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Introduction

F ly Fisherman has been the leading magazine of fly fishing 
for over 50 years. Eight times per year we provide the best 
information on local and exotic destinations, tactics, and 

techniques to help fly fishers of all skill levels catch more fish, 
new fly patterns from the world’s best tiers, and the latest news 
on how we are preserving and restoring our valuable fisheries.  
Fly Fisherman is the voice of the pros.

Brand Ethos



Contributors spotlight
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Our regular contributors include internationally 
recognized guides and fly tiers like Hilary Hutcheson, 
George Daniel, Blane Chocklett, Landon Mayer, 

Michael Wier, and Charlie Craven. This new generation is 
following in the footsteps of Fly Fisherman writers like 
Lefty Kreh, Gary LaFontaine, and Ernest Schwiebert. Our 
author/experts are constantly exploring new frontiers, and 
along the way finding better ways of solving old problems. 
Together, they’ll give you a deeper understanding of the 
challenges and the rewards of fly fishing, and help you get 
more out of the sport whether you’re swinging for winter 
steelhead, or tying flies for a dream trip to Montana.

The Authoritative 
Source Since 1969



GET IT ONGET IT ON

FLYFISHERMAN.COM

@flyfisherman

@flyfishermanmag

@flyfishermanmagazine

/flyfishermanmagazine

Omnichannel content
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More Than Just Print

F ly Fisherman is an omnichannel brand developing 
robust content including social media campaigns, 
digital apps, feature films, instructional videos, and the 

Loop to Loop podcast. 
  A recent example of Fly Fisherman’s multimedia 
approach is shown in the Oct.-Nov.-Dec. 2025 issue 
featuring Patagonia founder Yvon Chouinard. He is on 
the cover with an accompanying story from his new book 
Pheasant Tail Simplicity, and is complete with a QR code 

to access an instructional video. After the life of the issue 
the story will live on flyfisherman.com in perpetuity. Fly 
Fisherman traveled to Jackson, Wyoming to film a podcast 
with him at Westbank Anglers fly shop. This will be released 
in late September 2025 to coincide with the issue launch. 
Additionally, the video podcast will be available on the 
Fly Fisherman YouTube channel, and the audio version 
will be on all major podcast platforms. Social promotion 
collaborating with Patagonia will reach multiple audiences. 



Circul ation & Readership

Sources: 2025 Fly Fisherman readership study. *2024 Fall MRI Doublebase Publisher’s Audience Estimate, indices as compared to the U.S. general population. AAM Statement 6 Months Ending June 30, 2025.

Who Reads  
Fly Fisherman? 
• Avg. household net worth - $1,500,000
• 33% have net worth > $1,000,000
• Have been subscribing an average of 11 years
• 57% fly fish an average of 35 days per year
• �Spends $72,000,000+ annually on fly-fishing 

gear and equipment
• 97% rate their skill level at intermediate or better 
• 66% rate their skill level at advanced or expert
• �76% took at least one overnight fly fishing trip in 

the past year, averaging a total of 16.5 days and 
spending over $257,000,000 on overnight  
fly-fishing travel

• 35% fly fish in saltwater
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Why Fly Fisherman?

F ly Fisherman reaches the largest paid, audited 
circulation in the world of fly fishing, and is committed 
to providing advertisers with true, accurate circulation 

numbers verified by the Alliance for Audited Media. No 
other media company in this space is third-party verified.
  Our readers are real consumers. They are self-identified 
fly fishers who are willing to pay for the best content and 
the best goods and services our sport has to offer. They 
sit, they read, and they thumb through every page of Fly 
Fisherman, savoring the experience as they would a day on 
the stream. The most common comment we hear is “I love 
looking at the ads.”
  Fly Fisherman is clearly the leader in the fly-fishing 
marketplace. Advertise in Fly Fisherman and reach your 
target market—experienced, passionate fly fishers who 
travel frequently to fly fish and use their disposable income 
to purchase fly fishing equipment.

Paid Circulation.......................... 72,028  

Frequency...................................5x/year 

Total Audience.......................... 780,106

Avg. Household Income......... $166,000 



Why Print Mat ters
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Average time readers spend with  
each issue of Fly Fisherman

Source: 2025 Fly Fisherman magazine readership study. 

Why Print Matters in the Attention Economy
  Long dismissed as a legacy medium, print advertising 
demonstrates qualities that align well with the new attention-
based logic.
• �High visibility: Print ads are seen by 70–90% of readers, 

compared with single-digit percentages for much online 
inventory. For marketers, the gulf in readership rates 
between print and digital is striking.

• �Stronger conditions for memory: With dwell times of 
2–3.5 seconds, print pages remain open long enough to 
create more favourable conditions for building memory 
than many digital formats. While active attention data 

103
Minutes

for print are not yet published, its higher dwell time and 
view rates suggest it is far more likely to be processed than 
fleeting digital impressions.

• �Efficiency: In Lumen’s framework, print delivers 1,594 
attentive seconds per 1,000 impressions — positioning it 
alongside out-of-home posters and far above banners and 
social media.

Financially, this places print outside the 
danger zone of “extremely dull” media and 
into territory where advertising continues 
to generate positive brand returns.

Excerpt from article: “Billions lost to dull ads: why print may be the overlooked winner in 
the attention economy.” By Ulbe Jelluma, August 27, 2025, Print Power (printpower.eu).



Evolution
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Modern Heritage
A design evolution for all fly fishers

42  FLY FISHERMAN  

Newscasts

Flip Pallot:  
Casting Off
P hilip “Flip” Pallot—one of the best-known and most be-

loved fly fishers in generations—passed away August 26, 
2025. He was born June 6, 1942 and was 83 years old. 

