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In-Fisherman is the leading multispecies brand with a proven history in 
educating anglers of all levels and bringing new trends to the masses. 
The original influencer, In-Fisherman continues to teach people how to 
catch more and bigger fish, using scientifically proven 
methods of understanding fish behavior.

As the first media brand to embrace a multimedia 
strategy, In-Fisherman continues to reach 
enthusiasts—anglers who read, watch, and 
interact with the best-in-class media platforms for 
multispecies anglers! 
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These pelagics tend to school throughout the year with the larg-est schools forming during the cool months when a thermocline is not present. Even though these fish school at times in groups numbering into the hundreds or even 
thousands and generally work together to herd baitfish in 
a way that benefits the entire school, individuals within 
the school still compete among themselves.Although the primary focus of my angling, and the 
focus of this article, is on white bass, all of the methods 
I mention here work well for all of the aforementioned 
freshwater pelagics.

Locating PelagicsBecause shad location can be predicted to some 
degree, the location of freshwater pelagics can likewise 
be predicted. The predators are located where there is 
an abundance of prey. Slow-tapering main-lake points, 
especially those “pointing” downstream, hold high 
potential all year. Breaklines formed where deep flats 
drop off into the river channel hold fish year-round. 
Expansive humps, especially the sides affected by wind, 
typically hold both shad and pelagic predators through-
out the year. In summer, check the mouths of large coves 
adjacent to the main basin. In winter, check the outside 
bends of large feeder creeks.When considering any of these locations, give prefer-
ence to the side of the feature being affected by the wind, 
as that typically is the area on that feature to concentrate 
fish. I believe wind pushes in on these areas and disturbs 
silt and debris on the bottom, creating a feeding oppor-
tunity where baitfish can find phytoplankton and zoo-
plankton to feed on in greater concentrations than would 
be found elsewhere.

Feeding PosturesOnce freshwater pelagics are found using sonar, 
their “mood” determines the size and speed of presen-
tation used to target them. I divide these postures into 
four groups.

The tighter to the bottom the fish are, the less they’re 
feeding, which requires a smaller and more methodical 
presentation. Using Lowrance color palette #13, or the bot-
tom-fill feature on Humminbird and Garmin units, causes 
the sonar unit to assign a brown color to the bottom and a 
blue, red, yellow color gradation to fish, based on reflectiv-
ity. This allows bottom-hugging fish to contrast with the 
bottom even when there is no target separation between 
the belly of the fish and the lake’s bottom. This is Posture 1.

Posture 2, is where you observe a sprinkling of fish 
along the bottom with definite target separation between 
the fish and the bottom. These fish are more active than 
those described in the scenario above.The next rung on the fish-activity ladder, Posture 
3, is where an abundance of fish are seen in the lower 
2 to 3 feet of the water column with obvious separa-
tion between them and the bottom, and some especially 
active individuals are seen suspended as much as half-
way up off the bottom. In Posture 4, the most aggressively feeding fish 
use the entire water column, typically concentrating 

in the lower two-thirds. Instead of appearing to hold at a single depth, sonar shows “streaking,” both upward and downward, as the fish move quickly within the sonar 
beam as they chase shad. In the warmer months, this 
may be accompanied by fish breaking the surface on 
occasion, or an all-out topwater blitz. When fish display Postures 1 and 2, I start with a 
smaller-profile bait. My favorite is a slab of my own 
design, the Hazy Eye Slab, with a Hazy Eye Stinger Hook 
affixed to the end of the slab opposite the stock treble hook 
(check holdingthelineguideservice.com). I use the 3/8-ounce 

BY BOB MAINDELLE*

FFreshwater pelagics—white bass, yellow bass, striped bass, 

and their hybrids—constantly patrol the open water of large reservoirs in search of for-

age, primarily threadfin shad. They may cover miles of water per day, especially in the 

summer when their metabolism is high, ever-roaming in search of shad. If an area does 

not hold bait, the fish leave the area and keep patrolling until they find what they are 

after. If an area holds an abundance of bait for some time, these predators may not move 

out of that area for days or even weeks.

Consolidating Fish,  Sustaining the Bite 

PHOTO // ISAAC SZABO/ ENGBRETSON UNDERWATER PHOTOGRAPHY

Posture 1

Posture 2

»Posture 2 is where you observe a sprinkling of 
fish along the bottom (only) with definite target 
separation between the fish and the bottom. These 
fish are typically just starting to feed, or ramping 
down from having fed previously. This screenshot 
was taken on a Lowrance Carbon 16 with FishRe-
veal mode activated while in DownScan.

»Posture 1: Using Lowrance color palette #13, 
or using the bottom fill feature on Humminbird 
and Garmin units, causes the sonar unit to assign 
a brown color to the bottom and a blue/red/yel-
low color gradation to fish, based on reflectivity. 
This allows bottom-hugging fish to contrast with 
the bottom even when there is no target separation 
between the belly of the fish and the lake’s bottom. 
Those small yellow/red “lumps” on the brown bot-
tom are individual white bass hugging bottom in 
tough, post-frontal conditions.
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MEDIA KIT In Every Issue

In-Fisherman is known for being on the forefront of new trends in fishing, thus not 
publishing an editorial calendar.  Each In-Fisherman issue contains at least one 
article about:

As well as these regular columns:

Marine Scene:  Boats, motors, electronics, and how to use today’s 
accessories on the water.

Bits and Pieces: Short topics blending fishery science 
with practical fishing experience.

Staff Noteworthy & New: The latest in technology.

Adventures: Where to go right now for great fishing.

Best Fishing Times: Best times of the day and best days 
of the month to fish.

North with Doc: Humor with a message.

Reflections: A bit of philosophy, a moment of nostalgia.

• Largemouth Bass
• Northern Pike and/or Muskie
• Smallmouth Bass

• Crappie and/or Bluegill and/or Perch
• Walleye 
• Catfish
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Bits
Blending Fishery Science with Everyday Fishing

&Pieces BY DR. ROB NEUMANN, STEVE QUINN,  DR. HAL SCHRAMM & RALPH MANNS 

Record Reconsidered
For the Books—South Dakota fishery biologists voided the state’s oldest record fish, a channel cat-fish caught by Roy Groves in 1949, according to a press release by the South Dakota Department of Game, Fish and Parks (GFP). The record was opened due to a 70-year-old fish misidentification.

