>>IS THE 7MM REM. MAG. REALLY DYING?<<

SAKO TRG

THE ALL-NEW 22 Al (
DELIVERS TOP

FIOCCHI

HYPERFORMANCE
HUNT AMMUNITION

RUGER SFAR

.308 POWER IN AN
AR-15 WEIGHT RIFLE

/MM PRC

PRO TIPS ON LOADING
THIS HOT NEW ROUND

LEICA LEUPOLD

GEOVID PRO 32 MARK 5HD

RIFLESHO

A LEGEND

FRANCHI'S MOMENTUM
ELITE IN .350 LEGEND
HAS THE GOODS

TACSOL'S X-R!
BREAKS D
AND SHOC

7MM MAGIC

HORNADY’S

CHRISTENSEN | CO
RIDGELINE FFT | RELOAI

>> CLASH: .350 LEGEND vs .360 BUCKHAMMER <<

RIFLESHOCTE

COOLEST 24
CARBINE 4

RUGER'S LIGHT,
HANDY 5.7x28
MODERN

MARVEL
CHRISTENSEN ARMS’
CUTTING-EDGE MHR

A REAL

EXPERT
WINCHESTER'S .22
XPERT BOLT ACTION

+

SPRINGFIELD | POF-USA
9MM CARBINE | TOMBSTONE

> WHAT'S THE BEST BULLET DIAMETER? «

RIFLESHOOTE

GO LONG

MOSSBERG'S PATRIOT
LR TACTICAL <%
REACHES OUT \ ‘(

P

CLASSIC
SAVAGE

A SEXY NEW 110
WITH A TWIST

HUNT-READY
WILSON COMBAT'S
ULTRALIGHT AR-15

RUGER'S
ONE-SHOT
SLED

GETTING INTO | 270 WSM VS

HANDLOADING | 6.8 WESTERN

HIFlESHl][lTER

2024 MEDIA KIT

rifleshootermag.com

>> LIGHT .30 CALIBERS THAT GET IT DONE <«

RIFLESHOOTER

BIG GAME RIFLE
ROUNDUP 2023

CHECK OUT MORE THAN
30 NEW GUNS—PLUS OUR
EXCLUSIVE PRICE CHART

RIFLESHOOTES

MARLIN'S MODEL 1894
44 MAG. RIDES AGAIN

SPRINGFIELD DEBUTS
ITS NEW RIMFIRE LINE

CHAPUIS ARMS® STRAIGHT=
PULL COMES TO THE U.S.

THE NEXUS OFFERS HIGH
TECH AT A LOWER COST




RIFLESH““TEH Mission Statement

RIFLESHOOTER

RifleShooter, the No. 1 rifle-only media brand in the country, provides the most informed, expert
coverage on rifles of all types—including detailed range and field tests. RifleShooter’s coverage
also focuses on evaluations of ammunition and optics, along with handloading tips and techniques,
cartridge-selection advice, shooting skills and rifle accuracy-optimizing tips. Advertisers looking
for proactive consumers should look no further than RifleShooter.




RIFLESHOOTER

At a Glance

Take Advantage of this Diverse, Active and
Influential Consumer by Leveraging the
Synergies of the Guns & Ammo Brand

Independent Research by Dynamic Logic and Millward

Brown confirmed that the most effective approach to

driving consumer ‘purchase intent’ is torely on media

synergy to best drive results. Key revelations from 32
studies include:
» Three media were better than two, and two
media were better than one in generating results.
» The combination of TV and magazines
provided more response (versus TV alone)
than did TV plus online.
* Print was most effective in driving online traffic —
and that traffic increased considerably when

URLs were included in advertising and marketing
messages.

Cumulative Effects of Different Media

Pre/Post Point Change (Index vs. TV Alone)

Aided Brand Advertising
Awareness Awareness ;5
175
149 145
100 100
|

TV Only TV+Online TV+Magazines TV+Magazines+Online

Note: Results reflect the impact of different media combinations expressed as an
index of TV as the base medium

>> LIGHT .30 CALIBERS THAT GET IT DONE <«

HIFI.ESHEH RIFLESHOOTER: KEY BRAND FACTS
&7 7'— BIGGMEIFLE i e
T T Circulation: _ 54,516
oy i A Frequency: Bi-Monthly
-, Total Audience: 599,676
e SN Average Household Income: $109,171

MARLIN 336

Shooting and the American Consumer

Guns & Ammo readers and web site visitors
represent a powerful and deep cross-section of
American consumers. Key facts you may not
know about this influential marketinclude:

e 43% of U.S. households own firearms,
representing over 200 million guns.