On August 27, his family and friends released this coordinated 
statement: 
There was always a distant horizon for him. Always a next ad-

venture. It was ever this way, and so it remains. Now the task will 
be to hold the lessons close to heart, and stay the course he set, and 
navigate the way without our North Star. 
 The family and friends of Philip “Flip” Pallot are terribly sad-

dened to share the news that Flip passed away on August 26, 2025, 
in Thomasville, Georgia, due to complications from surgery. This 
was unexpected and unmooring for us all. 
Flip was a searing light that streaked across the sporting world 

for more than half a century, illuminating the possibilities of wild 
places and the pursuit of adventure, and leaving a comet’s tail of 
stories and insights and life lessons that will never dim. He was an 
inspiration to 18-year-olds and 80-year-olds. His passing leaves a 
gaping hole in our hearts, but one we will fill by living forward in 
the many ways we have been changed through his presence. 
For now—“Heads up,” Flip would say, “and shoulders back, and 

don’t start your backcast until the line is straight and the fly is 

moving.” We are not there yet, and so Flip’s fami-
ly—wife, Diane; daughter, Brooke; brother Scott; 
and granddaughter Sora—ask for privacy, and his 
friends ask that all who knew the man and love 
what he stands for take a quiet interlude and turn 
your eyes towards his beloved Florida. It is, at 
this moment, 7:50 p.m. EST. It is sunset in Mims, 
north of the Everglades, near the banks of the St. 
Johns River, where Flip and his wife, Diane, have 
lived for 23 years. 
As for Flip, he asked for nothing other than a life 

lived fiercely true. To all those who share in our 
grief, in his own sweet words: ‘More to come. Bye 
for now. 
 And so, at 6:50 P.M. EST August 27, Flip Pallot 

“broke the Internet” with dozens and dozens of 
simultaneous and identical tributes filling the 
social media feeds of every dedicated fly fisher 
with a social media account. Everyone saw it and 
felt it at the same time. 
For Flip Pallot it was the sunset of a lifetime of 

teaching, mentoring, guiding, and above all, be-
ing the voice of fly fishing. He was a strong ad-
vocate of always doing things the right way, an 
adventurer who loved wild places, and always a 
champion of the environment. He worked close-
ly with Bonefish & Tarpon Trust, Captains for 
Clean Water, and many other organizations 

large and small to protect the fisheries he loved so much. 
Flip started fly fishing in South Florida with a small group of 

friends including Chico Fernandez, Norman Duncan, and John 
Emery. He worked as a banker and made a loan to Jose Wejebe, 
who needed a truck and boat to be a guide. 
He later left banking and opened an outdoor shop, where he met 

and befriended a teenage Rob Fordyce. Soon his circle of friends 
grew to include Stu Apte, Lefty Kreh, and many others. 
Lefty called Flip his “best friend,” and Flip wrote a story of 

their first meeting and their lives of fishing together entitled “A 
Tribute to Lefty: A Friend to All of Us” in the April-May 2018 
issue of Fly Fisherman. 
Flip was best known for his TV series The Walker’s Cay Chroni-

cles, which ran on ESPN from 1992 to 2006. It reached an interna-
tional audience for 16 seasons and is today widely regarded as the 
best fly-fishing TV show of all time. 
He wrote a book, All the Best: Celebrating Lefty Kreh (Collector’s 

Covey, 2008) and a DVD, All the Best: A Conversation with Flip 
& Lefty. 
And Flip was the narrator of the recent film Lefty: The Greatest 

of All Time, which premiered in Frederick, Maryland in March 
2025. It aired on Outdoor Channel for months, and is now avail-
able free on the Fly Fisherman magazine YouTube channel. It is 
the last significant storytelling project of Flip’s life. 
If you’d like to know a more about Flip’s life, read the story “Flip’s 

World: A Legendary Fishing Guide’s Thoughts on Being a Mentor 
and Mentee,” which was published one year ago in the Oct-Nov-
Dec 2024 issue (available now at flyfisherman.com). It is written 
by Flip’s good friend and biographer Eddie Nickens, and tells the 
story of Flip’s relationship with Capt. Rob Fordyce, a guide and 
host of the TV show The Seahunter.  

William Hereford - photo

A fresh take on classic publication design begins with 
the redesign of Fly Fisherman in the Oct.-Nov.-Dec. 
2025, Volume 57, Number 1 issue.

  Throughout the past two years, art director Dennis Pastucha 
has been researching brand and consumer trends in the 
outdoor industry. Common themes he recognized in the 
post-Covid era of outdoor enthusiast culture were consumers 
leaning toward heritage aesthetics and product marketing, 
the sharing of their personal journeys in the outdoors with 
many “getting back to their roots” and exploring the history 
of their respective outdoor passions, and a renewed appeal 

for long-format content in both traditional and digital media. 
Photography has also made its own dramatic evolution with 
photographers using smartphones on a much grander scale 
than ever before. All of these factors have lead to the new 
design and layout of Fly Fisherman. 
  A blend of modern and classic fonts harkens back to 
Fly Fisherman’s long-standing heritage as the premier 
publication and journal of record for the sport of fly fishing. 
An organic treatment of photography allowing freedom 
in each layout creates a unified reading experience while 
appealing to multiple generations of readership.



2026 Ad R Ates - Regul ar Issue

4-Color 1x 3x 5x 8x 10x 13x
Full Page $10,810 $9,690 $8,605 $8,165 $7,670 $7,285 

2/3 Page 8,805 7,895 6,830 6,680 6,260 5,940

1/2 Page 7,040 6,320 5,615 5,330 4,990 4,745

1/3 Page 5,365 4,805 4,255 4,050 3,795 3,605

1/6 Page 2,925 2,640 2,345 2,220 2,070 1,965

Two Page Spread 19,385 17,450 15,500 14,720 13,805 13,125

B&W 1x 3x 5x 8x 10x 13x
Full Page $7,890 $7,075 $6,285 $5,960 $5,605 $5,320

2/3 Page 5,815 5,220 4,635 4,400 4,130 3,920

1/2 Page 4,610 4,140 3,680 3,490 3,270 3,105

1/3 Page 3,125 2,805 2,505 2,375 2,220 2,110

1/6 Page 1,665 1,500 1,335 1,265 1,175 1,120

Two Page Spread 14,205 12,740 11,310 10,750 10,085 9,575

Covers 1x 3x 5x 8x 10x 13x
Cover 2 $11,780 $10,555 $9,300 $8,820 $8,365 $7,945

Cover 3 11,560 10,365 9,115 8,660 8,210 7,795

Cover 4 12,215 10,930 9,625 9,140 8,660 8,225

15% agency discount applicable on display ads when camera-ready material is provided.

