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Greetings

qualify what “discerning” really means? We figure it means our readers are particular about many
things, but especially firearms, fly tackle, apparel, and destinations. They're also particular about what
they read, and Grays has become as much a part of their lives as granddaddy’s shotgun, a beloved

bird dog, or a treasured bamboo fly rod.
Every year, we hear from dedicated subscribers of all ages who have grown old or grown up with Grays
Sporting Journal. Some may have discovered it years ago, sitting fireside at an Alaska Lodge or huddled

I is often said that Gray’ Sporting Journalis a publication for discerning sportsmen, but how does one

around a deer camp stove. Others may have come to know it because a father or favorite uncle introduced
Gray’ to them in hopes that they, too, might appreciate its understated elegance and sophistication. Either
way, generations have been brought together by a shared passion for fine literature, wing shooting, fly fishing,
and an appreciation for good stories, well-written, about great adventures in faraway places, accompanied by
beautiful, world-class photography.

But there’s also this: Integrity. Gray5 is free of gratuitous product mention, and after nearly five decades
remains loyal to its original blueprint of relying on unsolicited submissions for content. It was born, and re-
mains, a true and genuine literary journal. No other publication in the outdoor industry can lay claim to this
unique recipe, which is why Gray’s continues to stand out among its peers.

Today, Grays Sporting Journal abides in people’s lives because it delivers on the promise of birds flying on
opening morning or wild trout rising to a hatch. It helps you fondly remember where you've been, and dream
of where you may one day go. It speaks to you with writing as beautiful as the art scattered throughout its
pages and the photographs that speak to you in ways that words cannot. Thriving in an ever-changing world,
not because it’s like other hook and bullet publications, but instead because it is so very different.

“*_ H.T_. '
T

ON THE COVER: MIST UNDER THE TETONS, BY GRANT HACKING
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Highest Quality

Grays Sporting Journal caters to sophisticated, highly-accomplished sportsmen, intent on exploring the why of their

next fly presentation or covey rise. Offering world-class journalism, unparalleled photography;, renowned sporting
art,and an unmatched dedication to providing the best in outdoor sporting literature. A high quality, unique read-
ing and visual experience for passionate outdoor enthusiasts.

THE GOLD STANDARD
OF OUTDOOR LITERATURE

Gray's
Sporting
Journal

The 50" Anniversary Edition

VOLUMEFIFTY  ISSUE2  MAY/JUNE 2025

* Gray is the only publication that offers high-quality
sporting fiction, non-fiction, poetry, and photographic
essays. Our readers are a collection of dedicated wing
shooters, fly anglers, big-game hunters, conservation-
ists, and collectors of sporting art. Our subscribers
demand the best—That’s why they choose Grays.

* Grayis printed and published on high-quality paper
meant to enhance the presentation of fine art or pho-
tography that is part of every clean, exquisite design.

* Grays features seven editions annually, includes
GraY’s BEsT selections for best new products. We also
engage our audience through forums, videos, and event
listings via our website and presence on social media.

* Each issue features literature, poetry, photographic
essays, and incomparable human experiences. Our
recurring departments include: Expeditions, Traditions,
food, recipes and art.
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Impeccablelaste

BRATING 8 YEAR

Grays

* 67% of subscribers own a weekend/vacation home Sporti
* 40% invest in real estate J g)ur nal o
. 0,
20% own a farm . . The Bird Hunting Edition
* 39% own an ATV or utility vehicle

95% make average purchases of $3,000 online
40% plan to purchase real estate in a few years
75% shop local specialty retailers

63% shop “big box” retailers

49% share their knowledge with over three people

Sorangling & hunting gear in 2024

* 20% of subscribers own Sporting property
71% own a dog

* 96% are gun owners

adsingubdslstion
Our lons ens s of expertiseand expericn— Al Shring. Ape a0 A

et . W

* 70% own ten or more firearms
* 77% buy ammunition off the shelf
* Shotguns and handguns are most popular to own.