“Ever since I started working for GFP, anglers have believed it was not a channel catfish, and many of my col-leagues have seen that picture and have quickly said that Mr. Groves’ fish is a blue catfish,” says Geno Adams, GFP fisheries program administrator, in the news release. ”I sent the picture to two South Dakota State University fishery professors and fish identification experts, and both agreed. We feel that, while this is a great fish and a great story, it is time to open the channel catfish category and start fresh.”
 GFP announced they have begun “Catrush 2019,” a social-media push to increase angler interest in catfish, which are abundant and underutilized in South Dakota. It’s also designed to make anglers aware of the Proud Angler and State Record fish platforms that now provide anglers with detailed information on all proud angler fish caught in South Dakota as well as current and past state record fish. 

“Our hope is that people target channel catfish and we have the state record broken multiple times in the next few weeks,” Adams said, in the May 2019 release. “I will go through the state-record applications by the date and time the applications were submitted. We will be keeping the public informed through our Facebook page and our state-record fish web-page. We think it will be a fun way to create interest in cat-fishing.”
In a 2001 article in In-Fisherman  magazine, for-mer managing editor Steve Hoffman wrote about the 

controversy surrounding Grove’s state record, and that the  In- Fisherman staff believed it likely was a blue catfish. He wrote that, beyond Groves’ fish and the world-record 58-pounder taken by W. B. Whaley from Santee-Cooper in 1964, “Our research found only three other fish exceed-ing the 50-pound mark, two from separate pay lakes in California and a third from Tom Baily, a tiny state-owned lake in Mississippi. From the photos we’ve obtained and conversations with lake managers and biologists, these fish might also be blue catfish or even blue and channel cat hybrids misidentified as channel cats.”
Recent evidence showed that the “hybrid” explanation holds possible answers. In March 2019, Josh Gar-cia, fishing with Michael and Teri Littlejohn’s Guide Service, caught a 47-pound catfish from Lake Tawo-kini in Texas, believing it was a new state-record channel catfish, which would have exceeded the previ-ous record by more than 10 pounds. The fish was weighed and a fin clip taken before it was released. Dis-cussions of whether the catfish was a blue or channel cat played out on social media before DNA evidence confirmed that it was in fact a hybrid channel-blue catfish.

In-Fisherman

Anatomy of a Fillet

Conservation Connections—Despite many states restricting fishing during black bass spawning periods, limited research has examined population-level impacts of bed fishing. A recent study examined population effects of catch-and-release bed fishing on nest and repro-ductive success of the Florida subspecies of largemouth bass in 1-acre ponds, some of which were fished and some which were not.* In ponds that were fished, all active nests located by snorkelers were fished.Anglers used a “lure of their choice” and each nest was fished twice per day for a maximum of 30 minutes each time. Angling at a nest stopped when the guardian bass was captured, when the nest was no longer active, or when 30 minutes expired before the guardian bass was caught. Individual nests were not fished again once a bass was caught from it. After capture, bass were moved to a hold-ing pen in the pond (time out of water of one minute or less) and released after one hour.  An individual nest in a fished pond was 46 percent less likely to be successful than a nest in an unfished pond. At 

the population level, however, catch-and-release bed fishing did not affect reproductive success, recruitment (number of age-0 fish produced and still alive in fall), or the percentage of adults that contributed to reproduction.The researchers say their conclusions do not imply that there are no impacts from bed fishing and suggest their results be used for decisions related to bed-fishing regula-tions for Florida bass in waters similar to those examined in this study. They noted that differences between their results and similar work on largemouth and smallmouth bass in more northern regions may be due to differences in repro-ductive behaviors as Florida largemouth bass spawn over a longer time period, are less aggressive when defending their nests and less vulnerable to capture, and exhibit paren-tal care for a shorter time period. ■   
Gabe Gries

*Trippel, N. A., J. S. Hargrove, E. H. Leone, J. D. Austin, and M. S. Allen. 2017. Angling-induced impacts on recruitment and contributions to reproduction in Florida bass. Trans. Am. Fish. Soc. 146:871-887.

Bed Fishing and Florida Bass

»Roy Grove’s former 55-pound South Dakota state-record channel cat-fish, caught from the James River, is believed 
to be a blue cat.

»The all-tackle world-record channel catfish, a 58-pounder taken by W. B. Whaley from Santee-Cooper Reservoir, South Carolina, in July 1964.

Myomere: Blocks of muscle, often forming a “W” pattern. 

Myosepta: Sheaths of connective tissue separating myomeres. Transmits contracting forces of muscle fibers between myomeres. 

»Depending on the species, a skinless fillet is made up of about 75 to 80 percent water, 15 to 20 percent protein, 1 to 10 percent fat, and 1 to 2 percent min-erals and vitamins (ash). Fatty species have less water content, and vice versa.

Steak or cutlet, cross section:  
“white” fish

light or white muscle

lateral line

dark or  
red muscle

dark muscle

region of highest fat 
concentration

backbone

abdominal cavity

fatty fish

White muscle: “Fast-twitch” muscles used for quick bursts of activity. These muscles use anaerobic metabolism, and are better for short swimming bursts, and are fueled by glycogen. These musles fatique more quickly than red muscle. Considered the best-tasting muscle of the fillet.

Red muscle: Dark “slow-twitch” muscle, sometimes called the “mud line.” These muscles are aerobic and need a constant supply of oxygen. This muscle type contains more myoglobin, which carries oxygen and contributes to its dark color. Fish that need endurance for sustained swimming like tuna and striped bass, have more red muscle. Red muscle isn’t considered as palatable as white muscle and is often trimmed from fillets and discarded. This muscle type has a higher fat content.
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Feature Travel Tips 

from In-Fisherman 

Staff & FriendsADVENTURES
■ UPPER MISSISSIPPI RIVER

MINNESOTA
Muskies » River sections from Brainerd to the 

Monticello area have 50-inch-plus fish that go for 

topwaters in August, and continue to bite various 

presentations during fall. Many river areas are scenic 

and some are secluded.

Contact: Guide Luke Swanson, 763/482-0216, 

livinthedreamguideservice.com.