February-March
AD CLOSE - 10/23/25 
ON SALE - 1/6/26

April-May
AD CLOSE - 12/18/25 
ON SALE - 3/3/26

June-July
AD CLOSE - 2/25/26 
ON SALE - 5/5/26

August-September
AD CLOSE - 4/27/26 
ON SALE - 7/7/26

October, November, December
AD CLOSE - 7/28/26 
ON SALE - 10/6/26

2026 Issue Schedule
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Ad Rates
Effective January 1, 2026



2026 Ad R Ates - Regul ar Issue

Classified Rates
1x 3x 5x

$5.50 per word $5.15 per word $4.80 per word

AD SIZE 1x 3x 5x

1/8 page Color $715 $660 $605

B&W 605 550 495

1/4 page Color 1,430 1,320 1,210

B&W 1,210 1,100 990

Market Place display ads will appear at the beginning of 
the Market Place section in each issue of Fly Fisherman

AD SIZE 1x 3x 5x

1/8 page Color $715 $660 $605 

B&W 605 550 495

1/4 page Color 1,430 1,320 1,210

B&W 1,210 1,100 990

Fly Tier’s Showcase follows the Fly Tier’s Bench in
each issue of Fly Fisherman

MarketplaceMarketplace

Onstream

Fly Tier’s  
Showcase

Stay Connected!
flyfisherman.com

flyfisherman

@flyfishermanmag

flyfishermanmagazine

ONSTREAM

ALASKA

Montana

Colorado

Ja
ck
so
n

St
rei
t’s

FLY SHOP/GUIDE SERVICE
•Fish FOUR Major Rivers Year Round 
•Private Access • Schools • Float Trips   
•Lodging Services • 80 miles from Denver
•Streit’s “Guide To Fly Fishing Colorado” - $22.95

P.O. BOX 467, BRECKENRIDGE, CO 80424
800-453-4669 • www.mountainangler.com

www.bristoladventures.com

Murray’s Fly Shop
“On the Shenandoah”

• 1 day Trout ($196) and Smallmouth ($196)
schools taught by Harry Murray and Jeff Murray
• Guide trips, visit us online for tackle by Scott, 

Orvis and Winston
P.O. Box 156, Edinburg, VA 22824

Phone: 540-984-4212  •  Fax: 540-984-4895
info@murraysflyshop.com
www.murraysflyshop.com

Virginia

F
or over 20 years, we have specialized exclusively 

in New Zealand fishing and travel.  Fly Fishing is 

our central focus, but we are also experts in the 

many other activities and accommodations available in 

New Zealand.  We create exclusive fishing programs, as 

well as sightseeing and nature-based programs.

Call for a brochure or visit New Zealand’s most exciting fishing site:

www.bestofNZflyfishing.com
Mike McClelland (that’s Mike shown above)

10544 W. Pico Blvd., Los Angeles, CA 90064

Toll-free 800-528-6129  •  info@bestofNZ.net

New zealandNew York

BATTENKILL LODGE
SHUSHAN, NEW YORK

• Private Luxury Suites

• 5 MILES of private wild trout water for 

Rainbows, Browns, and Brook Trout

• Fishing the Battenkill and Hoosic River 

• Deep water pond for trophy trout 

www.battenkilllodge.com

For a free brochure or reservation contact:

Capt. Bob Storc

62 School Street, Glen Cove, NY 11542

1-516-671-7690 anytime

Also in season: 1-518-854-9840

TROPHY BROWN TROUT 
ANGLING ON THE 

NEW YORK BATTENKILL

CAnada

AD SIZE 1x 3x 5x

11/2” Color $400 $365 $300 

B&W 375 340 275

3” Color 755 665 550

B&W 700 610 490

41/2” Color 1,135 1,000 825

B&W 1,050 920 735
Column width is 23 ⁄ 16”
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Covers 1x 3x 5x

Cover 2 $2,680 $2,520 $2,315 

Cover 3 2,565 2,410 2,215

Cover 4 2,795 2,630 2,415

2026 Ad R Ates - Special Issues

4-Color 1x 3x 5x

Full Page $2,205 $2,070 $1,835 

2/3 Page 1,700 1,600 1,500

1/2 Page 1,475 1,385 1,295

1/3 Page 1,035 985 925

1/4 Page 815 765 715

1/6 Page 595 560 515

Spread 3,970 3,725 3,305

B&W 1x 3x 5x

Full Page $1,630 $1,530 $1,435 

2/3 Page 1,255 1,185 1,105

1/2 Page 1,095 1,025 965

1/3 Page 765 715 670

1/4 Page 605 560 520

1/6 Page 440 410 385

Spread 2,935 2,755 2,585

AD CLOSE - 3/4/26 
ON SALE - 5/12/26
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Fly Fishing Made Easy

F ly Fishing Made Easy explains what gear you need to get started and how to 
make smart purchasing decisions; demonstrate basic knots; teach casting and 
presentation skills; promote proper catch-and-release fishing; and explain how 

fly fishing is a four-season sport not just for trout but a variety of warmwater and 
saltwater species.



2026 Ad R Ates - Special Issues

Covers 1x 3x 5x

Cover 2 $3,350 $3,150 $2,895 

Cover 3 3,205 3,010 2,770

Cover 4 3,495 3,285 3,015

4-Color 1x 3x 5x

Full Page $2,755 $2,590 $2,290 

2/3 Page 2,120 1,995 1,875

1/2 Page 1,845 1,730 1,620

1/3 Page 1,295 1,235 1,155

1/4 Page 1,020 960 890

1/6 Page 745 705 650

Spread 4,960 4,660 4,120

B&W 1x 3x 5x

Full Page $2,040 $1,915 $1,800 

2/3 Page 1,570 1,480 1,385

1/2 Page 1,370 1,280 1,210

1/3 Page 960 890 835

1/4 Page 755 705 655

1/6 Page 550 520 480

Spread 3,760 3,450 3,240

AD CLOSE - 8/25/26 
ON SALE - 11/3/26

Orvis  Helios
$1 ,098 - $1 , 198  orvis.com

The Helios 3, introduced by Orvis in 2017, became one of the 
best-selling fly rods of all time. Consumers loved it because it was light, 
delivered flies with pinpoint accuracy, and was extremely durable. It 
was the most popular and widely acclaimed fly-fishing product in Or-
vis history, so it was a difficult task for Shawn Combs, director of prod-
uct design and development, and his team at Orvis when they set out 
to create a rod even more accurate, durable, and lighter. According to 
Combs, the fourth generation of the Helios is all three of those things, 
and he’s got the data to prove it.

