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THE SPORTS AFIELD PLATFORM

Sports Afield Magazine
T el Reaching a total readership of 122,000 dedicated outdoorsmen and outdoorswomen
with every issue, Sports Afield is a high-end, glossy, information-packed magazine. With

articles written by the most trusted names in the outdoor world, the magazine provides

inspiration and motivation to those who love the traditional outdoor lifestyle.

Sports Afield Trophy Properties

The latest addition to the Sporss Afield family of companies, Sports Afield Trophy
: Properties is the ultimate source for the outdoor enthusiast’s recreational property needs.
SATP works with a network of experienced brokers to find top properties for hunting,
fishing, and other outdoor activities and is supported by a searchable website database and
syndication with numerous listing services to market properties for sale.

SportsAfield.com

SportsAfield.com is a dynamic, interactive website full of hunting information and
inspiration. From videos to photo galleries, to breaking news to blogs and an exclusive
Adventure column, SportsAfield.com connects a vibrant community of highly motivated

outdoor enthusiasts.

World of Sports Afield Television

The World of Sports Afield is hosted by internationally known big-game hunters Aaron
Neilson and Dan Catlin and produced by Safari Classics Productions. Our camera crews
travel to the finest hunting destinations around the globe in search of outdoor adventure.
Airing on the Sportsman Channel, the show reaches in excess of millions of households.

Licensing Program

Sports Afield forms partnerships with select manufacturers to license the Sporzs Afield
name for clothing, luggage, knives, leather goods, gun safes, and many other products.
The Sports Afield name, logo, and the famous vintage covers from the 1920s to the 1960s

are available for licensing.
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The brand is all about telling stories, and we have 130 years of them. These
include stories by such outdoor writing luminaries as Jack O’Connor, Zane
Grey, Ernest Hemingway, Russell Annabel, Jason Lucas, Jimmy Robinson,
and Craig Boddington.

Come share the adventure. . . .

Thr guome s smsnymaindhodge latakmanchip b whicl sbiar
and luser pould stk “wia" o Dbt dbrups

..“ —a S
I
g, d)




SIORTS
AFIELD.

The brand offers a compelling brand image and visual archive on which

product development can focus.

Sports Afield is unique in the license-brand universe because it offers

a magazine, TV show, and website that all support the brand by

promoting its continuing image, product introductions, and sales.
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THE STORY OF THE
OLDEST OUTDOOR MAGAZINE
IN AMERICA

The oldest outdoor magazine in the country, Sports Afield has been one of the most
respected names in the industry for more than 130 years. Today, Sports Afield is the
leading authority on big game and hunting travel, with a concentrated readership of
active, affluent hunters.

Founded in 1887 by Claude King in Denver, Colorado, Sports Afield grew in
circulation and influence throughout the twentieth century to become one of the leading
voices in hunting and conservation. In 2002, the magazine was purchased by the owners
of Safari Press, a successful publishing company specializing in high-end hunting and
firearms books with thirty years of experience in the publishing arena. The new owners
recast Sports Afield as a magazine for serious hunters who like to read about and experience
real adventure.

Under the leadership of Diana Rupp and Ludo Wurfbain, Sports Afield was relaunched
as a high-quality, high-end magazine focusing on big-game hunting adventures around
the world. Sports Afields articles, columns, and photographs are created by the most
knowledgeable hunting and firearms experts in the business, and the magazine covers the
hunting world with a depth and breadth of information and inspiration unmatched by
any other publication. Building on its long history, Sports Afield has established itself as
the premier hunting adventure magazine in America.

Today’s Sports Afield serves people who have a passion for hunting around the world.
The magazine focuses on the most popular destinations in North America for species such
as deer, bear, bighorn sheep, elk, caribou, and waterfowl/upland game and in Africa hunts
for Cape buffalo, kudu, and leopard. Sports Afield’s primary goal is to inspire hunters
with exciting adventure stories about the most desirable game species. In addition, the
magazine strives to keep its readers informed by publishing articles that cover top hunting
destinations, the right tools and gear, conservation issues, and the skills every hunter

needs to pursue a variety of game animals successfully.
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CORE VALUES

The Sports Afield brand is dedicated to quality, authenticity,

tradition, and a strong conservation ethic.

uality: Sports Afield’s magazine, television show, website, and
RS R g
licensed products are held to the highest standards, as befits our loyal

customer base.

Authenticity: Sports Afield has always represented the real
outdoorsman. Our philosophy is that of a solid, long-term commitment

to the outdoor lifestyle, not gimmicks or fads.

Tradition: Sporting traditions that allow families to create lifelong
memories have always been a core value of Sports Afield; these
traditions, which lead to a lifelong love of the outdoors, are more

important than ever in today’s technology-laden world.

Conservation: Since Theodore Roosevelt’s time, sportsmen have
been North America’s true conservationists. Sports Afield is proud to
uphold a strong conservation ethic to ensure that wildlife-rich woods

and fields are passed down to our children and grandchildren.
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SPORTS AFIELD BY THE NUMBERS

Sports Afield is one of the most recognized outdoor
brands in the world.