* 91% of our readers fished the US, lower 48 states

* Canada, the Caribbean, and Alaska are the next most
popular destinations

* Readers own 3.5 pieces of marine / boating equipment

98% of our subscribers have been fishing over 10 years
* 80% of our readers fly fish

* Saltwater is the most popular destination water

* Redfish is the most popular saltwater species

* Bass and Trout are the most popular freshwater catch
* 31% of subscribers reside in the suburbs

* 27% reside in rural areas

SOURCE: AAM 2016, MEDIAMARK RESEARCH, INC. - JANUARY 2016
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Refined Intellectuals

* Average audited paid subscriptions 19,058

* Subscription price $39.95

* Male 99%

* Married 84%

* Household Income $332,251
* Household Net Worth $3.1 M

* Average Age 63.8

* 35-64 Years Old 46%

* 65+ 53%

* Professional/Managerial 86%

* Sales/Service 6%

* Number of Years Fishing 51

* Fly Fish 80%
* All Types of Fishing 90%
* Freshwater 93%
* Saltwater 52%
* Number of Years Hunting 46

* Hunted in last 12 Months 86%
* Upland Birds 85%
* Waterfowl 58%
* Deer 54%
* Turkey 41%
* Small Game 27%
* Other Big Game 23%

===l
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* Gray’ Sporting Journal subscribers spend
an average of 1 hour and 45 minutes reading
each issue.

* Grays subscribers have spend an average of 29
days fishing and hunting over the past
12 months.

* Gray subscribers can afford to travel the world
in pursuit of hunting and fishing opportunities.

* 68 % have a net worth of over $1 million

Oor more.

* 55% of Gray} subscribers have reserved a
hunting lodge, guide, or outfitter in the past year.

* 75% will do so within the next three years.

* Over half of Gray} subscribers have used a
fishing lodge, guide or outfitter over the past year.

* Nearly 70% will do so again in the next three

years.

* Gray’ subscribers have spent $2,607 on an
average fishing trip in the past two years.

* Gray subscribers spent an average of $9,540 in
the past two years on hunting related travel.

* Circulation by Region

Northeast 20%
South Atlantic 20%
North Central 21%
South Central 16%
West 22%
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After a century without
Carolina Gold, have
the birds lost the refined tastes
of those before them?

BYTHOMAS R. ELLEN

River Waltz

Sumetoutere maant o esomeone s all abong
i Sut

£l

This is the real Georgia. No traffic. No skyline.

Here, beneath a canopy of morning mist, drawling guides
and hard-working dogs chase coveys of quail,

Just as they always have, a tradition like no other
playing out beneath the pines.

62 - Grayi Sporting Journal - grayssportingiournal.com




Gs1t COLLUMNS

GSI ART 4y Brooke Chitvers

Ray Brown

The natural world—in black-and-whii

74 Grayi Sporting Juurnal - grayssportingiournal.com

Veiled, 48 inches x 36 inches

@ AN

SLING by Scott Sadit

Mucho Viking

Prospecting for gold on the Rio Parana

he way Gustavo does it, in the com-

plex river delta between the Parand

and Rio Corrientes, includes a midday

asado,alarming amounts of beef grilled
upright in a traditional Argentine “iron cross,”
staked alongside an improvised fire in the shade
of the leguminous inga trees on a particular island
known for these simple, gluttonous meals. As the
‘meat cooks, flames licking the bruise-colored stri-
ated becf, Gustavo washes and pecls a half-dozen

70 - Grayk Sporting Journal - grayssportingjournal.com

dark-skinned potatoes, wielding a machete-like
blade, handle missing, and then hews the unclad
spuds into manila-toned slices. He fills an already
blackened aluminum pot with an enire bottle
of canola oil, balances the pot directly atop the
flaming twigs and broken inga limbs, stirs the oil
with the tip of a slender branch from which he's
stripped the bark. Later, when he tests the tem-
perature of the oil, tossing in a single potato slice,
the pot crupts into a frothy boil, startling in vigor.