One of the greatest impediments to accuracy is the wobble you get 
in your rod tip when you stop your hand at the end of the cast. The 

problem is, even when you stop your hand perfectly there is some degree of wobble in the tip of 
the fly rod, and that little wobble at the end of your cast has an effect on where your fly ends up.

The Helios 3 was accurate due to a significant reduction in this wobble. Orvis calls this 
“vertical tip displacement” and “horizontal tip displacement” and they’ve designed labora-
tory tests that measure, record, and plot on a chart what the rod tip on the newer Helios does 
after the stop. Most of the competitive rods Orvis tested in the lab begin with just a slight 
displacement, and after a second or two they begin wobbling to the point where the rod tip 
moves in a circle or oval. In other words, it’s displacing in every direction. The new Helios 
has virtually none of this type of wobble when it’s loaded and released through mechanics in 
the lab. It still has some reverberations, but they are in line with the tracking of the original 
cast, and aren’t erratic enough to plot a circle on a graph. According to this type of laboratory 
measure, the new Helios has 4 times less wobble than the Helios 3. In my hand this translates 
to a rod that comes a dead stop unlike anything I’ve ever cast, and maintains a constant con-
nection to my hand that isn’t disrupted by any errant wiggles at the other end. Because there’s 
no disconnect at the rod tip, the accuracy is literally in my hands. 

I have tested prototypes of this rod on Cape Cod beaches and flats and from a boat for striped 
bass, for bonefish on ankle-deep Bahamas flats, for smallmouth bass on Susquehanna tribu-
taries, and for spring creek trout in South America, and I can tell you this isn’t just another 
product introduction. There’s something noticeably different about this rod the moment your 
hand stops and the fly begins its journey.

When Orvis says the new Helios is 25% more durable, that’s not in relation to nicks and 
damage from fly impacts. The new Helios is actually 25% stronger in terms of lifting power and 
the ability to bend without catastrophic failure. Orvis designers measure that with the travel 
distance of the rod tip. We all know what a 90-degree bend looks like. The previous Helios 3 
could withstand tip travel distance measuring 100 degrees, while the newer Helios can travel 
125 degrees. For comparison, imagine that 180 degrees would take the rod tip from the inert 12 
o’clock position all the way to a point in line with the 6 o’clock position.

No one actually bends their rods like that, but because Orvis has done the testing—and filled 
trash cans with broken rods to achieve this standard—you know your rod will stand up to boat 
gunwales while you’re playing a 20-pound striper, or survive any antics that might occur when 
you’re high-sticking and trying to net your own steelhead in a difficult situation. Because of the 
hoop strength that creates this radial power, the new Helios also has enormous lifting power for 
muscling big fish like tarpon, GTs, or Hudson River carp. 

The Helios comes in 29 new models, and across the range they have a 10% reduction in le-
vered swing weight. There are 12 Finesse or F models from a 7'6" 2-weight to a 9' 8-weight, and 
17 Distance or D models from a 10-foot 4-weight to an 8'5" 14-weight. The F series are matte 
olive and the D series are matte black.

Within these F and D series there are subfamilies of rods for every type of fishing:  
small-stream presentation rods like the 8'6" 4-weight F, Euro-nymphing rods like the  
11' 4-weight F, quick-loading 8'5" snap-and-shoot rods in 7-, 8-, and 9-weights, and a com-
plete line of big-game rods from 7-weight to 14-weight. The series has six different grip con-
figurations across the 29 models, everything from a tiny 6.5' half wells grip for rods under 
7 feet, to a 7" full wells grip with a composite cork “gas pedal” for your thumb and a 2.25" 
fighting butt on the 12-weight tarpon rod.

The rods have burl wood inserts on the freshwater models and machined type III an-
odized aluminum reel seats made in New Hampshire in the saltwater models. They have 
crushable REC recoil titanium snake guides that pop back into shape after you remove ice 
from your guides, and titanium-frame stripping guides with silicon carbide inserts for 
smooth, slick casting.

 —Ross Purnell

It’s fun to chuck big streamers, or dredge hard-fighting rainbows from the bottom with heavy nymphs in fast water, 
but the essence of fly fishing—how it was born and how its spirit will remain forever—is in those minutes where a trout 
is nodding at the surface in plain view, daring you to catch it. This is both the foundation and the pinnacle of our sport, 
and it’s the situation designers had in mind when Winston developed its new Pure 2 rod series.

These new joyful yet technical light-line rods come in line weights 2 through 5 and in lengths from 7'3" to 9' to match 
the most demanding hatch situations whether you are working pods on the Missouri or matching wits with spring 
creek trout in Paradise Valley. I used the 8'3" 4-weight Pure 2 on a Pennsylvania mountain stream criss-crossed with 50 
years of fallen timber. There is absolutely no room for long casts. The spots were close and the casts had to be precise, 
delicate, and stealthy. The Pure 2 succeeded on all counts.

There’s some new technology behind these medium-action rods as well. The eight models in the Pure 2 rod series are 
the first to use what Winston is branding as “double-bonded NanoParticle graphite technology.” According to Winston, 
the use of nano particles in the resin binds the carbon fibers together better with less resin. This increases the material 
strength by 24%, allowing Winston to build rods with thinner blank walls so you can load the rod at close range, feel 
and control the loop better, and develop pinpoint accuracy. This lighter, delicate feel is a perfect match to the smooth, 
traditional feel of Winston rods in general, and this rod has more “Winston soul” in it than any rod in recent memory.

The 4-piece rods have a chrome Nanolite stripper guide and chrome-plated light wire snake guides. The uplocking 
nickel silver reel seats have burled wood inserts and cigar-shaped grips. They come in a Winston-logo graphite rod tube 
and a classic logo rod sock.