» 20 million individuals take part in competitive
shooting in the United States — and the 2012
Summer Olympics featured 15 different shooting
ewvents for both men and women.

*  Ovwer 1.4 million Americans used firearms in
their line of work — including law enforcement
and military personnel.

* The U.S. firearms industry includes approximately
e A 200 companies employing about 15,000
= individuals with annual revenues in excess of
$2 billion.

Sources:

« 2012 Accelara media research.

+ 2020 subscriber study.

* Hunting in America: Hunting and Fishing: Bright Stars inthe American Economy,
The Congressional Sportsmen’s Foundation, 2012; Dynamic Logic/Millward
Brown CrossMedia Research, 2004-2007.

« Circulation, June 2022 AAM.

* MRI Doublebase 2022 (Audience).

« Demos based on Guns & Ammo Magazine.



RIFLESHOOTER

Meet the Readers

Total Audience 599.676 Median Age 47
Averaoe Household Income $109.171 Pass Along Issues to Friends/Family 48%
Average Net Worth $532.000 Attended at Least Some College 89%
Men/Women % 85/15 Professional or Middle/Upper Management 47%
54% of readers belong to a Gun Club WHAT THEY HUNT

87% of readers recommend or advise others on the purchase of Firearms,
Ammunition or Related Equipment

WHAT THEY OWN

97% OWN A HANDGUN

- [1% Revolvers Centerfire

- 69% Automatic Pistols Centerfire
- [4% Automatic Pistols Rimfire

93% OWN A SHOTGUN
» 68% Pump Action

» 50% Semi-Automatic

- 38% Single Shot

98% OWN A RIFLE

- 8/% Bolt-Action Centerfire

- 57% Lever-Action Centerfire

- 47% Semi-Automatic Centerfire

42% OWN AN AIRGUN

97% OWN A SCOPE

- The average Rifleshooter reader owns 8.5 scopes
- 99% own a Rifle scope

- 33% own a Handgun scope

Q0

- 18% own a Shotgun scope

- 82% participate in Big Game Hunting

+ 0% participate in Small Game Hunting

- 6/% participate in Varmint Hunting

+ 48% participate in Upland Game Bird Hunting

AMMUNITION

+ [4% reload own ammunition

- 92% use reloaded ammunition for Rifle

- 81% use reloaded ammunition for Target Shooting
- 8/% use reloaded ammunition for Handgun

- 657% use reloaded ammunition for Hunting

- 1,397; average number rounds reloaded annually

VEHICLES

- 64% owns/lease 1+ Pick Up Truck(s)

- 38% owns/lease 1+ Sport Utility Vehicle

» 1% own/lease Domestic Only

» 41 of readers are personally responsible for maintaining vehicle(s)
- 84% of readers change own Motor Oil annually

- 45% of readers purchased Aftermarket Auto Accessories annually

DIY

- 656% of readers or other household members did household improvements in Last
12 months