CARRILEUFU BY GEORG MICIU NICOLAEVICI

681 TRADITIONS Edited by will Ryan

The Choicest
Game Bird

Aystery and beauty, as seen by
the artist as a Yyoung man

by Lynn Bogue Hunt
(From 7he Outing Magazine,
October 1905)

<4 hem's teal ducks,”said the hired
man who had just come in with
his old setter and dog-of-all-
work. The day had begun with
a drizzle that looked as though it had “set in” for
a long spell. In such weather there’s not much
work outside the farm buildings, so, after the
chores were don, he had taken his old Belgian
gun, illed his pockets with shells loaded with the
blackest of black powder, and gone hunting. Now
he was back, emptying the contents of his smelly
pockets on the kitchen table.
“Yes,” said he again, “them’s teal ducks - blue-
wings- and this here one is a mallard duck, and

64 - Grayi Sporting Jaurnal - grayssportingjournal.com

these two,” counting them out, “is gray ducks, an’
this,” taking out the last, a small brown bird, badly
rumpled and oddly shaped, “now, Tl bet you can't
guess what this is! Well,sir, this here is a timber-
doodle, ar'its the first one I seen this spring.”

“What's a timberdoodle? Well, near’s I can
make out, it a kind of a snipe - bird that lives in
the woods mostly an' only comes out by nights.
Some calls ‘em night pa'tridges and some says
they're blind snipes; but T think timberdoodle
about fits ‘em, fer the’ live in the timber, and it
certainly doodles a feller to know what they're a-
goin'to do next

The bird was a woodcock and it must have

been one of the first to wander back to the scene
of its childhood.

“He was amongst them little willers above
the mill,” said the hired man, “an’ when the dog
here stood on ‘im, I thought mebbe it was a song
spasrer or somethin!, fer he sometimes pints them
pesky things when they aint much clse around.

“But it wa'n', it was timberdoodle all right
and here he s. Yes, I've shot lots of em an' they're
pretty good catin’ too. “Tain't hardly right to shoot
‘em in the spring, scems kinder like catin’ your
sced pertaters, and T wouldn't have shot this one,
but he took me so by siprise I done it bfore 1
thought. That’s the way you have to shoot them

LEFT: 700 SEXY FOR MY FACE, MIDDLE AND FIGHT: FALL FUTURES, BY WALTER MATIA
COURTESY OF SPORTSWIAN'S GALLERY, LTD. CHARLESTON, SC

birds anyway, ar’ I guess I got the habit pretty
bad now. They lay arour’ here and T found a nest
in the huckleberry swamp last summer. ‘Long in
August, when the work gets slack, Tl take you
out with me an’ the ol * dog here, an’ we'll have
some fun with these timberdoodles or woodcocks
- as you call 'em.”

When August came, we went woodcock
shooting many times, in certainty of plenty of
birds, s
the younger gencration of gun lovers.

Down the lanc, through the pasture, we used
to go, and across the clover field where the second
growth was blossoming.

unconscious of any harm done to

August 2025 - 65
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&8 Gear & Lifestyle

L

and 28-inch barrels in the Field model. www.browning.com

anything about a lunch box that doesn't inclu_de getting

Z:Xl:}“bgcd casly on a school morning, serambling m?un:i
the kitchen to make a sandwich, and ﬁn§nng out last im;nuhe
somebody has yet again eaten all the fruit chews but ‘c t e»
empty box in the pantry- YETT, on the other ha.nd, has fge
thing: entirely different in mind. Its new Daytrip li‘mc . o:
s built for a full day of offshore fishing, or maybe & ong: Af o
1oon in the deer stand. Could be you're taking a brea vz}m:
hunting pheasants across the grasslands of ic Amemanh e:,
or relaxing in the duck blind after a morning of heavyLs ;gs)
ing. Now, isn't that better? Available in 5L ($80) and 3L ( -
simos, the Daytrip keeps food fresh for hours thanks to proprietary

If youire parenting young children, its hard to envision

Sheet (sold separately) fits perfectly within. Bon Appetit. www.yeti.com

70 - Grays Sporting Journal - grayssportingjournal.com

IMMS FISHING has built its reputation on keeping you dry and upright, even in
the harshest conditions, and its new G3 Guide BOA Boot ($330) is the standard for
guides and anglers who count their annual hours on the water in months instead of
days. For the first time, the BOA lacing system has been incorporated into the G3 Guide
Boo, the longest running inline wading boot style in the Simms catalog It boasts an im-
proved M4 dial for casier re-lacing, while traditional work boot construction utilizing a
Goodyear welt promises comfort without sacrificing stability and durability. Rugged,
abrasion-resistant leather pairs with rubber upper materials to provide maxi-
mum protection for your feet, and the outsole is compatible with Simms
Alumibite star cleats and Hardbite cleats/studs (both available seper-
ately) when extra traction is needed. Available in felt or Vibram
soles, and re-soling is available when you've finally worn them
down after years of riverwear. www.simmsfishing.com

