 3.5

17. One-Twelfth  Page
Non-Bleed: 2.125 x 2.25

18. One Inch Banner
Non-Bleed: 6.75 x 1

19. Two Inch Banner
Non-Bleed: 6.75 x 2 
20. Eight Inch Vertical 
Non-Bleed: 2.125 x 8

21. Seven Inch Vertical
Non-Bleed: 2.125 x 7

22. Six Inch Vertical
Non-Bleed: 2.125 x 6

23. One Inch 2-Column
Non-Bleed: 4.375 x 1

24. One Inch Vertical 
Non-Bleed: 2.125 x 1

A SWOP-standard proof, pulled 
from the supplied file, must be 
submitted with each 4-color ad. 

Non-Bleed - 1/2” inside 
trim. Non-bleed ads should 
have all elements within this 
measurement.

Bleed - 1/8” outside the trim. 
Elements that “bleed” off 
trimmed page should extend at 
least 1/8” beyond trim.

Trim - The edge of the page

Safety - 1/4” inside of trim 
edge. All image and text not 
intended to bleed should be 
within this measurement.

1. Two Page Spread
Non-Bleed: 14.5 x 9.5
Bleed: 15.75 x 10.75
Trim: 15.5 x 10.5
Safety: 15 x 10

2. Two Page  
One-Half Horizontal
Non-Bleed: 14.5 x 4.75
Bleed: 15.75 x 5.5
Trim: 15.5 x 5.25
Safety: 15 x 4.75

3. Full Page
Non-Bleed: 6.75 x 9.5
Bleed: 8 x 10.75
Trim: 7.75 x 10.5
Safety: 7.25 x 10

4. Two-Third Vertical
Non-Bleed: 4.375 x 9.5
Bleed: 5.25 x 10.75
Trim: 5 x 10.5
Safety: 4.5 x 10

5. Two-Third Horizontal
Non-Bleed: 6.75 x 6.75
Bleed: 8 x 7.125
Trim: 7.75 x 6.875
Safety: 7.25 x 6.375

6. One-Half Vertical
Non-Bleed: 4.375 x 7.25
Bleed: 5.25 x 8
Trim: 5 x 7.75
Safety: 4.5 x 7.25

7. One-Half Horizontal
Non-Bleed: 6.75 x 4.75
Bleed: 8 x 5.5
Trim: 7.75 x 5.25
Safety: 7.25 x 4.75

8. One-Third Vertical
Non-Bleed: 2.125 x 9.5
Bleed: 2.875 x 10.75
Trim: 2.625 x 10.5
Safety: 2.125 x 10

9. One-Third Square
Non-Bleed: 4.375 x 4.75
Bleed: 5.125 x 5.5
Trim: 5 x 5.25
Safety: 4.5 x 4.75

10. One-Third Horizontal
Non-Bleed: 6.75 x 3.375
Bleed: 8 x 4.125
Trim: 7.75 x 3.875
Safety: 7.25 x 3.625

11. One-Quarter Vertical
Non-Bleed: 3.375 x 4.75

12. One-Quarter Horizontal
Non-Bleed: 4.375 x 3.625

13. One-Sixth Vertical
Non-Bleed: 2.125 x 4.75

14. One-Sixth Horizontal
Non-Bleed: 4.375 x 2.25

15. One-Eighth Horizontal
Non-Bleed: 4.375 x 1.5

16. One-Eighth Page
Non-Bleed: 2.125 x 3.5

17. One-Twelfth  Page
Non-Bleed: 2.125 x 2.25

18. One Inch Banner
Non-Bleed: 6.75 x 1

19. Two Inch Banner
Non-Bleed: 6.75 x 2

20. Eight Inch Vertical
Non-Bleed: 2.125 x 8

21. Seven Inch Vertical
Non-Bleed: 2.125 x 7

22. Six Inch Vertical
Non-Bleed: 2.125 x 6

23. One Inch 2-Column
Non-Bleed: 4.375 x 1

24. One Inch Vertical
Non-Bleed: 2.125 x 1

A SWOP-standard proof, pulled 
from the supplied file, must be 
submitted with each 4-color ad. 

Non-Bleed - 1/2” inside trim. Non-
bleed ads should have all elements 
within this measurement.