 
In-Fisherman

■ BRISTOL BAY AREA ALASKA

Salmon & More » A spectacular fly-in destination, with fish-

ing for five salmon species and seven species of freshwater 

fish, from a lodge set between two remote lakes. King salmon 

run until about August, with late-summer fishing predominantly 

for silver salmon, monster rainbows, and Arctic char.

Contact: Tikchik Narrows Lodge, 

907/644-3961, tikchiklodge.com.

 
In-Fisherman

■ COLUMBIA RIVER,  
TRI-CITIES AREA WASHINGTON

King Salmon » Lots of water, usually a great run 

of fish, most years weighing 10 to 14 pounds, some 

years more fish around 20, with the occasional 

30-pounder mixed in. Powerful sportfish and great 

on the table. Other available species include wall-

eyes, steelhead, and sturgeon.

Contact: Capt. TJ Hester,  hesterssportfishing.com.
In-Fisherman

■ WEBSTER AREA NORTHEAST SOUTH DAKOTA

Smallmouths » A variety of smaller lakes host options for fish from 2 to 4 

pounds, with Enemy Swim, Roy, Pickerel, Clear, Reetz, and Horseshoe all in the 

mix, plus larger lakes like Waubay.

Contact: Sportsman Cove (baitshop), 605/345-2468, sportsmancove.net.

Kristine Fischer

TIKCHIK  
NARROWS

•

■ TRINITY RIVER TEXAS

Alligator Gar » Catch-and-release fishing for world-class 

alligator gar on the Trinity River system, arguably the finest 

fishery for fish over 100 pounds, including a shot at fish 

exceeding 200.

Contact: Capt. Kirk Kirkland, 214/490-0284, 

alligatorgarfishing.com. 
Rob Neumann

■ WINNIPEG RIVER  
NORTHWEST ONTARIO

Walleyes » The fishing just gets bet-

ter as summer slides into fall, with fish 

of all sizes schooling in necked-down 

sections of the river between Kenora 

and the Whitedog Dam, especially 

around the Minaki area.

Contact: Reid’s Birch Island Resort, 

807/224-3471, reidsbirchislandresort.

com; Perch Bay Resort, 807/468-

9655, perchbay.ca.

 
Jeff Gustafson

■ LAKE GUNTERSVILLE ALABAMA

Largemouth Bass » At more than 69,000 acres, this 

Tennessee River impoundment in northern Alabama 

offers some of the country’s hottest topwater action for 

4- to 7-pound bass, with potential double-digit bass 

keeping anglers on constant edge. 

Contact: Guide Jim Leary, 

guntersvillebassguides.com
, 256/698-6593. 

 
Steve Ryan

■ LAKE ERIE MONROE, MICHIGAN

Perch » Walleyes get a lot of attention, but by August, 

schools of perch also gather in various parts of this pro-

ductive lake, with one popular area in the West Basin, just 

south of Detroit.

Contact: Stray Cat Fishing Charters, 734/787-0030, 

straycatsportfishingcharters
.com.

In-Fisherman

■ LAKE ST. CLAIR MICHIGAN

Smallmouths » An abundance of fish, with many over 

4 pounds, concentrate during late summer to produce 

intense fishing. Giant muskies also are available.

Contact: Capt. Art Ferguson, artoffishing.com; Capt. 

Kevin Long, longcast.com.

 

Hal Schramm

■ LAKE SUPERIOR, ISLE ROYALE MINNESOTA

Lake Trout » Fjords, bluffs, gorgeous scenery, and big lake trout await 

at this remote destination that’s 17 miles from Portage, Minnesota, by 

boat. Rocky trout structure is everywhere. Campers and boaters who 

stay need to call for permits. Ask about ferry services.

Contact: All-Out Charters, 218/600-0765, alloutcharters.com; Isle 

Royale Permits, 906/482-0984. ■

 

Matt Straw
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North with Doc BY GREG KNOWLES* I l l u s t r a t i o n s  b y  P e t e r  K o h l s a a t

M
Then there is Doc. He would prefer catching boat-loads of biggies. 
“I don’t think it works that way,” I said. We were at Knobby’s Kezik Lake outpost in Northwest Ontario, relaxing after a long day on the water, looking out over a spectacular, island-dotted fish factory.“Why not?” Doc said. “Isn’t it better to boat a dozen pike over 36 inches than twice that many under 24?”I said, “Since neither of us has ever caught that many big green slimers at one sitting, your wishful fishing has no basis in reality.”

“Okay, try this reality,” Doc said. “How many times have we been at a honey hole, and caught what looks like the same fish over and over?” “You mean like today?” I said. “Exactly,” Doc said.
“But of the dozens we caught and released, I didn’t see any that had been damaged by our previous hook-ing,” I said.
“If they weren’t repeaters, there must have been hundreds of identical twins circling our salted min-nows,” Doc said.
“So, where were the bigger ones?”“Or, for that matter, the smaller ones?” Doc said.We thought that over while sipping our adult bev-erages, and Doc said, “Do you think it’s possible to find a herd of pike...”

“A herd? Didn’t we already try walleye herding some years ago?”
“This is different,” Doc said. “What I want to do is locate a whole bunch of fish in one spot that are larger than the general population.”“Well, if they are those species that swim in groups...” 

“Schools or shoals?” Doc said.“Excuse me?” I said.
“Schools are groups of the same species that swim in a common direction,” Doc said. “They coordinate their movement to dis-courage predators, and make hunting for food more efficient. On the other hand, shoals are groups of fish, not necessarily of the same species, that aren’t as orga-nized as schools, but they like to hang around together.”

“Get that from Google?”
“Absolutely,” Doc said. “My kids showed me how to point and click and scroll.”

Doc’s Herd Mentality

Most fishermen I know want to hook the biggest fish they can. A smaller percentage of anglers are content with quantity over quality. 

“So schools of fish would be like tuna, and shoals of unrelated cold-blooded creatures would be like, uh, Congress?”
“A quaint description, but accurate,” Doc said. “How about walleyes?”
“A little bit of both,” Doc said. “I’m thinking they probably lean toward schools for protection when they are small, then shoal with smaller pike as they grow up, and finally become monsters that are big and mean enough to hunt alone.”

