online adds a valuable dimension
to the brand by bringing visitors the most up-to-date news and
information on whitetail deer hunting, presented with the best
tips and tactics, gear recommendations, trophy buck photos
and the NAW+ mobile app.

North American Whitetail Online: Vital Statistics wonthiyAvs.

Unique Visitors 129,000
Pageviews 797,000
Traffic from Mobile Device 54%
Traffic from Tablet 11%

North American Whitetail e-Newsletter Subscribers

Weekly Distribution 35,000

Source: Google Analytics, September 1, 2014 - August 3f—224=
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PROUD SPONSOR OF: Throughout my many years of hunting, collecting and writing about
JISCLTd  trophy whitetails, Jon Massie has been one of those guys I've found
does things the right way. I met this fellow Kansas resident back in the
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early 1990s, and we've been great friends ever since.

. o . NEXT EPISODE
Jon's no stranger to free-ranging whitetails across the central plains,

having guided a number of clients to trophies and harvesting many big
ones himself. In fact, going into 2013 he'd shot two net Boone & Trekking the Trop ||

Best DIY Whitetail States for 2014

Muzzy Moment: lllinois Hunter Kills 30-Point
Antlered Doe

Crocketts: one a non-typical scoring over 200, the other a typical from
public land.

With such success behind him, Jon felt all of his hunting dreams pr— TS

already had come true. At least, he did until a buck he'd never seen

showed up on one of his trail cameras. ::;‘:;;"""""" z 0 B e St DI I
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The Quest Begins
It was in the 2012 bow season that the wide 10-point typical with
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Advertising Rates

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 0SG
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 0SG 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:

m :15 or:30 pre-roll

m 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.
m 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 0SG 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.

M Available with geographic, contextual or
section targeting.

m 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

0SG Online Properties Complement and Support the Most Effective Multi-Media Marketing Programs

Male: (%) 76.7 Unique Visitors per Month (Mm) 6.6
Age 18-49: (%) 454 Average Time Spent (minutes) 10.2
Average HHI: $77,000 Researched Product Online (%) 85.1
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).

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
Sticky-Medium Rectangle 300 x 250 10
Roadblock 300 x 250; 728 x 90 20
Mobile 320 x50/ 300 x 50 5
Site Placement Advertising Unit Net CPM
Video Pre-Roll: 15 / 30 Seconds 640 x 480 $20/30
Site Skin 1400 x 800 25
E-Commerce Widget Custom, with product integration 25
Site Placement Advertising Unit Net CPM
E-Mail Newsletter (by brand) 728 x 90, 300 x 250 Flat fee; see p. 5

Terms : ROS: Run-of-site (on a specific website). ROC: Run-of-category (hunt, fish, shoot).RON: Run-of-network (all 0SG websites).


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