Source: MRI, 2022 Doublebase: 2020 Subscriber Study, MRI Market Solutions



RIFLESHOOTER

1 Page

2/3 Page
1/2 Page
1/3 Page
1/4 Page
1/6 Page

2-Color

1 Page

2/3 Page
1/2 Page
1/3 Page
1/4 Page
1/6 Page

B&W

1 Page
2/3 Page
1/2 Page
1/3 Page
1/4 Page
1/6 Page
1/12 Page

Inch

Covers
Cover 2
Cover 3

Cover 4

$6,134
$4,903
$3,991
$3,382
$2,832
$2,376

1x
$4,800
$3,746
$2,960
$2,317
$1,907
$1,568

1x

$3,827
$2,927
$2,317
$1,732
$1,357

$959

$491

$222

1x
$7,057
$6,754
$7,993

$5,957
$4,775
$3,873
$3,299
$2,738
$2,293

3 X
$4,659
$3,629
$2,868
$2,214
$1,838
$1,545

3x

$3,734
$2,832
$2,236
$1,685
$1,311

$936

$491

$211

3x
$6,835
$6,555
$7,749

$5,769
$4,634
$3,757
$3,184
$2,668
$2,224

6 X
$4,507
$3,511
$2,797
$2,165
$1,803
$1,509

6 x
$3,615
$2,738
$2,165
$1,626
$1,263

$902
$491
$211

6 X
$6,636
$6,355
$7,503

$5,419
$4,343
$3,523
$2,973
$2,494
$2,095

9 X
$4,226
$3,301
$2,611
$2,049
$1,698
$1,394

9 X
$3,395
$2,575
$2,049
$1,521
$1,182
$843

$491

$198

9x
$6,240
$5,958
$7,047

$5,080
$4,074
$3,301
$2,809
$2,342
$1,943

12 x
$3,980
$3,090
$2,448
$1,908
$1,581
$1,298

12 x
$3,172
$2,423
$1,908
$1,429
$1,112
$784
$491
$163

12 x
$5,841
$5,583
$6,601

2024 Ad Close & On-Sale Dates

N ‘7‘-
- -
ey

P L
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RIFLESH““TEH 2024 Advertising Rates

AD SPACE CLOSE/ NEWSSTAND
MATERIALS DUE ON SALE

MARCH/APRIL 11/1/23 1/9/24

MAY/JUNE 12/28/23 3/5/24

JULY/AUGUST 3/5/24 57124

SEPTEMBER/OCTOBER 5/3/24 719124

NOVEMBER/DECEMBER 718124 9/10/24

JANUARY / FEBRUARY 9/10/24 10/11/24

L
7



RIFLESHOOTER

Ad Sizes & Mechanical Specs.

Typical Advertising Sizes and Mechanical Specifications:

Trim Size: 7 3/sw x 10 2h

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

2.Two Page 1/2 Horizontal
Non-Bleed:14.5x 4.75
Bleed:15.75x5.5
Trim:15.5x 5.25

Safety: 15x 4.75

3.Rull Page
Non-Bleed:6.75x 9.5
Bleed:8 x 10.75
Trim:7.75x 10.5

Safety: 7.25x 10

4. Two-Third Vertical
Non-Bleed: 4.375x 9.5
Bleed:5.25 x 10.75 Trim:
5x10.5

Safety: 4.5 x 10

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

6.0ne-Half Vertical
Non-Bleed:4.375x 7.25
Bleed:5.25x 8
Trim:5x7.75

Safety: 4.5x7.25

7.0ne-Half Horizontal
Non-Bleed:6.75x 4.75
Bleed:8 x 5.5

Trim:7.75x 5.25

Safety: 7.25x 4.75
8.0ne-Third Vertical Non-
Bleed:2.125 x 9.5 Bleed:
2.875x 10.75 Trim: 2.625x
10.5 Safety: 2.125x 10

9.0ne-Third Square
Non-Bleed:4.375x 4.75
Bleed:5.125x5.5

Trim: 5 x 5.25

Safety: 4.5 x4.75
10.0One-Third Horizontal
Non-Bleed:6.75x 3.375
Bleed:8 x 4.125

Trim: 7.75x 3.875
Safety: 7.25x 3.625

11.0ne-Quarter Vertical
Non-Bleed:3.375x 4.75
12.0ne-Quarter Horizontal
Non-Bleed:4.375x 3.625
13.0ne-Sixth Vertical
Non-Bleed:2.125x 4.75
14.0ne-Sixth Horizontal
Non-Bleed:4.375x 2.25
15.0ne-Eighth Horizontal
Non-Bleed:4.375x 1.5
16.0ne-Eighth Page
Non-Bleed:2.125x 3.5

n

18

13
14

17
15

17.0ne-Twelfth Page
Non-Bleed:2.125x 2.25

18.0ne Inch Banner
Non-Bleed:6.75x 1
19.Two Inch Banner
Non-Bleed:6.75x 2

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

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

22.Six Inch Vertical
Non-Bleed:2.125x 6
23.0ne Inch 2-Column
Non-Bleed:4.375x 1

24.0ne Inch Vertical
Non-Bleed:2.125x 1

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

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

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




RIFLESHOOTER

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. Paymentis 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 Colorado 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 Colorado.