“Did you just make that up?”“Sure, but it sounds logical, doesn’t it?”“Except for shoaling with pike,” I said. “We’ve caught a lot of footlong northerns that had no problem attacking a lure almost as big as they were, so I don’t think walleyes would welcome feisty little Esox lucius critters to their family gatherings.”“Esox lucius?”
“I can point and click and scroll, too, Doc.”“Touché!” Doc said. “But consider this. Remember times when we fished the edges of the rapids a week or two after ice-out?”
“Oh, yeah.”
“Toss a heavy spoon in there, and we’d catch a wall-eye, then a pike, then another pike, and another walleye. So they may not be schooling or shoaling, but they are certainly in the same neighborhood.”I said, “After spending a sluggish winter under the ice, I bet the hungry fish go to where the food is, and 

maybe seek more oxygenated water. Hanging around near the rapids, they can satisfy both needs.”
“Then you have to consider that walleyes are piscivorous,” Doc said.“Let me guess. They eat other fish?”
“And sometimes their own  species.”
“That’s understandable, since there’s not a lot for them to eat in these lakes other than fish,” I said. “No potato salad. No chips and salsa.”“You remember when we saw a pike take a duck?”

“I’ll never forget,” I said. “That had to be one starving fish to go after a mallard.”
“I read a study that found when there is a severe shortage of food, can-nibalism is a big factor in walleye sur-vival,” Doc said.
“Seems drastic to me, even in nature.”
“It’s called ‘the lifeboat effect.’”“You mean...”
“Yup. When people are in a life-boat hundreds of miles from land, and the food runs out, the fat guy in the Hawaiian shirt starts looking like prime rib,” Doc said. “There are many documented cases during extreme famine, and especially shipwrecks, when people snacked on their com-panions.”

“I wouldn’t want to be ship-wrecked with Aunt Lucy,” I said.“I’d rather take my chances with the sharks,” Doc said, with an invol-untary shudder.
“So what’s your strategy to catch the biggest fish?”
“There must be a place in the lake where lots of lunkers lurk.”
“Your alliteration is awesome, Doc.”
“I assumed you’d appreciate it,” Doc said. “I’ll fire up the fish finder in the morning, and go search for a humongous honey hole.”
“May I join you?”
“Only if you drive the boat.”“It would be my pleasure.”“I know,” Doc said.
The next morning the attorney and banker motored away to fish the narrows in the south. The police-man and the kid headed north to troll the points and shallow stands of new spring reeds. Doc and I took off to deep water in search of a shoal of super-sized fish.

O u r  m i s s i o n 
was made more 
d i f f i c u l t  by 
there not being 
m u c h  d e e p 
water, which is 
a trait of many 
Canadian Shield 
lakes formed after the glaciers melted. Sure, we found some areas way offshore that reached 30 feet, but no fish blips registered on the screen. Same thing with 20 foot drop-offs by sheer rock walls. No suspended fish.

“I suppose there could be giant walleyes hugging the bottom,” Doc said, “or pike hiding in crevasses, but I can’t see them.”
For most of the day, we lowered jigs into the darkest depths we could find, worked them hard, and got squat. 
“Maybe it’s too close to the spawn,” I said. ‘Maybe the water temperature is too low down deep. Maybe our bait needs to be more like what they eat.”

“Or maybe the biggest fish are loners,” Doc said. “No schools. No shoals. Just a bunch of Mr. Bigs scat-tered all over the lake.”
“Then how do we catch them?” “Lots of hard work, and more than a little luck.”
A few more hours, and I said, “Let’s go home, Doc. Tomorrow I’m looking forward to better results.”When we returned to the cabin late that afternoon, the boys had already arrived. It was the third day of our week in the Bush, and that meant steaks instead of fish. The attorney was busy chopping greens and tomatoes for salads, while the kid checked on foil-wrapped pota-toes in the oven.

I gave the T-bones a shave with my filet knife, sprinkled on some sea-soning, and tossed them on the red hot propane grill. Doc mixed a cock-tail so enormous it would have cost $146.50 at an airport bar. As the meat sizzled, we listened to the loons as the sun dipped below the pinetops.The banker and policeman were uncharacteristically quiet, with huge grins plastered on their faces. For a minute I thought they might have got-ten into Doc’s booze stash, but then they finally blurted out why they were so pleased with themselves.

In the far south, at the tip of a treefall in six feet of water, the banker hauled in a near-trophy wall-eye that hit a crawfish-pattern jerk-bait. The policeman, way up north, netted and released a 44-inch pike that inhaled a Professor #3 spoon. They showed us iPhone photos.“Looks l ike that proves my hypotenuse,” Doc said.
“A hypotenuse is the longest side of a right triangle,” I said. “Per-haps you meant to say it proves your hypothesis, which is a theory based on little or no evidence.”

“Okay, smarty pants,” Doc said. “Why do you think they caught big fish today while we got nothing?”“Just like you said. It’s a combi-nation of hard work and luck. But you also have to match the lure to the location, and then present it in a way that the fish will consider it food.”
“If the fish aren’t there in the first place, all that technique and luck don’t matter, do they?” Doc said.“That’s a fair argument,” the banker said. 

“Well, they may be exceedingly rare, but I still think there are shoals of bull walleyes and pike out there somewhere,” Doc said. 
“Speaking of rare,” the attorney said, “if you like your steak on the pink side, you better check the grill.”After an exceptional meal, we did the dishes, and cleared the kitchen table to play cards.

“What’s next, Doc?” the police-man said. “You gonna go fishing for the Loch Ness Monster?”
“Great idea,” Doc said, shuffling a fresh deck of Bicycles. “I wonder if Nessie likes salted minnows?” It’s no secret my dentist and fish-erman friend has some severely weird ideas, but he never ceases to entertain. “Thanks, Doc.” ■

*North with Doc columnist Greg Knowles lives in Green Valley, Arizona. A 5-volume set of the first 20 years of North with Doc is available in e-reader form at  amazon.com.
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New and Unique Fishing 

Stuff, as Reviewed by the 

In-Fisherman Staff

Ion Electric
The Bubba Lithium Ion Electric Fillet Knife has an ergonomic 

non-slip grip and four blades: 7- and 9-inch EFLEX, and 9- and 12-inch 

ESTIFF. Blades are high-carbon stainless steel and with titanium nitride 

coating for corrosion resistance. Includes safety lock, trigger guard, 

EVA molded case, secondary replacement battery, and charging cord. 