—Ross Purnell

R.L. Winston Rod Co.  Pure 2
$995  Winstonrods.com

COURTESY OF R.L. WINSTON ROD CO. - PHOTO

Generation Alpha 2025 brings a new generation of technical rods with soul
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2027 Gear Guide 

G ear Guide highlights the best fly-fishing tackle on 
the market today. Novice and expert anglers all 
have similar questions. What rods, reels, lines, and 

waders are best for my type of fishing? What are the best 
values out there? What specific products do the experts 
recommend? We’ll share the results of our extensive testing 
and recommend the best fly-fishing tackle in the world.

$379  orvis.com

JAY RILEY - PHOTO

The new Orvis men’s and women’s Ultralight Waders are built 
on a rugged breathable 4-layer chassis with a nylon shell, and me-
chanical stretch for extra comfort and more f lexibility while ma-
neuvering both in and out of the stream. These lightweight waders 
are super breathable and best for hot summer days, high-exertion 
blue-lining, and boat fishing where you occasionally hop out.

The Fidlock Snap magnetic fastners on the suspenders make it 
easy to slide the wader tops up and down to cool off, or for deep wad-
ing. If you haven’t used this closure system before, it really works. 
The magnets help snap things easily into place without fiddling, and 
the design angles make it stay it place.

Two Hypalon loops provide finger loops to pull the waders up and 
down for waist-high conversion or you can use them as tool docking 
stations. There is a looped fly field for drying your used wares, and 
a single large external storage pocket with four-way-stretch power 
mesh on the interior of the waders. The front pocket closes with a 
YKK AquaGuard water-resistant zipper. 

A single neoprene panel in the gravel guards provides the elas-
ticity you need to stay streamlined in the water and at the same 
time reduces bulk and weight for a more packable wader.

Men’s sizes are small to XXL in short, regular, long, and extra-long, 
and women’s are XS to XXXL in petite, short, and regular. The men’s 
waders average a mere 31.5 ounces and the women’s waders tip the 
scales at 29 ounces, so they are a great option any time you purchase 
airline tickets.

ORvis Ultralight Wader
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Outerwear for survival in a sometimes  
inhospitable environment

F F M  S T A F F

Patagonia  R2 Techface Pullover
$199  Patagonia .com

Sean Serrano bundled up for a cold 
day of searching for redsides on the 
Deschutes River near Bend, Oregon.

ARIAN STEVENS - PHOTO

Have you heard of chemical compounds called per- or 
polyfluoroalkyl substances (PFAS)? They are also known as 
“forever chemicals” because they persist in our water, in the 
fish, in our bodies, and they have been linked to health haz-
ards such as liver damage, asthma, and cancer. Patagonia has 
been busy replacing products that contain PFAS, and reported 
that as of spring 2024, “about 96 percent of Patagonia’s ma-
terials by weight with water-repellent chemistries are made 
without PFAS.” Their goal is to be completely rid of PFAS in 
all products by 2025.

The latest PFAS-free design is the new R2 TechFace Pull-
over with a soft, grid-fleece interior and a smooth, abra-
sion-resistant exterior. The R2 is light and surprisingly warm—perfect for under waders 
in the spring and fall when the weather is highly variable and you can expect to see large 
temperature swings through the day. The soft shell is also stretchy and comfortable in ac-
tive situations like rowing, casting, or hiking. The R2 has a giant pass-through kangaroo 
pocket in the front, a half-zip at the front, and a single zippered chest pocket that can hold 
a large fly box. It has Patagonia’s new durable water repellent (DWR) treatment to shed 
water, but does not contain any of those nasty PFAS.

It’s made from 93% recycled polyester and 7% Spandex. An overlay of smooth face fabric 
on the shoulders and cuffs delivers durability in high-wear areas where suspenders and packs 
might chafe. This contrast material on the pockets and shoulders is 86% recycled polyester 
certified by OceanCycle and sourced from coastal communities at risk of plastic pollution.

Total weight is 480 grams. It’s available in black or Pine Needle Green, and in six sizes XS 
to XXL.
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The newest waders are cooler, more 
packable, simpler, and affordable

n  t h e  p a s t  f e w  y e a r s  t h e r e ’ s  b e e n  s o m e  g r i p i n g  t h a t  t o p - e n d  w a d e r s 
a r e  f a r  t o o  e x p e n s i v e ,  w i t h  t o o  m a n y  b e l l s  a n d  w h i s t l e s .  T h e r e  a r e 

n o w   p l e n t y  o f  a lt e r n at i v e s  i n  2 0 2 5  w i t h  t h r e e  t o p  b r a n d s  i n t r o d u c i n g  b r e at h a b l e 

w a d e r s  t h at  h av e  a l l  t h e  e s s e n t i a l s ,  b u t  a r e  s i g n i f i c a n t ly  s i m p l e r  a n d  m o r e  a f f o r d a b l e . 

T h e  G r u n d É n s  V e c t o r  i s  a  y e a r - r o u n d  w a d e r  w i t h  f l e e c e - l i n e d  h a n d w a r m e r  p o c k e t s  a n d 

Ya m a m o t o  b o o t i e s  f o r  l e s s  t h a n  $ 5 0 0 .  S i m m s  a n d  O r v i s  b o t h  h av e  i n c r e d i b ly  l i g h t w e i g h t, 

p a c k a b l e  t h r e e - s e a s o n  w a d e r s  f o r  u n d e r  $ 4 0 0 .

Simms  Flyweight Packable Wader
$379.95  Simmsfishing.com

This wader has a single zippered chest 
pocket and the whole wader folds in and 
out of it, forming a compact, lightweight 
pouch that’s easy to clip onto the outside of 
a pack, onto your raft frame, or stow under 
a seat. The whole package weighs 30 ounc-
es. Our tester used the Flyweight Packable 
Wader for early September small-stream 
fishing when the weather made it unclear 
if he’d be wet wading or if he’d need wad-

throughout Simms Freestone waders and has proved extremely durable. The upper wader is a newer lightweight Toray fabric that is 
much lighter and super breathable. Another secret to the packability of this wader is the 1mm embossed neoprene booties that are fold-
able, rollable, compact, and dry quickly. The upper wader slides down the suspenders for a waist-high conversion and there is a drawcord 
at the top for deep wading or use under a jacket. The suspenders adjust with Duraflex buckles and click into place with Shimada Snaps.

ers. It’s the ultimate shoulder-season backup—keep it in your boat 
or truck just in case you need it. You can also start chilly mornings 
in the wader, and by the time lunch rolls around you can reverse 
the wader back into the pouch without creating storage problems. It 
goes without saying these are the waders you need for backpacking 
into icy alpine lakes, or for Alaska float plane lodges where your 
baggage weight limit is tightly controlled. With these waders, your 
allowance can now include a bottle of whiskey.