RIFLESH““TEH File Uploading & Mechanical Specs.

General Production Information: Advertising File Requirements:
Production Manager OSG requires that ads be submitted in
RifleShooter PDF/X-1a format. Files must have:

2 Ne\_/vs Plaza » All fonts embedded.

Peoria, IL 61614

309-679-5085 * Page geometry defined and consistent (trim,
Kathryn.McGlothlen@outdoorsg.com bleed, and media/ art boxes).

» Correct color space for all elements
(CMYK or grayscale). Spot colors

« Trim Size: 7%-in. wide x 10%-in. high converted to CMYK.
o ) * Color and grayscale image resolution

* Non-Bleed: %-in. inside trim. Nc_m-_blee_d between 266 and 300 ppi at 100%

ads should have all elements within this placement.

measurement.

* Bitmap image resolution between 600 and

+ Bleed: 1/8-in. outside the trim. Elements 1200 ppi. Totalink coverage should not

that “bleed off” trimmed page should exceed 300%.

extend at least 1/8-in. beyond trim.

« Trim: The edge of the page. Advertising File Submission:

+ Safety: ¥-in. inside of the trim edge on all
four sides for a total %2-in. safety both
vertically and horizontally. All image and
text notintended to bleed should be within
this measurement.

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

https://osg.sendmyad.com

Please contact the production manager for
specs, quantities, and delivery information for
supplied inserts and cards.



https://osg.sendmyad.com/
mailto:Kathryn.McGlothlen@outdoorsg.com
mailto:thryn.McGlothlen@outdoorsg.com

OUTDOOR
SPORTSMAN

G R O U P?

BOOK OF AR-15

HAMR

WILSON COMBAT RANGER
THR STMATS GNRAL PAPRAE AIT

Distribution: 180,000

An engaging
compilation of articles
about the modern AR
platform.Fromnew
firearms to must-have
accessories, ammunition
to afftermarket

innov ations, AR-15 covers
it all.

Ad Close:11/30/23
On-Sale:2/6/24&6/4/24

Full Page: $6,442
1/2 Page: $3,373
1/3Page: $2,351
1/4Page: $2,137

*Dat es subject to change.

PISTOL

LC Charger 57 Ruger's little big gun as a cheek pistol
GisvAMM0

Distribution: 90,000

The most popular firearm
in Americais the pistol,
and Guns & Ammo
PISTOL is your source for
exciting, and countless
accessories to
complement your

fav orite handgun.

Ad Close:12/13/23
On-Sale: 2/20/24

Full Page: $3,748
1/2Page: $2,062
1/3Page: $1,489
1/4Page: $1,124

2024 Shooting Special Interest Publications

Complete Book of the

MODEL 1911

Distribution: 90,000

The most comprehensive
guide tothe venerable
handgun created by
John M. Browning 100
years ago - reviewing all
of the pistol’s current
variations and
chamberings.

Ad Close:12/28/23
On-Sale: 3/5/24

Full Page: $3,748
1/2 Page: $2,062
1/3Page: $1,489
1/4Page: $1,124

PRECISION RIFLE
SHOOTER #1

Distribution: 90,000

The ultimate guide for
the long-range shooting
enthusiast, covering the
vanguardin precision
rifles, long-range optics
and extended-range
ammunition.

Ad Close:1/12/24
On-Sale: 3/19/24

Full Page: $3,748
1/2 Page: $2,062
1/3 Page: $1,489
1/4Page: $1,124

THE ARMORY LIFE
#1

-HELLCAT & TORTURE TEST T ..,
e

\

EUB|
“SINAT
SCIENCE

JOHN/CHAPMAN

HIGHANTENSITY
ARTRAINING
SILENCER CE!|
WHAT N

FUTURE-PROOF -

Distribution: 250,000

A lifestyle publication for
the next generation of

firearms enthusiast. EAgy,

fopical,relevant, timely
and diverse defines
everyissue.