110-V corded model also available—$189.95 (Lithium ion) and $125.99 

(corded), bubbablade.com

Long Snip Cheaters 

The 3X-magnification lens and LED Light on the 

Boomerang Long Snip  Cheaters 

make  working with tiny tackle a breeze. A 

36-inch retractable tether keeps the tool 

close at hand. The lens holds in various 

positions and stores out of the way. 

Cuts 50-pound braid, mono, and 

fluorocarbon lines—$21.99 (no 

light), $24.99 with light,    

boomerangtool.com

Dual-Purpose Batteries

Odyssey Marine Dual-Purpose batteries are 

built with Thin Plate Pure Lead technology and Absorbed 

Glass Mat construction to power trolling motors, start 

engines, and run high-end electronics. A variety of battery 

sizes are vibration resistant, won’t spill, and have a limited 

two- to four-year replacement warranty. Check pricing and 

a lineup of chargers at odysseybattery.com

Add-A-Hook
The Bullet Weights Mr. Crappie Add-A-Hook 

eliminates the need to tie knots when you want to add a 

hook, creating a double rig. With an eyelet in the middle 

and a snap on each end, wrap the line four or five times 

around each end, then pull the line into the snaps. It’s 

stainless steel so it doesn’t rust—$3.99 (10-pack),  

bulletweights.com

Money in the Bank
Techron Marine Fuel System 

Treatment is specially formulated to keep 

fuel systems running clean and without cor-

rosion in salt- and freshwater environments. 

Provides up to 24 months of fuel stabilization 

and protects against the effects of ethanol-

blended fuels. Improves throttle response and 

problems with cold starts and rough idling. 

Improves overall engine performance. One 

ounce treats 10 gallons—$5.99 (4 oz.), 

$13.99 (10 oz.), and $95.00 (128 

oz.), techronclean.com

Like Magic
Berkley’s PowerBait MaxScent lineup 

turns curious bass into biters by releasing a 

powerful scent field. And once they bite they 

won’t let go. The General, a super-soft yet 

durable stickworm, is recently offered in 4- and 

6-inch sizes to complement the original 5-inch 

offering—$6.99, berkley-fishing.com

  

Carry It All
Yeti Camino Carryall, an all-purpose tote bag, is made from waterproof, 

ultra-durable, and easy-to-clean material. It keeps your wet boots and waders 

contained, dry gear protected, and is a tough barrier from sharp hooks and tools. 

The big-mouth opening allows easy-access. Shoulder and crossbar handles 

make carrying easy—$149.99, yeti.com

Combo Portable 
Charger
JumpSmart Portable Vehicle Jump 

Starter is a combo starter/1,100-lumen 

LED flashlight and powerbank with a 

37,000-mWh Lithium polymer battery 

with peak current of 400 amps. Power-

ful enough to jump start up to 8-cylinder 

5-L engines and works on boats, ATVs, 

and more. Also charges USB devices, 

including phones and tablets—$119.99, 

limitlessinnovations.com

Super Sharp
New jig hooks from Eagle Claw, in the 570 Pro-V Aberdeen 

Jig Hook lineup, include the Lazer Sharp L570V, and 

the Trokar TK570V. Lazer Sharp hooks offer needle-

point technology, while Trokar hooks offer surgically sharp-

ened triple-sided points. The Pro-V bend offers strength in 

a light-wire hook, while the bend keeps fish pinned once 

they’re hooked. Sizes range from 1/0 to 4/0—check pricing 

at eagleclaw.com

Deck Grippers
XTRATUF, famous for deck boots and other marine 

footwear, has lowered the line on their popular ankle 

deck boots to create a Men’s Waterproof 

Slip-On Deck Shoe, that’s waterproof 

(neoprene and rubber upper) and comfort-

able, with a slip-resistant chevron outsole. 

A special liner keeps feet cool and dry. 

Weighing about 1.9 pounds—$85, 

xtratuf.com ■



MEDIA KIT 2020 Ad Close Dates

DEC/JAN/FEB

Closing Date
October 9, 2019
On Newsstand

December 10, 2019

MARCH/APRIL

Closing Date
December 10, 2019

On Newsstand
February 11, 2020

MAY

Closing Date
February 6, 2020
On Newsstand

April 7, 2020

OCT/NOV

Closing Date
July 16, 2020

On Newsstand
September 15, 2020

AUG/SEPT

Closing Date
May 20, 2020

On Newsstand
July 21, 2020

JULY

Closing Date
April 23, 2020
On Newsstand
June 23, 2020

JUNE

Closing Date
March 20, 2020
On Newsstand
May 19, 2020

* Dates subject to change

MEDIA KIT



MEDIA KIT 2020 Special Interest Publications
2020 In-Fisherman Guide Magazines

ICE FISHING TACTICAL GEAR GUIDE and ICE FISHING GUIDE 
are strategically timed to offer the ice angler the latest information 
on rods, reels, tip-ups, floats, electronics, boots, augers, spuds, 
lures, shelters, shacks and more! The Ice Fishing Guides also feature 
principal patterns and systems for catching perch, pike, walleyes, 
crappies, trout, and more.

US $5.99

ICE FISHING TACTICAL GEAR ICE FISHING GUIDE

Closing Date 
August 6, 2020
On Newsstand 
October 6, 2020

Closing Date 
October 1, 2020
On Newsstand 

December 1, 2020

Distribution: 60,000 Distribution: 60,000

CATFISH IN-SIDER GUIDE 
gives you new insights 
on catching channel cats, 
flatheads, and blues, plus 
what’s new with rods, reels, 
boats, motors, hooks, fishing 
line, natural baits, and catfish 
accessories. 

WALLEYE GUIDE is filled with 
timely features on the nature of 
walleyes, state-by-state notes, 
tactical fishing traditions and 
trends, tackle, boats, motors, 
electronics, and more!

BASS GUIDE is America’s 
first national bass review, a 
comprehensive guide to what’s 
new in tackle, rods, reels, 
electronics, boats, motors, and 
more.