Bleed - 1/8” outside the trim. 
Elements that “bleed” off trimmed 
page should extend at least 1/8” 
beyond trim.

Trim - The edge of the page

Safety - 1/4” inside of trim edge. 
All image and text not intended 
to bleed should be within this 
measurement.
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Terms and Conditions:
1. �The publisher may reject any advertising 

for any reason at any time, even if 
previously acknowledged or accepted.

2. �Cancellations or changes in advertising 
(including changes in insertion orders) 
will not be accepted by the publisher 
after the issue closing date.

3. �Cancellations must be in writing, and 
none are considered accepted until 
confirmed in writing by the publisher.

4. �Cancellation of a space contract by the 
advertiser or its agency will result in the 
forfeiture of position protection and/
or the contract rate, if any. The rate 
on past and subsequent insertions will 
be adjusted to conform to the actual 
space used at current rates.

5. �The publisher shall not be liable for any delay or failure to print, publish 
or circulate all or any portion of any issue in which an advertisement 
accepted by the publisher is contained if such failure is due to acts of 
God, strikes, work stoppages, accidents, or other circumstances beyond 
the publisher’s control. The liability of publisher, if any, for any act, error, 
or omission for which it may be held responsible at law or in equity shall 
not exceed the cost of the advertising space affected by the error. In no 
event shall publisher be liable for any indirect, consequential, punitive, 
special, or incidental damages, including, but not limited to, lost income 
or profits.

6. �Advertiser and agency represent and warrant that they are authorized to 
publish the entire contents and subject matter of any advertisement in 
any issue or edition and that publication will not violate any law or infringe 
upon any right of any party or result in any claims against publisher. In 
consideration of the publication of an advertisement, the advertiser and 
the agency, jointly and severally, will indemnify, defend and hold harmless  

	�InterMedia Outdoors, Inc., its affiliates, officers, agents and employees 
against any and all losses and expenses (including legal fees) arising 
from or relating to (a) a breach or misrepresentation of the foregoing 
representations and warranties, and/or (b) the publication or contents 
of the advertisement including, without limitation, claims or suits for 
defamation, libel, misappropriation, privacy or publicity rights, copyright 
or trademark infringement, plagiarism, and from any and all similar claims 
now known or hereafter devised or created.

7. �No conditions, printed or otherwise, appearing on the contract, order, or 
copy instructions that conflict with the publisher’s policies or the terms 
and conditions stated herein will be binding on the publisher and to the 
extent inconsistent with the terms herein, these terms and conditions shall 
govern and supersede any such conditions.

8. �The publisher has the continuing right to adjust its rate schedule and 
will regard the failure of an order to correspond to the rate schedule 
as a clerical error and will, without further communication, invoice the 
advertiser based on rates in effect at that time.

9. �The publisher will hold the advertiser and/or its advertising agency 
jointly and severally liable for such monies as are due and payable to the 
publisher. Please be advised that there is no “sequential liability” to the 
publisher. Payment is due upon receipt of invoice. All payments must 
be in United States currency. Advertiser and/or its advertising agency 
are jointly and severally liable for all costs, fees and expenses (including 
attorney or collection agency fees) incurred in connection with the 
collection of all monies due. 

10. �The forwarding of an order is construed as an acceptance of all the 
publisher’s rates and conditions in effect at that time. 

11. �This agreement shall be governed by and construed in accordance 
with the laws of the State of Georgia without regard to conflict of laws 
provisions. Any action or proceeding arising out of or relating to this 
agreement or publisher’s publication of the advertising shall be brought 
in the courts of record in the State of Georgia.

ANNUAL E-COLLAR REVIEW
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For advertisements prepared in InDesign and 
QuarkXPress, place the page layout document 
and all images (InDesign: use Package — Quark: 
use Collect for Output) in one folder. Collect all 
the fonts, both screen and printer, used in the 
document and place them in a folder labeled 
“fonts” inside the document folder. It’s critical that 
you supply all fonts used, even such common ones 
as Times and Helvetica. Different versions of fonts 
with the same name from the same foundry may 
have different metrics or kerning pairs, and these 
differences can cause type to reflow. We will use 
your fonts exclusively for your ad.