The newest Simms wader uses breathable four-layer Toray 
QuadraLam fabric in the lower leg. It’s the same tough fabric used F F M  S T A F F
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Packs to organize your travel  
and your time on the water

g o o d  p a c k  w o n ’ t  c a t c h  t h e  f i s h  f o r  y o u .  B u t  i t  c a n  h e l p  y o u  b e  m o r e 
c o m f o r ta b l e ,  e l i m i n at e  f r u s t r at i o n ,  h e l p  y o u  q u i c k ly  f i n d  t h e  r i g h t  f l i e s  a n d 
t o o l s ,  a n d  i n c r e a s e  y o u r  f i s h i n g  t i m e .  W h e t h e r  y o u  n e e d  a  s i m p l e  c h e s t  p a c k 

f o r  a  d ay  o n  t h e  w at e r ,  y o u  n e e d  t o  b r i n g  y o u r  k i t  8  m i l e s  i n t o  t h e  b a c k c o u n t r y,  o r 
i f  y o u ’ r e  p l a n n i n g  a  w e e k - l o n g  i n t e r n at i o n a l  t r i p,  h av i n g  t h e  r i g h t  p a c k  f o r  t h e  j o b 
m a k e s  e v e r y t h i n g  a  l i t t l e  b i t  e a s i e r .

Simms  Headwaters Backpack
$249.95  Simmsfishing.com

Backpacks have the capacity to take enough gear for an all-day fly-fishing adventure, but the problem 
is often finding one item in all that jumble. And with a traditional top-entry backpack, you have to take 
the pack off to dig around and find what you are looking for. The new Simms Headwaters Backpack 
solves this problem with a zippered side access panel. You can unbuckle the waist belt, slide the backpack 
around into a sling position in front of you, and open the side panel to see the contents. In backcoun-
try match-the-hatch situations, where you are frequently changing flies, this feature is key. Inside the 
side access compartment there is a large zippered organization sleeve and an adjustable divider to keep 
things organized.

The Headwaters Backpack also has a separate roll-top waterproof dry bag where you can store jackets, 
dry clothes, and other essentials and keep them separate from the easy-access side compartment which 
is protected by a water-resistant but not waterproof or submersible zipper. The pack is built from tough 

630D nylon with a thermoplastic polyurethane (TPU) coating on the exterior and polyurethane (PU) on the backside. The total carry 
capacity is 28L.

The pack also has a hydration bladder sleeve, two large stretch-mesh side pockets that can securely stow rod tubes or water bottles, 
and large hip-belt pockets that can adequately house a cell phone. The breathable shoulder straps and back panel keep you cool while 
on the move, and the adjustable hip and chest straps help for heavier pack days. On the left shoulder strap there is a tool docking station 
and a Simms-logo looped fly field. The right strap has its own zippered pouch for small items.

The net sleeve is easily accessible on your left, opposite the side-access panel. Two other exterior water-resistant pockets feature a key 
ring and additional quick access storage. Overall, this is the pack for adventure-driven anglers.

—Amy Bachle

F F M  S T A F F

BEN ANNIBALI - PHOTO
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2026 Ad R Ates - Special Issues

AD CLOSE - 6/24/26 
ON SALE - 9/1/262026 Destinations

T he fly-fishing travel market is strong. There are 
large numbers of hardcore fly fishers who are 
55 to 65 years old who are top income earners 

in their professional fields, and in this post-covid 
era there is a strong motivation among this group 
to travel now, while they still have their health, 
and restrictions are limited or non-existent. They 
just need to hear about the opportunities. There 
is also a smaller group of younger professionals 
who don’t yet have kids, and they are also seizing 
the opportunity right now to use that freedom for  
fly-fishing travel.
  These groups are just two of the reasons why 
we publish Destinations magazine to help guide 
consumers toward the best lodges and outfitters in the 
world. Destinations goes on sale in early September 
2026 and is on sale nationwide for 90 days.
  This glossy, coffee-table magazine is targeted at 
traveling fly fishers who annually spend $10,000 
to $20,000 on fly-fishing travel, and are looking 
for a quality experience tailored for their unique 
appetites for wild environments, rewarding 
fishing, and at the end of the day, comfortable 
accommodations and fine dining.
  Destinations magazine is a stunning visual guide 
to these places. It is 120 pages printed on 50-pound 
#3 Somerset Gloss paper, perfect scored and hinged, 
with a cover printed on 150-pound paper and a 
soft touch gloss finish. It’s a media experience that 
is cherished, saved, and read over and over again 
in living rooms, fly shops, and fine fishing lodges 
around the world.
  Destinations is a handbook and a field guide, 
not just for future adventures, exotic species, 
giant trout, and great adventures, but for the best 
rods, reels, and outerwear they’ll need to make it 
successful.

4-Color

Full Page $1,645

Spread $2,755 
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Loop to Loop  Podcast

/flyfishermanmaga zine

Join the editor of  Fly Fisherman magazine, 
Ross Purnell and guests for a deep dive into the 
stories, history, and projects that make fly fishing 
their passion.

Outdoor Sportsman Group’s fastest growing platform 
for all things outdoors. In two years, subscribers went 
from 200K to 400K with continued vertical gains. 

Avail able on all pl atforms:

making deeper connections with 
the people behind the magazine.

brought to you by

Prin t a n a ly t ics
Analytics for two regular issues.

Print 
impressions 

360,000
*Video views include YouTube, FlyFisherman.com, Social Media platforms and MOTV. **Combined listens and views for YouTube and audio platforms.