M ore than halfa century ago, ORVIS developed one of the first series of graphite fly rods,

prized for their tender delvery on small streams, and the names—The One-Weight, The 41
Ultrafine, The Tipper, The Seven/Eleven and The Far & Fine—became the stuff of

legend. The newly redesigned series of Superfine® Graphite Fly Rods (§598) is based on these

classic Orvis models but crafted with Helios™ (A 2025 Grays Best winner) construction

techniques, so they recover well, track beautifully and improve accuracy. Orvis has also kept

the legendary names, engraving cach on the butt cap, and every four-picce rod has a matte

gray blank with shallow taper, hard chrome snake and stripping guides, an unlocking

reel scat and a cigar-style cork grip. Includes a handsome, cloth-covered rod tube and q

printed rod sock. This should be all the incentive you need to hike  lttle deeper to find

that hidden brook trout stream. Made in USA. wwiw.orvis.com

or more than two decades, Colorado-based FISHPOND has
been creating products that reflect the family-owned compa-
ny's passion for fly fishing and protecting natural resources. The
Stormshadow Rolling Carry-On (8280) combines practicality with
an eco-friendly design, making it ideal for wilderness adventures and
weekend getaways. A pair of exterior pockets keeps your passport and
essentials accessible and well organized, while four external tie-down
points are perfect for carrying fly rods. Rugged TPU-coated recycled
fabric protects your gear from the elements, and at 23”x 13" 10" it
fits easily into overhead compartments or float planes. A clamshell zip-

pered opening, compression-molded bottom shell and DWR-coated

base compartment that keeps damp items separated from your dry gear

put the finishing touches on what is sure to become your go-to travel

companion. www.fishpondusa.com

rting Jaurnal - grayssportingjournal.com

ith its sleek, intuitive style, the BROWNING Citori has lon§ enjo;i;i
a firm place in the panthcon of hard-working upland guns and nov the
o 825 (§3,069) brings a couple of important functional ,m(g?v;rg_e;
is a2 new ti o Lite 2, which utilizes a modified high-
i ades. There is a new trigger, the Fire , wh ’ fed high
e L\i/z?gz:lt’%; the disconnector, optimizing trigger reset timing .for fc.l\stcr tfo]{of\::tni :5 ;: kse
j{ l::heticpnlly a lower profile receiver reduces recoil, while ncl:vlydcl\cmg?ﬁ‘ contr;)f e
" ! i i i e 1es!
bute to more nimble handling.
the forearm latch and top lever contribute t re d
itori s traditional barrel selector
be familiar to Citori fans. It has Browning's el sl
s distincti d trigger. The flat vent rib has front and mic-1 and ¢ : ¢
I:l:a“addseg‘;(:lr“gr‘::vi?x]lg's‘;i%mium Ivector DS chokes. Available in 10 versions, including 26
re

/safety system and the
ds, and the barrels are

ightweight, closed-cell foam insulation Tt boasts a water-resistant exterior, roc!

ligl g] ¢ sts a W resisf 3 0k

d construction event Crt n y ckpack or truck box, internal pock=
P shing in your backp: ck or P

solid construction to prevent ushi b k b

ets to store utensils and condiments, and a wide-open design means your Yeti Ice

SUNDOWN SUPPLY CO. was founded by a group of
friends who share a mission to live every day to its }f::u-
est and continuously improve—as men, as h};\sl]»:ngl}s]: as(gasto )er;;
¢ formance Fiel irt
and as outdoorsmen. The new Perform: el S ot
ing four-way stretch,

Bom in the quail fields of South Texas, Houston-based

retro camo is the perfect choice for'ifvabnn- v
ing turkey, or early-season whitetails, oast‘l te
SrE:s?ngflined yback and shoulder vents for cooling an: [bjr]c);f?gbnhty,
sy @ afield, an + sun
tic chest pockets for easy access aﬁe 8