Ad Close:1/28/24
On-Sale 4/6/24

2-Page Spread: $8,570
Full Page: $4,820
1/2Page: $2,678
1/4Page: $1,339

BOOK OF AR-15
#2

SPRINGFIELD SAINT
VICTOR .308

Distribution: 180,000

An engaging
compilation of articles
about the modern AR
platform. From new
firearms to must-have
accessories, ammunition
to aftermarket

innov ations, AR-15 covers
it all.

Ad Close:1/29/24
On-Sale:4/2/24

Full Page: $6,442
1/2 Page: $3,373
1/3Page: $2,351
1/4Page: $2,137



OUTDOOR
SPORTSMAN

G R O U P?

2024 Shooting Special Interest Publications

AMMUNITION

HOW .22LR IS MADE IT ISN'T AS EASY AS YOU THINK

AMMUNITION

i 6mm ARC
IS THIS THE KING OF VERSATILITY?

A A A
WHV BC MATTERS

OT ALL BULLETS ARE CREATED EQUAL

TERMINAL ASCENT

RUSSIAN ROUI.ETTE

15 STEEL CASED AMMO GONE FOR 60007

[H] MATCH
E, GmmARC

#81608 ‘ \ ST

Distribution: 90,000

W hat do all firearmshave
in common? They use
ammunition. Frombullets
to brass, powderto
primers, you'll find these
and so much morein
Guns & Ammo
AMMUNITION.

Ad Close:2/12/24
On-Sale:4/16/24

Full Page: $3,748
1/2Page: $2,062
1/3Page: $1,489
1/4Page: $1,124

*Dates subject fo change.

\ j

\

\/
Sightmark.
Presidio

Distribution: 90,000

Rimfire magazine features
articles onthe world'’s
most popular and
affordable type of
firearms.Subjectsto
includerrifles, pistols, optics
and ammo reviews,
fraining fipsand good
old-fashioned shooting
fun.

Ad Close:3/5/24
On-Sale:5/7/24

Full Page: $3,748
1/2 Page: $2,062
1/3Page: $1,489
1/4Page: $1,124

RED DOT

DOES MAGNIFICATION

RED DOT

SIG ROMED-M17

ILTARY APPROVED

DOTS ABOUND

Distribution: 90,000

Learnthe advantages of
equipping your carry,
competition and hunting
firearmwitharugged
andreliable red-dot
sight. Alsoservesasa
great new shooter
fraining fool.

Ad Close:3/5/24
On-Sale:5/7/24

Full Page: $3.748
1/2Page: $2,062
1/3Page: $1,489
1/4Page: $1,124

Guns & Ammo
TREASURY

Distribution: 90,000

The Guns & Ammo
Treasury brings back all
the best articlesfromthe
previousyearinone
place. Highlights from
brand-new product
releases to historical small
armsreviewsto
gunsmithing stories.

Ad Close:3/20/24
On-Sale: 5/16/24

Full Page: $3,748
1/2 Page: $2,062
1/3Page: $1,489
1/4Page: $1,124

THE ARMORY LIFE
#2

s rou v -HELLCAT G g .

%
32-ROUND ¢ =

VICTGR

M=
r i
f

BLACK HILLS

3 -
| | PORTING

‘ | LID.
WARRIOR |
s — B | e

Distribution: 250,000

A lifestyle publication for
the next generation of
firearms enthusiast. EAgy,
topical,relevant, timely
and diverse defines
everyissue.

Ad Close: 3/25/24
On-Sale: 6/1/24

2-Page Spread: $8,570
Full Page: $4.820
1/2Page: $2,678
1/4Page: $1,339



OUTDOOR
SPORTSMAN

G R O U P?

PRECISION
HUNTER

— slx HUNTS THAT TEST YOUR SHOOTING SKILLS —

PRECIS»ION

LL'

Distribution: 90,000

PrecisionHunter takes “in
the field” accuracytoa
new levelbyfocusingon
the latest advancements
inrifles,ammo and optics
and the hottest tipsand
techniques to make you
a better biggame shot.

Ad Close:4/10/24
On-Sale: 6/13/24

Full Page: $3,748
1/2 Page: $2,062
1/3Page: $1,489
1/4Page: $1.124

*Dat es subject to change.