599,95 4
Social media
Impressions

58 7,312
Video Views *

Soci a l A n a ly t ics
Reporting gathered on Sept. 11, 2025.

Viewed & Listened
Minutes * *

4 2 3,001



Social Analy tics & website

Social Content

Social Analytics

F ly Fisherman runs media across multiple digital 
platforms and social media sites. From YouTube 
tutorials, to engaging reels, short films, in-person 

events, and dramatic catches, Fly Fisherman provides a 
robust digital offering

GET IT ONGET IT ON

FLYFISHERMAN.COM

@flyfisherman

@flyfishermanmag

@flyfishermanmagazine

/flyfishermanmagazine

Google Analytics (9/1/24-9/1/25); Email delivery as of September 2024; Sprout Social (9/15/25).
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Followers.....................................115,514
Ann. Impressions................12,698,950
Ann. Engagements................... 308,278
Ann. Engagement Rate..................3.1%

flyfisherman.com & e-mail
Avg. Monthly Unique users....... 72,282
Male (%)........................................... 77%
Ann. Page Views.................... 1,592,965
Avg. Time Spent...............................3:10
Pages Per Session............................ 1.84
Traffic From Mobile/Tablet........... 67%
eNewsletter  Subscribers............ 30,492



Film

Lefty: The Greatest of All Time

M ore than 470 people attended the premiere 
screening of Lefty: The Greatest of All Time in Lefty’s 
hometown of Frederick, Maryland. Many friends and 

acquaintances of Lefty attended the premiere—people such 
as Lily and Andy Renzetti, Blane Chocklett, Ed Jaworowski, 
Sam Talarico, and members of Lefty Kreh’s family. Many 
others had never met Lefty but knew of his legendary status 
among fly fishers and wanted to learn more about the man 
who shaped modern fly fishing more than anyone else.
  The documentary by filmmaker Jay Nichols tells the story 
of Bernard “Lefty” Kreh’s life, from his humble upbringing 
during the Great Depression, to his service with the U.S. Army 
in the Battle of the Bulge, and his role as fly fishing’s greatest 
ambassador. Lefty’s longtime friend Flip Pallot narrates the 
film, which includes appearances by Bass Pro Shops founder 
and owner Johnny Morris, Patagonia founder Yvon Chouinard, 
Tom Brokaw, Blane Chocklett, Barry Beck, Heather Templeton, 
and many others. The 44-minute film was produced by Fly 
Fisherman magazine and sponsored by Yeti, Costa del Mar, 
Bonefish & Tarpon Trust (BTT), and Bass Pro Shops.
  The premiere was held at the Weinberg Center for the Arts, 
with a cocktail party and reception prior to the screening. In 
1947 the Weinberg Center was known as the Tivoli Theater, 

and that’s where Lefty 
met his future wife Evelyn 
when she was working 
at the ticket window. All 
proceeds from the premiere 
went to Bonefish & Tarpon 
Trust (BTT), which Lefty 
co-founded and supported 
for many years. Ticket sales 
and event sponsorships 
raised more than $38,000 
for BTT. The film was 
broadcast on cable TV networks Outdoor Channel and World 
Fishing Network many times in April 2025, with additional 
showings on Outdoor Channel throughout July 2025. On 
September, 29 2025, the film will be available for free on the 
Fly Fisherman YouTube channel and air on MOTV. 
  The film was also shown at select fly shops on May 17, 
2025 which Lily Renzetti has designated as Lefty Day. The 
participating shops included: Fly Fish Food in Utah, Dirty 
Water Fly Co. in Texas, TCO Fly Shops in Pennsylvania, 
Feather Craft in Missouri, Bear’s Den Fly Fishing Co. in 
Massachusetts, and Charlie’s Fly Box in Colorado.

*Print, digital, and social analytics available upon request. 
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400K+ subscribers

D I R E C T E D  B Y  
J A Y  N I C H O L S

A  F I L M  B Y

P R E S E N T E D  B Y

I N  A S S O C I A T I O N  W I T H

N A R R A T E D  B Y 
F L I P  P A L L O T

P R E M I E R E 
M A R C H  2 7 ,  2 0 2 5
W E I N B E R G  C E N T E R  F O R  T H E  A R T S
F R E D E R I C K ,  M A R Y L A N D
C O C K T A I L S  6 P M ,  F I L M  A T  7 : 3 0 P M

T I C K E T S :  
W E I N B E R G C E N T E R . O R G
O R  S C A N  T H E  C O D E

A P R I L  2 4 ,  2 0 2 5
7 P M  E S T

A P R I L  1 9 ,  2 0 2 5
6 P M  E S T



Legacy: The Story of 
Cathy and Barry Beck

W hat happens when you lose your fishing buddy, business 
partner, your muse, and your loving wife all in one 
moment? Award-winning filmmaker Joshua Caldwell, 

director of the Netflix hit Mending the Line, once again tackles 
the subjects of loss, healing, and recovery in the sweeping story 
of fly-fishing’s best-known and influential couple.
  An official selection for the International Fly Fishing Film Festival 
2025 an 8-minute version of Legacy was screened to a select audience 
after The Fly Fishing Show in Edison, NJ in January 2025. 
  On October 4, 2025 at 6PM EST, a 44-minute director’s cut will air 
on Outdoor Channel, with four additional showings that month. 
Legacy will then be available on MOTV and the Fly Fisherman 
YouTube channel. 

Film

*Print, digital, and social analytics available upon request. 
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  Fly Fisherman’s documentary film One Path: The Race to Save Mongolia’s Giant 
Salmonids won “Best Freshwater Fishing Film” at The Drake magazine’s 2019 Flyfishing 
Video Awards. Editor and publisher Ross Purnell received the “2019 President’s Choice 
Award” presented by the Outdoor Writers Association of America in their annual 
“Excellence in Craft Contest,” as well as first place in the “TV/Video Contest Fishing 
Category,” and second place in the “TV/Video Contest Conservation or Nature Category.”