Preection. Therve  built-in lens cloth, hidden snaps hold your
Ic’ol.la.r in place, and stylish blaze orange stitching along the buttons,
collar and vents enhances the 1ook.l Pﬁrhap
hirt is snag resistant and has an athl etic cut,al v i
ih‘e[bi]lowiig that often accompanies lightweight sun s‘huls, while
«til offering ample room across the shoulders for shooting or cast=

ing. Also available in blaze orange. www.sundownsupplyco.com.

s most appealing, the
allowing you to avoid

he original Cimarron was introduced in the 1980s

and quickly became a hallmark of the ROSS REELS

brand with its exceptional drag system, anodized frame
and textured cerakote drag knob for easy adjustments. Now a
limited-edition model (8400) is being released in partnership
with Casting for Recovery as a tribute to the strength and re-
sliency of women navigating breast cancer, Handerafted in
the USA, this precision-engincered S-weight reel is a powerful
symbol of healing and hope. With every reel sold, $50 will be
donated to Casting for Recovery, a nonprofit dedicated to in-
troducing women with breast cancer to fly fishing through frec,
nature-based wellness retreats.  hetpsi/www.rossreels.com/

" i |

g ¥

OAK & OSCAR, a Chicago-based watch company dedicated to

unique designs, quality craftsmanship and maintaining a healthy
work/life balance. The company was created out of an appreciation for the best
things in life—Fancher is a Bourbon enthusiast and dog lover, so the “oak”
comes from the aging barrels, while “Oscar” is the name of his Portuguese
Water Spaniel—and his team of skil

B ack in 2015, Chase Fancher ditched his corporate gig and founded

o
at $1,575) for people who appreciate attention to detail. With a durable stain-
less stel case, plenty cnough water resistance to withstand a cold trout stream,
and the perfect combination of Swiss precision paired with American know-
how these mechanical watches are built for adventure. To view the catalog of
available options or set an appointment to discuss a custom build of your own,
visit www.oakandoscar.com/fly-fishing

1 avid wading and paddicboard fly fisherman, Shea Tighe is
Iways looking for ways to simplify gear and lighten his load.
With a background in product design, he founded Charleston-
based ATOLLAS in 2018 and immediately launched the Fly Caddy;
a clipable, portable fy storage system designed for minimalist anglers.
Since then, the brand has expanded its product line with the casily
packable 2GO Box (835),fearuring an integrated docking station for
external, clip-and-go fly storage via the Fly Caddy patch
system (sold seperately), allowing you to keep
your go-to flies at the ready: The inte-
ior uilzes ultra-dense EVA foam with
a unique two-way slt pattern that creates
zones for enhanced organization and larger capacity for a full range of fly
sizes, while an exterior docking station station provides a drying zone for
your lis before you place them back in the box. To learn more about the com-
pany's full suite of fly storage solutions, visit wwwaatollas.co.

Aprit2025 - 75
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Gray’s
Sporting
Journal

"The Fly Fishing Edition

Gray’s
Sporting
Journal

"The Bird Hunting Edition

Gray’s
Sporting
Journal

GRAY’S
BEST

April: The Fly Fishing Edition

Our kick-oft issue of the year dedicated to offering Fly-Fishing features,
expeditions and gear. A favorite keepsake edition of the year also includes
Gear & Lifestyle product selections by Mike Floyd, popular columns
focused on Sporting art by Brooke Chilvers, Fly Fishing by Scott Sadil,
Shooting by Terry Wieland and Books by Teresa Mull.

May/June: Fly Fishing & Spring Hunting

A mixture of spring hunting and Fly-Fishing features that prepare
readers for early season hunts and fishing trips. We'll also feature our

spring Sporting Art Gallery along with Gear and Lifestyle content.

August: The Bird Hunting Edition

An edition dedicated to Bird Hunting. Each edition includes
columns by our award winning contributors including art, books,

fly-fishing and shooting.

September: The Big Game Edition

Our Big Game edition of the year includes big game hunts and the
people and personalities behind them. Also including our Gear and
Lifestyle department where “personal shopper” Mike, selects fine gear
you'll need for your next luxury hunting or fishing trip.

October: Upland Birds & Big Game

Our issue dedicated to Upland Bird Hunting and Big Game Hunting
stories as well as the finest escape travel experiences. Our Advertising
section, Sporting Property Showcase highlights properties that offer
luxury hunting and fishing amenities and lifestyle.