CATFISH GUIDEWALLEYE GUIDE BASS GUIDE

Closing Date
December 18, 2019

On Newsstand
February 18, 2020

Closing Date
January 24, 2020
On Newsstand
March 24, 2020

Closing Date
February 28, 2020

On Newsstand
April 28, 2020

Distribution: 60,000 Distribution: 60,000 Distribution: 60,000



MEDIA KIT 2020 Demographic Highlights

 
Spent Money on Fishing Gear, Equipment and Apparel, Past 12 mos.   90%

Average Amount Spent on Fishing Gear, Equipment and Apparel, Past 12 mos.    $745
Purchased Fishing Lures, Past 12 mos.   79%

Purchased Monofilament Line, Past 12 mos.   70%

Purchased Flurocarbon Line, Past 12 mos.   36%

Household Owns a Boat   86%

V-Hull Fishing Boat   51%

Bass Boat   33%

Fish and Ski/Powerboat   14%

Canoe   19%

Jon Boat   18%

Household Owns a Motor   79%

Outboard Motor   76%

Trolling Motor   67%

Household Owns/Leases 1+ Pick Up Truck(s)   46%

Household Owns/Leases 1+ Sport Utility Vehicle   51%

Household Owns/Leases 1+ Van   18%

Household Owns/Leases 1+ Car   59%

Household Owns/Leases Domestic Only   66%

Household Owns/Leases Import and Domestic   27%

Household Purchased Vehicle Only   96%

Personally Responsible for Maintaining Vehicle(s)   60%

Purchased Aftermarket Auto Accessories for Vehicles, Past 12 mos.   95%

Household Owns Any Home Improvement Tools   94%

Hand Tools   87%

Law Mower   75%

Saw   67%

You or Other Household Member Did Any Household Improvement Work or 
Any Home Remodeling   91%

Total Audience   3,184,000 
Men  90%

Women  10%

Median Age  48.3
Married  74%

Attended College  67%

Professional/Management  22%

Craftsman/Tradesman  29%

Average Household Income  $96,000
Average Household Net Worth  $717,000
Went Fishing, Past 12 mos.   97%

Went Freshwater Fishing, Past 12 mos.   97%

Went Ice Fishing, Past 12 mos.   30%

Went Shore Fishing, Past 12 mos.   48%

Went Fly Fishing, Past 12 mos.   16%

Went Salt Water Fishing, Past 12 mos.   16% 

Average Number of Days Fished, Past 12 mos.      47.1
Average Number of Days Spent Freshwater Fishing, Past 12 mos.   36.5
Average Number of Days Spent Ice Fishing, Past 12 mos.   3.6
Average Number of Days Spent Shore Fishing, Past 12 mos.   10.4
Average Number of Days Spent Saltwater Fishing, Past 12 mos.     1
Average Number of Days Spent Fly Fishing, Past 12 mos.   2.3
Took an Overnight Fishing Trip within the U.S., Past 12 mos.       63%

Average Number of Overnight Trips Taken within the U.S., Past 12 mos.   3.6
Own Fishing Rod   99%

Own a Baitcasting Rod   86% 
Own a Spinning Rod   83%

Own a Spincasting Rod   70%

Own Fly Fishing Rod   47%

Own Ice Fishing Rod   42%

Own Fishing Reel   91%

Own Baitcasting Reel   79%

Own Spinning Reel   77%

Own Spincasting Reel   60%

Own Fly Fishing Reel   42%

Own Ice Fishing Reel   36%    
 

 % Comp  % Comp

Sources: MRI Spring 2019 Doublebase (audience, m/f, Age) Most Recent Accelara In-Fisherman Subscriber Study.



MEDIA KIT 2020 General Advertising Rates
Effective July 1, 2019

Covers
Cover 2 $14,700 
Cover 3 13,850
Cover 4 15,500

4-Color 1x 3x 5x 7x
Full Page $11,664 $11,080 $10,526 $10,000 
2/3 Page 8,988 8,538 8,111 7,706 
1/2 Page 7,821 7,430 7,058 6,706 
1/3 Page 5,492 5,217 4,956 4,708 
1/4 Page 4,321 4,105 3,899 3,704 
1/6 Page 3,158 3,000 2,850 2,708 

B&W 1x 3x 5x 7x
Full Page $8,648 $8,216 $7,805 $7,415 
2/3 Page 6,658 6,325 6,009 5,709 
1/2 Page 5,797 5,507 5,232 4,970 
1/3 Page 4,066 3,863 3,670 3,486 
1/4 Page 3,200 3,040 2,888 2,744 
1/6 Page 2,346 2,229 2,117 2,011



MEDIA KIT 2020 Small Space Advertising Rates

 4-Color  1X 2X 3X 5X
 1 INCH  1.625" x 1"  $350   $341   $333   $324 
 1.5 INCH  1.625" x 1.5"  526   513 500   488 
 2 INCH   1.625" x 2"  701   683   666   650
  3.425" x 1"  701   683   666   650 
 2.5 INCH  1.625" x 2.5"  876   854   833   812 
 3 INCH 1.625" x 3"  1,051   1,025   999   974 
  3.425" x 1.5"  1,051   1,025   999   974
 4 INCH 1.625" x 4"  1,401   1,366   1,332   1,299
  3.425" x 2"  1,401   1,366   1,332   1,299
 6 INCH 1.625" x 6"  2,101   2,048   1,997   1,947 
  3.425" x 3"  2,101   2,048   1,997   1,947
 8 INCH 1.625" x 8"  2,803  2,733   2,665    2,598 
  3.425" x 4"  2,803  2,733   2,665      2,598

 B&W  1X 2X 3X 5X
 1 INCH  1.625" x 1"  $297   $290 $282 $275
 1.5 INCH  1.625" x 1.5"  447 436 425 414 
 2 INCH   1.625" x 2"  596 581 567 552
  3.425" x 1"  596 581 567 552 
 2.5 INCH  1.625" x 2.5"  745 726 708 691
 3 INCH 1.625" x 3"  893 871 849 828 
  3.425" x 1.5"  893 871 849 828
 4 INCH 1.625" x 4"  1,191 1,161 1,132 1,104
  3.425" x 2"  1,191 1,161 1,132 1,104
 6 INCH 1.625" x 6"  2,101 2,048 1,997 1,947
  3.425" x 3"  2,101 2,048 1,997 1,947
 8 INCH 1.625" x 8"  2,803 2,733 2,665 2,598
  3.425" x 4"  2,803 2,733 2,665 2,598