  The 90-minute documentary film Blood Run: Fly Fishing with Amazon Warriors 
highlighted the incredible fishing in the clear headwaters of the Amazon River, and 
detailed the conservation efforts of the Kayapo people in preserving their land and their 
pristine rivers from encroaching fires, clear-cutting, and mining. Blood Run premiered 
in prime time twice on Outdoor Channel on the opening night in August of 2020, and it 
aired multiple times in the months after on Outdoor Channel, Sportsman Channel, and 
World Fishing Network. In October 2020, the film enjoyed digital premieres on Facebook, 
Instagram, and YouTube with a total audience of more than 1.3 million combined on cable 
TV networks and social media. 

Film

  Jan. 21, 2023 at Tröegs Independent Brewing with 100+ paying attendees. Posters placed 
throughout the brewery for one month in advance (reaching thousands at the largest 
brewery in the region). Tröegs also promoted the film through their social media.
TCO Fly Shop was a local sponsor and promoted the film through their social media and 
email list, reaching over 75,000 customers. 
  $9,000+ was raised for the local Doc Fritchey chapter of Trout Unlimited through raffles, 
and a silent auction. TCO Fly Shop, along with other sponsors, donated great prizes such 
as Abel reels, Orvis H3 fly rods, NRS kayak, fly lines from Scientific Anglers, artwork, 
guide trips, and more! Over the Guardrail received first place in the “Excellence in Craft 
Award” presented by the Outdoor Writers Association of America in 2024.

*Print, digital, and social analytics available upon request. 
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1. T wo-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

2. T wo-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

3. 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

4. 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

5. 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

6. 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

7. 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

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

9. One-Six th Vertical
Non-Bleed: 2.125 x 4.75

10. One-Six th Horizontal
Non-Bleed: 4.375 x 2.25

11. One-Eigth Horizontal
Non-Bleed: 3.375 x 2.25

T wo Page Spre ad
Non-Bleed: 14.5 x 9.5
Bleed: 15.75 x 10.75
Trim: 15.5 x 10.5
Safety: 15 x 10

T wo 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

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

ONSTREAM AD SIZES
12.  1 1/2” 
Non-Bleed: 2.1875 x 1.5

13.  3” 
A. Non-Bleed Vert: 2.1875 x 3
B. Non-Bleed Horz: 4.5 x 1.5

14 .  4 1/2” 
Non-Bleed: 4.5 x 2.25

Production Specifications

Ad Sizes - Regular Issues and Guides

SWOP-standard proof, pulled from the supplied file, should be 
submitted with each 4-color (CMYK) ad.

Magazine Trim Size: 7.75-in. wide x 10.5-in. high

Non-Bleed: .5-in. inside trim. Non-bleed ads should have all 
elements within this measurement.

Bleed: .125-in. past the trim. 

Trim: The edge of the page.

Safety:  .25-in. inside of trim. All image and text not intended to 
bleed need to be within this measurement.

Binding: Guides (Fly Fishing Made Easy, Gear Guide)  
& Fly Fisherman - Saddle Stitched

Printed: Web Offset

Production specifications
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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 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.

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

File requirements:
• Files must be submitted as PDF/X-1a format.

• All fonts embedded.

• �Page geometry defined and consistent 
(trim, bleed, and media/art boxes).

• �Color space for elements (CMYK or grayscale).

• Spot colors converted to CMYK.

• �Color and grayscale image resolution 
266 - 300 ppi at 100% placement.

• Bitmap image resolution 600 - 1200 ppi.

• �Total ink coverage should not exceed 300% 
saturation level.

• �If submitting an ad with a bleed be sure the 
bleed option is turned on in the PDF settings.

Ben Hoffman 
Advertising Manager 
(717) 406-8511 
benh@flyfisherman.com

Dennis Pastucha 
Art Director  
(717) 659-8500 
dennis@flyfisherman.com

Mailing Address:
Fly Fisherman 
6385 Flank Drive, Suite 800 
Harrisburg, PA 17112-2784

Production specifications

General Inquiries

Submitting your ad

Terms & Conditions

Additional Contacts
For general production inquires 
please contact the production 
manager for specs, quantities, 
and delivery information for 
supplied inserts and cards.

Melissa Williams 
melissa.williams@outdoorsg.com

Ross Purnell 
Editor & Publisher 
(717) 395-8545 
ross@flyfisherman.com
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Publisher's Statement
6 months ended June 30, 2025, Subject to Audit

Annual Frequency: 6 times/year

Field Served: A sports publication centered on fly fishing. Written for sportsmen.

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 Copy
Sales

Total
Circulation

Rate
Base

Variance
to Rate Base

67,899 4,129 72,028 None Claimed

    TOTAL CIRCULATION BY ISSUE
Paid Subscriptions Verified Subscriptions

Paid & Verified
Subscriptions

- Print

Paid & Verified
Subscriptions -

Digital Issue

Total
Paid & Verified
Subscriptions

Single Copy Sales Total
Paid & Verified

Circulation -
Print

Total
Paid & Verified

Circulation
- Digital Issue

Total
Paid & Verified

 CirculationIssue Print
Digital
Issue

Total
Paid

Subscriptions Print
Digital
Issue

Total
Verified

Subscriptions Print
Digital
Issue

Total
Single Copy

Sales
Feb/Mar 51,762  940  52,702  13,768  1,221  14,989  65,530  2,161  67,691  4,503  15  4,518  70,033  2,176  72,209  

Apr/May 51,295  902  52,197  13,767  2,140  15,907  65,062  3,042  68,104  3,727  13  3,740  68,789  3,055  71,844  

Average 51,529   921   52,450   13,768   1,681   15,449   65,297   2,602   67,899   4,115   14   4,129   69,412   2,616   72,028   

    PRICE
Suggested

Retail Prices (1)
Single Copy $6.99            

Subscription $31.94            

(1) For statement period

    RATE BASE
None Claimed

    NOTES
Post-Expire Copies: The following average number of copies were served to subscribers post expiration pending renewal and are included in

Paid Subscriptions:  4,019

Average Nonanalyzed Nonpaid: Average Nonanalyzed Nonpaid circulation for the period was:  6

Included In Paid Circulation: Included in paid circulation are copies obtained through:

Individual Subscriptions

Single Copy Sales

Included in Verified Circulation: Included in verified circulation are copies distributed to:

Individuals

Public Place Locations
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with Alliance for Audited Media’s bylaws and rules.
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