¢ CONCEALED-CARRY TACTICS EVERY WAY TO PACK s

KIMBER Kéxs

BACK POCKET WHEELGUN
45679

gy T
HOLSTERS FOR DAYS
*DESANTIS

"

COMMANDMENTS

“ OF CARRY *BLACKPOINT TACTICAL
o

= “SAFARILAND
— *CRUCIAL CONCEALWENT

Distribution: 90,000

More firearms are
purchased for
concealedcarry than
any other task. With
storiesranging from
pistolsand ammo to
holstersand skills, you will
learn what works and
why — from expertsin
the field.

Ad Close:5/2/24
On-Sale:7/9/24

Full Page: $3,748
1/2 Page: $2,062
1/3Page: $1,489
1/4Page: $1,124

2024 Shooting Special Interest Publications

BE READY:
SURVIVAL GUNS

$1999 THERMAL SIGHT: SICHTMARK WRAITH MINI SCOPE

Distribution: 90,000

The ultimate resource for
informationonthe
firearms that willhelp you
stay alive whenmost
othersdon't.

Ad Close:5/2/24
On-Sale:7/9/24

Full Page: $3,748
1/2 Page: $2,062
1/3Page: $1,489
1/4Page: $1,124

BOOK OF AR-15

Distribution: 90,000

An engaging
compilation of articles
about the modern AR
platform. Fromnew
firearms to must-have
accessories, ammunition
to aftermarket

innov ations, AR-15 covers
it all.

Ad Close:5/31/24
On-Sale: 8/6/24

Full Page: $3.748
1/2 Page: $2,062
1/3Page: $1,489
1/4Page: $1,124

PRECISION RIFLE
SHOOTER #2

THERMAL SCOPE FOR BOLT-GUNS

“ ‘PRECISION

e RIFLE SHOOTER e=e—

BILL
WILSON'S
NULA

ULTRALIGHT PERFORMANCE
FROM WILSON COMBAT!

Distribution: 90,000

The ultimate guide for
the long-range shooting
enthusiast, coveringthe
vanguardin precision
rifles, long-range optics
and extended-range
ammunition.

Ad Close:6/28/24
On-Sale: 9/3/24

Full Page: $3,748
1/2 Page: $2,062
1/3Page: $1,489
1/4Page: $1,124

PISTOL CARBINE

£ 15 Sic’s MPX fhe Ulimate PCC? OH YES!
* p §

Length vs.
Velocity

Hi-Point
Carbines
for g

Distribution: 90,000

Celebrating the unique
and exciting class of
firearms known as pistol-
caliber carbines (PCCs).
from Glock mags. From
competitionto home-
defense, PCC isjammed
with pistol-caliber ammo,
optics, firearms, and
tactics.

Ad Close:7/8/24
On-Sale: 9/10/24

Full Page: $3,748
1/2 Page: $2,062
1/3Page: $1,489
1/4Page: $1,124
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2024 Shooting Special Interest Publications

THE ARMORY LIFE
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SUPPRESSOR THE ARMORY LIFE

PRODIGY &= PSYCHOLOGY BEHIND SELF-DEFENSE: ODDS DON'T MATTER
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READY

ECHELON

Distribution: 250,000

A lifestyle publication for
the next generation of
firearms enthusiast. EAgy,
topical,relevant, fimely
and diverse defines
everyissue.

Ad Close:7/8/24
On-Sale: 9/14/24

2-Page Spread: $8,570
Full Page: $4,820
1/2Page: $2,678
1/4Page: $1.339

*Dates subject fo change.

Distribution: 90,000

The quietest firearm

publicationis backwitha

bang. Fromlong-range
precisionto rimfires,
hunfing to home
defense, we cover
suppressors for alltypes

of shooters and firearms.

Ad Close:7/29/24
On-Sale: 10/1/24

Full Page: $3,748
1/2 Page: $2,062
1/3Page: $1,489
1/4Page: $1,124

Distribution: 210,000

The Guns & Ammo Annual
is the most comprehensive

guide to the shooting

sportsever produced.