GOING PLACES ADVERTISING RATES      Effective July 1, 2019 

MEDIA KIT



MEDIA KIT 2020 General Advertising Rates for Guides

 4-Color 1X 2X 3X 5X 
 Full Page  $3,430 $3,290 $3,145 $3,020
 2/3 Page  2,640 2,540 2,425 2,320
 1/2 Page  2,300 2,210 2,105 2,020
 1/3 Page  1,605 1,550 1,485 1,420
 1/4 Page  1,270 1,220 1,170 1,115
 1/6 Page   925 920 850 810

 B&W 1X 2X 3X 5X
 Full Page  $2,540 $2,435 $2,330 $2,245
 2/3 Page  1,960 1,885 1,805 1,725
 1/2 Page  1,705 1,635 1,560 1,500
 1/3 Page  1,190 1,145 1,105 1,055
 1/4 Page  945 900 865 800
 1/6 Page  690 660 630 605

Covers
Cover 2 $4,290
Cover 3 4,115
Cover 4 4,430

US $5.99

IN-FISHERMAN GUIDES
Effective July 1, 2019 

MEDIA KIT



MEDIA KIT

In-Fisherman Magazine continues the success of B.E.E.M–featuring the latest & greatest in boats, engines, electronics, motors & 
accessories in our Mar/Apr 2020 issue. On-sale during the heart of boat show season around the country!

®

VOLUME 44// NO.1  March / April 2019

INFP-190400-COV.indd   1 1/4/19   9:03 AM

ELECTRONICS 
 TECHNOLOGY 

BOOM

BEST IN  
BOAT  

CONTROL 
TOOLS

RIGGED & READY!
Equipment Guide  

2019

THE LATEST 
OUTBOARDS

B.E.E.M.
BOATS ENGINES ELECTRONICS MOTORS

  
in BOATS

• (1) editorial product review 
in exclusive B.E.E.M section 
representing brand innovations 
and features for the current year; 
includes a link to product website.

• Articles will appear on In-Fisherman.
com as well, after on-sale date of 
the magazine.

• Choice of (1) Supporting Ad Unit
• Full Page: $8,500
• Half Page: $5,000

•  Amplify your reach with 
custom digital and social 
extensions:(custom packages & 
pricing available upon request)

• Custom Content
• ROS Banners
• Native In-Stream Unit
• E-Blast
• Social Integration

Special Advertising Package includes: 

Full or half page ads only special Net pricing of $8500/page, $5000/half page as a onetime 
offer. Net 30 days terms for open accounts. On-sale 2/11/20
Source: MRI 2019 Doublebase, Most recent subscriber study for boat owners, HHI and days spent fishing.

OUR 3.3 MILLION MONTHLY ANGLERS  
ARE AFFLUENT AND ENGAGED!

• 86% of readers are boat owners
• $96,000 average household income
• 47 days annually spent fishing, average

B.E.E.M.
BOATS ENGINES ELECTRONICS MOTORS



MEDIA KIT

Two of the most powerful print brands have teamed up to deliver your 
company’s marketing message to over 4.3 million bass anglers during the 
heart of the season! 

 Bass Bonanza Advertising Package Includes:
• A special 16-page section dedicated to 

bass fishing techniques and gear to run 
in the May 2020 issues of BOTH  
In-Fisherman and Game & Fish (south  
region) issues

• On-sale first week of April 2020 
• 260k total combined circulation

• The same great content in both 
publications but to two different 
audiences will increase reach and drive 
purchase

• Choice of (1) Supporting Ad Unit:
• Full Page: $13,250
• Half Page: $8,745
• Third Page: $6,095 

• Expand your bass-focused 
marketing plan by including 
the In-Fisherman Bass Guide 
and Game & Fish Major League 
Fishing special issue...   
both on sale in early March

CONTACT: 
Derek Sevcik  |  EVP, Group Publisher & Operations
Phone: 717-695-8096  |  Email: Derek.Sevcik@outdoorsg.com

Michael Cassidy  |  Publisher
Phone: 407-325-0992  |  Email: michael.cassidy@outdoorsg.com

Net color rates. Net 30 days terms for open accounts.
Source: MRI 2019 Doublebase.

®®

®
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“SOUND SCIENCE”
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MORE BASS
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■ PRIME TIME CHANNEL CATS

■ NEW TACKLE & GEAR
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THE BEST BAITS, RIGS, RIVERS AND TIMES FOR CHUNKY SMALLMOUTHS

FIND THE LUNKERS

14
Hunting & FisHing tools 

tHat Will CHange Your season

TIPS AND TACTICS, 
FOR BIG BUCKS

ADVANCED SETUPS 
FOR MALLARDS

NEW WAYS TO
SWEET TALK TOMS

The Regional Outdoor Guide
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Bass Bonanza



MEDIA KIT In-Fisherman TV

PROGRAMMING 

13 original episodes with a run time of roughly 29 minutes, including 
commercials, per episode
New episodes will run on Outdoor Channel:
• 7 new episodes, 6 re-airs in Q1 2020
• 6 new episodes, 7 re-airs in Q2 2020

All episodes will re-air on Sportsman’s Channel:
• 13 re-airs Q3 2020
• 13 re-airs Q4 2020

104 airings in total on Outdoor Channel
104 airings in total on Sportsman Channel

• In-Fisherman TV is the only fishing show that has 3 different species in 3 
different locations in North America in every show.

• In-Fisherman TV has won 20 prestigious industry awards and was voted 
the best fishing show for 5 years in a row. 

• In-Fisherman TV has been on the air for over 40 years and is one of the 
top-rated fishing shows on cable TV year after year.

• In-Fisherman TV delivers multiple product category integration into every 
show that features “how to” on-the-water usage with unparalleled product 
knowledge, which helps sell more product for our sponsors.

Reaching 32 million HH on Outdoor Channel.

CUSTOM SPONSORSHIP OPPORTUNITIES AVAILABLE. FOR MORE INFORMATION PLEASE CONTACT: 
Contact: Derek Sevcik  |  EVP, Group Publisher & Operations
Phone: 717-695-8096  |  Email: Derek.Sevcik@outdoorsg.com * Scheduling subject to change



MEDIA KIT

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

2020 Ad Sizes & Mechanical Specs.

Typical Advertising Sizes and Mechanical Specifications: 
Trim Size: 73/4 w x 101/2 h

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.