Nov/Dec: Late Season Hunting & Waterfowl

A late season mix of hunting, fishing and waterfowl, including Gray’s
Gear & Lifestyle. Plus, our Annual Gray’s Gift Guide section catering
to online and in store retail items for the holidays.

Gray's
Sporting
Journal

2025 Expeditions
& Gui nual

Expeditions & Guides + Gray’s BEST

Gray's
Sporting
Journal

Thes0" Anniversary Fition

Gray’s
Sporting
Journal

The Big Game Edition

Gray’s
Sporting
Journal

Our 34th Annual Guide to the World’s foremost sporting travel
destinations. This editions also features our Annual Gray’s BEST awards
selections. Our editors choose their annual favorites among the vast array
of new products and services in the Sporting market today.

Mike Floyd, Associate Publisher | m.706.231.0826 | o.706.823.3739 | mike.floyd@morris.com
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FREQUENCY

Full-Page

1x 3x
$4,750

PREMIUMS (Publisher approval ONLY)
INSIDE FRONT I[c2]

$6,000 $5,700

INSIDE BACK [c3]

Grays
Sporting
Journal
n

April
The Fly Fishing Edition

Our Spring Edition dedicated to Fly Fishing. Advertising
opportunities include, featured Lodges, section and our
annual Fly Fishing Gift Emporium.

Ad Close: 2/12
Materials Due: 2/19
In Home: 3/30

Gray’s
Sporting
Journal

September
The Big Game Edition

Revisiting an old tradition of one Edition featuring Big
Game hunts and the people and personalities behind
them. An advertising opportunity is included featuring
a Big Game Lodges section.

Ad Close: 7/30
Materials Due: 8/6
In Home: 9/14

May/June
Fly Fishing & Spring Hunting

A mixture of Spring Hunting and Fly Fishing. This issue is also
home to our annual Sporting Art Gallery and the Real Estate

Buyer's Guide

Ad Close: 3/18
Materials Due: 3/23
In Home: 5/4

Grays
Sporting
Journal

October
Upland Birds & Big Game Edition

This issue covers Upland Bird Hunting and Big Game Hunting
stories as well as the finest in escape travel experiences. Advertising
section, Sporting Property Showcase highlights properties that offer
luxury hunting and fishing amenities and lifestyle.

Ad Close: 8/27
Materials Due: 9/3
In Home: 10/13

August
The Bird Hunting Edition

One of our dedicated upland bird hunting editions. Advertising
opportunities include a featured Lodges section,
and our Wing Shooting Gift Emporium.

Ad Close: 6/17
Materials Due: 6/24
In Home: 8/3

Gray’s
Sporting
Journal

Nov/Dec

Late Season Hunting & Waterfowl

Enjoy this late season mix of hunting, fishing and waterfowl features
including carefully selected Gray's Gear & Lifestyle products. Plus,
our Annual Gray's Gift Guide section catering to online and in-store
retail items for the holidays.

Ad Close: 10/1
Materials Due: 10/8
In Home: 11/9

"Wordwide Dircctory to Hunting e
gray’s_ Expeditions
porting :
Journal & Guides
2025 Expeditions Expeditions & Guides + Gray’s BEST
&G Annual Featuring Gray's BEST Awards, celebrating 34 years of
i . top luxury hunting and fly fishing lodges and destinations
located in the US and internationally.
Ad Close: 1/19
Materials Due: 11/24
In Home: 1/4

DATES SUBJECT TO CHANGE

Mike Floyd, Associate Publisher | m. 706.231.0826 | o.706.823.3739 | mike.floyd@morris.com



Gsi DIGITAL

Custom Digital Content
* Prominent home page presence
* Advertiser provided message
* Includes one Facebook Post
* Includes a 300 x 250

$1,250 four week flight

Medium Rectangle
* 300x 250
* Delivering an average of

12,000+ impressions
$275 four week flight

Large Rectangle

* 620x 250

* Delivering an average of
12,000+ impressions
$450 four week flight

eBlast
* Advertiser produced message

* 17,300 unique, opt-in email recipients

$1,200 per send

GraysSportingProperties.com

* Advertiser produced message
* Delivering an average of
12,000+ impressions

$400

GraysSportingTravel.com

* Advertiser produced message
* Delivering an average of
12,000+ impressions

$400 four week flight

Social Media
Facebook Post: $300 per
Instagram Post: $150 per

J& '3"'!"5 SWrtln-g Journal

Q

b Liked »

All Phota
Links

@ Brayssportingjournal com

Contact into

@ Gray'y Sporting Journai

Pasts

_ Gray's Sportj -
. ¢ g Jour
£ < Winsion Rog Com r;?;:dmlh R.L,
Asheul’n,_- Fly Fishing Company.