Media:
Files can be sent via advertising materials portal*,CD, or by email (must not 
exceed 5MB in size).*Upon completion of your upload to our advertising materials 
portal, please contact your InterMedia advertising materials manager immediately to 
let us know that your files are ready to download. Additionally, we will require a fax 
copy of the ad for preliminary proofing purposes. If your ad is color, we will require an 
acceptable color proof be shipped to us at the earliest date possible.

Advertising Materials Portal:
InterMedia Outdoors maintains an advertising materials portal to support 
advertisers in the quick and easy electronic delivery of digital ad files. The 
IMO Portal is a simple way to transmit large files over the internet. However, 
content proofs are still required for electronically submitted ads (see Proof 
Policy below for requirements). Please contact your InterMedia advertising 
materials manager upon upload to the portal. Portal URL: http://imo.
sendmyad.com

Proofs:
A content proof should be submitted with every ad. All proofs should be at 
100%. Proofs of full-page ads should include registration marks. For color 
ads a properly calibrated, SWOP-certified proof with color bar should be 
included for guidance on press. A list of SWOP-certified systems is available 
at: http://swop.org/certifcation.html#cert. For ads submitted via email or FTP, 
a low resolution PDF or JPEG file is acceptable in lieu of a hardcopy proof. 
The PDF of JPEG file should be clearly labeled “Proof” to differentiate it from 
the high resolution ad file.

Fonts:
We can only accept OpenType or PostScript Type 1 fonts. If TrueType fonts 
are used, they must be converted to outline in Illustrator or a similar program, 
or embedded within a PDF. Type must not have styles (bold, italic, etc.) 
applied in the page layout program. The actual (bold or italic) font must be 
selected.

Document Setup:
For full-page ads, your document page size should match the magazine page 
size. Please include trim marks with 1/8” offset. Bleeds should extend 1/8” 
beyond trim. Two-page ads must be created as two individual pages, not one 
double-size page. Maximum one ad per document.

Images:
Photographic:
Should be saved in TIFF or EPS format, not JPEG, and must not contain extra 
channels. The color space should be CMYK or Grayscale. The maximum ink 
coverage (C+Y+M+K) should be no more than 300%. The effective resolution 
of images should be between 240 and 400 dpi. Images should not contain 
embedded transfer functions or halftone screens. Do not use ICC profiles or 
other color management.

Linework:
Should be saved as a bitmap TIFF. Should have an effective resolution of 
1200 to 2400 dpi.

Vector (EPS logos, etc.):
Images must be embedded, not linked. Fonts must be converted to outline 
(preferred) or embedded within the EPS.
Do not place EPS files inside of EPS files.

Colors:
No RGB or Pantone. Must be CMYK. Total ink coverage must not exceed 
300%. (Exception: if you have paid for a fifth color in your ad it must be a 
Pantone set to Spot.)

Digital Advertising Requirements11 PAGES OF MUST-HAVE GEAR!
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Specifications for Business Reply Mail & Full-Page Advertising Inserts

Quantity:
Please call the Production Manager at 
309-679-5085 for amount for specific 
months.

Minimum Dimensions:
3 7⁄8” deep; 5” from backbone (fold) 
to face (outside edge); 3 1⁄2” flap on 
high-folio side. These measurements 
yield an overall (unfolded) size of 12 
1⁄8” wide by 3 7⁄8” deep. Deliver 
cards folded.

Maximum Dimensions:
11” deep; 8” from backbone 
(fold) to face (outside edge); 4” 
flap on high-folio side. These 
measurements yield an overall 
(unfolded) size of 8” wide by 11” 
deep. Deliver cards folded.

Trim & Lap:
Absolute minimum lap is 3⁄8.” Lap 
should be on low-folio side. Issues 
will jog to the foot; therefore, 1⁄8” 
will be trimmed off the foot of all 
supplied inserts. No trim at gutter 
(backbone). Final magazine size is 
7 3/4” wide by 10 1⁄2” deep.

Live Matter:
Keep vital advertising material (type, logos, and important parts of photos) 1⁄2” 
from final trim.

Perforation:
Perforation must be 60% paper, 40% hole. (If holes are too large, the cards may 
tear apart during binding). Make sure your printer is aware of this specification.