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



MEDIA KIT Digital Audience

In-Fisherman is a powerful convergence of multi-media products, including award-winning magazines, special interest 
publications, acclaimed television show, books, DVDs and digitally-delivered content. As such, In-Fisherman is uniquely positioned as 
the leading content provider to freshwater fishing enthusiasts – resulting in the industry’s most respected companies’ reliance on the 
power of the In-Fisherman brand to deliver results for 40+ years.

Source: Site Traffic and Gender skew based on Google Analytics data October 2018-September 2019. Age and Income demographics from Salesforce Audience Studio using audience profile data from Neustar and Eyeota, October 2019. E-Newsletter Subscribers 
from Exact Target for publications and What Counts for networks as of October 2019. Social Audience reflects Followers or Likes for OSG Social content on Facebook, Twitter, Instagram, and YouTube (where appropriate) as of October 2019.

186K

A18-45

Average HHI 60K+ 59%
Male (%) 88%
Annual Page Views 4,487,871
Avg. Time Spent 2:41
Avg. Pages Per Session 1.5
Traffic From Mobile/Tablet 72%
eNewsletter Subscribers 114,924
Social Media Followers 168,822

MEDIA KIT

Avg. Monthly Uniques

75% Monthly 
Distribution



MEDIA KIT 2020 Terms & Conditions

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 KSE Sportsman Media, 
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 Minnesota 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 Minnesota. 



MEDIA KIT 2020 Magazine Requirements & Specs.

General Production Information: 

Production Manager 
In-Fisherman 
6385 Flank Drive, Suite 800 
Harrisburg, PA 17112-2784 
717-695-8088 
melissa.williams@outdoorsg.com
Trim Size: 7¾-in. wide x 10½-in. high
Non-Bleed: 1/8-in. inside trim. Non-bleed ads should have 
all elements within this measurement.
Bleed: 1/8-in. outside the trim. Elements that “bleed off” 
trimmed page should extend at least 1/8-in. beyond trim.
Trim: The edge of the page.
Safety: 1/4-in. inside of the trim edge on all four sides for 
a total 1/2-in. safety both vertically and horizontally. All 
image and text not intended to bleed should be within this 
measurement.
Please contact the production manager for specs, quantities, 
and delivery information for supplied inserts and cards.

Advertising File Requirements:

OSG requires that ads be submitted in PDF/X-1a format.
Files must have:
All fonts embedded.
Page geometry defined and consistent (trim, bleed, and 
media/art boxes).
Correct color space for all elements (CMYK or grayscale).
Spot colors converted to CMYK.
Color and grayscale image resolution between 266 and 300 
ppi at 100% placement.
Bitmap image resolution between 600 and 1200 ppi.
Total ink coverage should not exceed 300%.

Advertising File Submission:

Outdoor Sportsman Group maintains an advertising materials 
portal to support advertisers in the quick and easy electronic 
delivery of digital ad files:
osg.sendmyad.com



Publisher's Statement
6 months ended June 30, 2019, Subject to Audit

Annual Frequency: 8 times/year

Field Served: Freshwater Fishing.

Published by  Outdoor Sportsman Group - Integrated Media

Learn more about this media property at auditedmedia.com

  EXECUTIVE SUMMARY: TOTAL AVERAGE CIRCULATION
Total

Paid & Verified
Subscriptions

Single
 CopySales

Total
 Circulation

Rate
 Base

Variance
 to Rate Base

165,770 13,003 178,773 None Claimed

  TOTAL CIRCULATION BY ISSUE
  Paid Subscriptions   Verified Subscriptions  

Total
Paid & Verified
Subscriptions

  Single Copy Sales  

Total
Paid & Verified

 Circulation - Print

  Total
 Paid & Verified

 Circulation
 - Digital Issue

 

Total
 Paid & Verified

 Circulation

 

Issue

 

Print

 

Digital
Issue

Total
Paid

Subscriptions

 

Print

 

Digital
Issue

Total
Verified

 Subscriptions

 

Print

 

Digital
Issue

  Total
Single Copy

 Sales
Jan/Feb 165,053  2,433  167,486    937    937    168,423    17,960  14  17,974   183,950    2,447    186,397    

Mar/Apr 163,186  2,370  165,556    936    936    166,492    11,833  6  11,839   175,955    2,376    178,331    

May 162,423  2,383  164,806    936    936    165,742    10,434  46  10,480   173,793    2,429    176,222    

Jun 159,103  2,386  161,489    936    936    162,425    11,700  18  11,718   171,739    2,404    174,143    

Average 162,441   2,393   164,834      936      936      165,770      12,982   21   13,003    176,359      2,414      178,773      

  SUPPLEMENTAL ANALYSIS OF AVERAGE CIRCULATION

Print
Digital
Issue Total % of Circulation

 Paid Subscriptions
Individual Subscriptions 162,441    2,393    164,834    92.2    

Total Paid Subscriptions 162,441    2,393    164,834    92.2    

 Verified Subscriptions
Individual Use 936        936    0.5    

Total Verified Subscriptions 936        936    0.5    

Total Paid & Verified Subscriptions 163,377    2,393    165,770    92.7    

 Single Copy Sales
Single Issue 12,982    21    13,003    7.3    

Total Single Copy Sales 12,982    21    13,003    7.3    

Total Paid & Verified Circulation 176,359    2,414    178,773    100.0    

  VARIANCE OF LAST THREE RELEASED AUDIT REPORTS
  Audit Period

 Ended
 

 Rate Base
 

 Audit Report
  Publisher’s
Statements

 

Difference
  Percentage
of Difference

6/30/2018    None Claimed    173,135    173,135             

6/30/2017    None Claimed    175,908    175,908             

6/30/2016    None Claimed    198,467    197,746    721    0.4     

  Visit auditedmedia.com Media Intelligence Center for audit reports

  PRICES

Suggested
 Retail Prices (1)

  Average Price(2)

Net
  Gross

 (Optional)
 Average Single Copy $4.99     

 Subscription $16.00     

 Average Subscription Price Annualized (3) $9.12          

 Average Subscription Price per Copy $1.14          

  (1) For statement period

  (2) Represents subscriptions for the 12 month period ended December 31, 2018

  (3) Based on the following issue per year frequency: 8

  ADDITIONAL DATA IN AUDITEDMEDIA.COM MEDIA INTELLIGENCE CENTER
Circulation by Regional, Metro & Demographic Editions

Geographic Data

Analysis of New & Renewal Paid Individual Subscriptions

Trend Analysis
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