The day bagins,

Mike Floyd, Associate Publisher | m.706.231.0826 | o.706.823.3739 | mike.floyd@morris.com




Gsi SPECIFICATIONS

112 16
Vertical q
1/3 Square Vezr‘t/ufal
2 455" x 475" X“ :
. 1/2 Vertical 3
X H 45 X T :
2 Page Spread Full Page 2/3 Vertical 235" Vertical
Live Area: 15%" x 10 ¥s" Live Area: 774" x 10 %" 49" x 97" 24"
Bleed: 162" x 11 " Bleed: 8 %" x 117" 5" X 9 s .
9 7/5"
1/2 Horizontal
7" x 47"
1/6 Horizontal
4%" x 2 %"
GENERAL INFORMATION FONTS

Publication trim size: 8 1/8"x 10 7/8"

Safety: 0.25" from trim on all sides

Bleed: 0125" beyond trim on all sides

Binding method: Web offset, Perfect bound
Image resolution: 300 dpi

Line screen: 150 dpi

Color space: CMYK only; no spot color or RGB

ACCEPTABLE FILE FORMAT

PDF is the preferred format for print ready ads. Files must be CMYK
(no RGB or spot color), have a minimum resolution of 300 dpi for
all elements as placed, and have all fonts embedded.

PROOFS

Ads submitted without a SWOP 3-standard proof waive the right to
question color/reproduction.

See www.swop.org for a listing of swop certified proofs.

FILES

Files are considered complete if no additional work is required
prior to output. Client/Agency will be notified if files are not to
our specifications. If Client/Agency is unable to resend the file
and if materials allow, there will be a $100 charge for resizing an
inaccurate ad.

SUPPORT FILES
Include all images and art created.

Screen and printer fonts used both in ads and in the graphics must
be included to image your job correctly (including embedded
fonts). No True Type Fonts!

DIGITAL IMAGE REQUIREMENTS

- Image resolution minium of 300 dpi.

- CMYK only. No RGB or spot color

- Maximum density is 285% for four-color images

- Black shadow dot should not exceed 85%

- Preview should be 8 bits/pixels; DCS should be OFF
» Encoding needs to be binary

PREFERRED POSITIONS
Requested positions are subject to availability. Any guaranteed or
special position will be charged an additional 10% of earned rate.

CANCELLATIONS
Cancellations must be in writing and received by the Publisher
prior to the ad reservation close date.

FREQUENCY DISCOUNTS AND INSERTS

Frequency discounts are based on the number of ads run in a
contract year. (A contract year may start at anytime). Advertisers
who increase their frequency during the contract year will be
rebated; advertisers who cancel or do not fulfill their contract will
be charged the difference of rate earned.

GENERAL CONDITIONS

Recognized agencies earn a15% discount. The publisher reserves the right to reject any advertising or to request alteration in content prior to publication. Advertisers and agencies assume liability for
all content, expressed or implied, including copyrighted material. Publisher is not responsible for any errors or omissions contained in the advertisement submitted or for the production quality of the
advertisement produced by outside agencies. All restrictions on ad placement or other stipulations are at the sole discretion of the Publisher. All advertising orders accepted are subject to the rates
and terms of the current rate card,; Any order submitted within correct terms or rates will be inserted according to current rates and terms. Rates are subject to change upon notice from the Publisher.

Shipping Instructions:
Address all advertising materials and accompanying
insertion orders to:

Nina Eastman
725 Broad Street
Augusta, GA 30901

Production Questions:
If you have any questions about production
specifications, contact the Ad Coordinator:

Nina Eastman
Phone: 706.823.3569
nina.eastman@morris.com

Mike Floyd, Associate Publisher | m.706.231.0826 | o.706.823.3739 | mike.floyd@morris.com