Porosity Specs:
Inserts are fed by vacuum grippers. Insert stock should not be too porous for 
proper feeding. Stock with excessive porosity will cause two or more inserts to 

be picked up at one time (causing a premature depletion of supply); or it may fail 
to pick up an insert at all. Our printer uses the Gurley Porosity Tester. It should 
take at least 25 seconds to force 100ccs of air through the stock, using the Gurley 
Tester. Your insert stock should be Gurley specified and be guaranteed to meet 
the above minimum specifications.

Deadline:
Insertion order committing space must be at our office by closing date for a 
specific issue to allow time for proper pagination, for postal requirements, and 
for press information, etc. Inserts must be delivered by no later than the 20th of 
the month.

Shipping & Packing:
Please advise your printer to follow the specs above. Ship to: Account Manager 
- Wildfowl,  Quad Graphics, West Allis Plant, 555 South 108th Street, West 
Allis, WI 53214-1145. Blueline sample of insert must be provided to the 
Production Manager for approval prior to printing.

Postal Requirements:
The U.S. Postal Service requires that any business reply mail be at least .007 
inches thick (7-point stock). To get card rate, return portion of card should be 
at least 3 1⁄2” by 5”, but not exceed 4 1⁄4” by 6”. All business reply mail must 
comply with postal specifications.

Mailing / Miscellaneous:
Send all advertising materials to:

Production Manager,  
Wildfowl Magazine
2 News Plaza, 2ND Floor
Peoria, IL 61614
309-679-5085
prodmgr_wildfowl@outdoorsg.com

Audited by Audit Bureau of Circulation.



1. TOTAL AVERAGE CIRCULATION

Paid
Subscrip-

tions

Verified
Subscrip-

tions

Total
Paid &
Verified

Subscrip-
tions

Single
Copy
Sales

Total
Paid &
Verified

Circulation
Rate
Base

%
Above or

Below Rate 
Base

Print 26,261 7,327 33,588 6,947 40,535

Digital 1,672 - 1,672 122 1,794

Total Circulation 27,933 7,327 35,260 7,069 42,329 None Claimed

2. PAID & VERIFIED CIRCULATION BY ISSUE

Subscriptions

Issue Paid Verified Total
Single Copy 

Sales

Total
Paid & 
Verified 

Circulation

PRINT

Dec./Jan./Feb. 26,630 3,901 30,531 8,110 38,641
Mar./Apr. 26,852 8,717 35,569 7,566 43,135
June/July 25,302 9,364 34,666 5,164 39,830

DIGITAL

Dec./Jan./Feb. 1,496 - 1,496 138 1,634
Mar./Apr. 2,068 - 2,068 168 2,236
June/July 1,451 - 1,451 61 1,512

TOTAL

Dec./Jan./Feb. 28,126 3,901 32,027 8,248 40,275
Mar./Apr. 28,920 8,717 37,637 7,734 45,371
June/July 26,753 9,364 36,117 5,225 41,342

Field Served: Serving the serious upland bird and waterfowl hunter.

Published by Outdoor Sportsman Group

Frequency: 7 times/year
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Publisher’s Statement
6 months ended June 30, 2015
Subject to Audit
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Additional Information

PRICES

Included in paid circulation are copies obtained through Individual Subscriptions and Single Copy Sales.

Included in verified circulation are copies distributed to Public Place and Individual Use.

DESCRIPTION OF DIGITAL - The Digital Issue is identical to the print product in format and advertising content. The Digital Issue is available at
www.amazon.com, www.itunes.com and www.barnesandnoble.com.

Annual Suggested Retail Price - Subscriptions $19.94
Average Single Copy $4.99

Average nonanalyzed nonpaid circulation for the 6 month period: 774 copies per issue.

Post expiration copies: Average number of copies served on subscriptions not more than three months after expiration was 3,070 or 11.0%
of average paid subscription circulation.

An average of 67 copies are included in Verified Individually Requested that were served to subscribers that ordered the magazine for
which payment was not received.
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We certify that to the best of our knowledge all data set forth in this Publisher’s Statement are true and report circulation in accordance with Alliance for
Audited Media’s Bylaws and Rules. 
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