Ad Close:8/5/24

On-Sale: 10/8/24&1/1/25

Full Page: $8,937
1/2 Page: $4,469
1/3 Page: $3,089
1/4Page: $2,179

Distribution: 90,000

More firearms are
purchased for
concealedcarry than
any othertask. With
storiesranging from
pistolsand ammo to

holstersand skills, you will

learn what works and
why — from expertsin
the field.

Ad Close:9/3/24
On-Sale: 11/5/24

Full Page: $3,748
1/2Page: $2,062
1/3Page: $1,489
1/4Page: $1,124

Distribution: 250,000

A lifestyle publication for
the next generation of
firearms enthusiast. Edgy,
topical,relevant, timely
and diverse defines
everyissue.

Ad Close:9/29/24
On-Sale: 12/7/24

2-Page Spread: $8,570
Full Page: $4,820
1/2Page: $2,678
1/4Page: $1,339



RIFI.ESH““TER Digital Audience

RifleShooter online adds a valuable dimension to the brand by bringing visitors the
most up-to-date news and information on localized hunting and shooting, presented
with engaging video content, extensive forecasts, gear reviews and access to the
hunting and shooting community.

RIFLESHOOTER et . P

230K | e

AVG. MONTHLY UNIQUES Average Time Spent 2.16
UP 38% YEAR-OVER-YEAR!

Pages Per _Session 1.22
5 I\/I I\/I Traffic From Mobile/Tablet 72%
LT Newsletter riber

ANNUAL PAGEVIEWS
UP 49% YEAR-OVER-YEAR!

Social Media Followers 28.749

Sources: Google Analytics data August 2022-July 2023. Exact Target as of July 2023. Social Followers or Likes as of July 2023.
Outdoor Sportsman Group Shooting Publication Subscriber Study 2020.



Alliance for
Audited Media

TRANSACT WITH TRUST

RIFLESHOOTER

Annual Frequency:  &timesfysar

Publisher's Statement Field Served: For the dedicated and serious rifle enthusiast.
6 months ended December 31, 2022, Subject to Audit Published by Outdoor Sportsman Group - Integrated Media
EXECUTIVE SUMMARY: TOTAL AVERAGE CIRCULATION
Total
Paid & Verified Single Copy Total Rafe Variance
Subscriptions Sales Circulation Base fo Rate Base
48419 5,087 54,516 None Claimed
TOTAL CIRCULATION BY ISSUE
Paid Subscriptions Verified Subscriptions Single Copy Sales Total Total
Total Total Paid 8 Verified | Paid 8 Verified Total Total Paid & Verified | Paid & Verified Total
Digital Paid Digital Verified Subscriptions [Subscriptions - Paid & Verified Digital Single Copy | Circulation- | Circulation |Paid & Verified
Issue Print Issue Subscriptions Print Issue Subseriptions = Print Digital Issue | Subscriptions Print Issue Sales Print - Digifal Issue | Circulation
JulAug 37,900 1,228 38,128 8,289 8,889 46,789 1,228 48017 5,770 11 5,781 52,558 1,239 53,788
SepiOct 36518 1,220 37838 12,224 12,224 48 843 1,220 50,063 4 564 2% 4590 53407 1,246 54 653
NoviDes 36,101 1,207 37308 12,871 12,871 48872 1,207 50178 4888 32 4820 53,860 1,238 55 08
Average 36,873 1218 38,001 11,328 11,328 43201 1218 49,419 5074 23 5,007 53275 1,241 54516
PRICE
Suggested We certify that to the best of our knowledge all data setforth in this publisher's statement are true and report circulation in accordance
Retail Prices (1) with Alliance for Audited Media’s bylaws and wles.
Single Copy 3650
Subscription 826 o4 Parent Company: KSE Spotsman Media, Inc.
Rifle Shooter, published by Outdoor Spotsman Group - Integrated Media 1040 Sixth Avenue 12th Floor New York, NY 10018
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Post-Expire Copies: The follbwing average number of copies were served to subseribers post expiration pending renewal and are included in
Paid Subscriptions: 1,513

Average Nonanalyzed Nonpaid: Average Nonanalyzed Nonpaid circulation for the pericd was: 7
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Single Copy Sales
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