Magazine: 122,000 readers / 7 issues per year
TV show: 31 million households
Website:  Tens of thousands of pageviews weekly




THE WORLD OF
SPORTS AFIELD TELEVISION

The series debuted in July 2011 with 13 episodes running during the
third and fourth quarters (26 weeks) and is now heading into its seventh
season. The series is produced by Safari Classics Productions and hosted by
Aaron Neilson and Dan Catlin. Each week we travel to the finest hunting
destinations around the globe in search of big-game adventure. The World
of Sports Afield airs three times weekly on the Sportsman Channel. Avail-
able on DISH network, Direct TV, Verizon FIOS, AT&T U-Verse, Time

Warner Cable, Comcast, Cablevision, and numerous other providers, the

Sportsman Channel has a reach in excess of 31 million households.
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Sports Afield 1s America’s oldest
outdoor  brand. Established i
1887, it stands for country living,
conservation, and wise use of our
natural resources. The pages of
Sports Afigld have featured some
of America’s most famous and
cherished writers, including Ernest
Hemingway, Jack 0'Connor, and
others. The Sports Afield name is
your assurance of the highest quality
products and services. Sports Afield
is a registered trademark in the USA
and 127 other countries.

www.sportsafield.com



WWW.SPORTSAFIELDTROPHYPROPERTIES.COM

SPORTS AFIELD TROPHY PROPERTIES

The newest company under the Sporzs Afield brand  of outdoor enthusiasts, Sporzs Afield is ideally positioned
is Sports Afield Trophy Properties, the ultimate source to connect North America’s most active and affluent
for the outdoor enthusiast’s recreational property needs. sportsmen and sportswomen with the properties of

With a dedicated and concentrated audience - _ their dreams.




Sports Afield acquired the assets of Cabela’s
Trophy Properties (CTP), the real estate listing
arm of Cabela’s, in early 2014. For ten years, CTP
was the leading source for recreational property

listings, with a network of experienced brokers

who are recreational real estate specialists who live,
breathe, and understand the outdoors. By building
and expanding on this solid platform, Sporss Afield
Trophy Properties provides the same excellence
in property services that buyers and sellers alike
experienced under the CTP brand.

“Sports Afield is part of the outdoor heritage of the
United States and Cabela’s. Cabela’s got its start from
an ad placed in Sports Afield by Dick Cabela in 1961,
said Tommy Millner, Cabela’s Chief Executive Officer.
“They are perfectly situated to continue the success of

Cabela’s Trophy Properties, which we are turning over
! Fon 2

to them to more fully focus on our core retail businesses.”

Sports Afield  Trophy Properties participating
brokers know the areas and territories they serve,
including the wildlife species, climate, water sources,
hunting and fishing opportunities, and other local
conditions. SATP is supported by a broad-based
marketing campaign, including an extensive,
searchable website database, national advertising
on television and in a wide variety of print media,
a dedicated catalog, and syndication with numerous
property-listings websites.

“Sports Afield Trophy Properties partners with
qualified independent real estate brokers around the
country to market recreational properties for sale,”
said Ludo Wurfbain, CEO of Sports Afield Trophy
Properties. “If your passions are hunting, fishing,
hiking, or equestrian sports, or you are just looking
to purchase property in the great outdoors as an
investment, our participating brokers can help you

find the property of your dreams.”
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SPORTS AFIELD SERIES LOG HOMES
Your Hunting and Gathering Place!

Whisper Creek Sports Afield Series
Log Homes have the authentic
look and feel of a traditional log

—=a:)

home without the maintenance
associated with traditional log
r home construction. In addition, our
superior product provides interior
finish options typically unavailable

in a log home. Supported by a

nationwide dealer network.
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WHY LICENSE THE SPORTS AFIELD BRAND?
(or any brand at all)

Sports Afteld brings instant name recognition. With our 130-year history, it is one of the most
established and recognizable outdoor brands in North America, and indeed the world.

To get a new brand established, it takes years and untold sums of money on advertising,
promotion, and work. Establishing a new brand carries a high risk of failure. Working with
an established name immediately opens doors for commercial contracts.

Sports Afield was recognized as one of the Top 150 brands licensed globally by License Global
magazine. By licensing with Sporzs Afield, you are instantly putting your products on a level
with the top brands of the world.

A license with Sports Afield brings not only the power of the brand but also access to our
vast library of stunning hand-painted vintage covers from our first 100 years of publication.

Sports Afield is a “live brand” with multiple existing active properties such as Sports Afield
magazine, the Sports Afteld website, and the World of Sports Afield television show and Sports
Afteld Trophy Properties. All these are actively managed by the owners of the parent company
to create hundreds of thousands of name imprints per week for the brand.

Sports Afield offers professional media assets such as print and web advertising, press releases,
Social Media Marketing, and product placements for licensees of large volume.

Sports Afield can offer prime booth locations at the Shooting and Hunting Outdoor Trade
Show (SHOT) for selected licensees at cost.

Sports Afield has a long-standing relationship with Farwest Sports of Fife, WA, which offers
instant distribution through its network of dealers. In addition, Farwest offers warehousing
facilities of over one quarter of a million square feet and is an accredited fulfillment center
for both Costco, Amazon, and numerous other well-known companies.




In 2016, Sports Afield was ranked in the
150 Top Global Brands by License Magazine.

MAY 2016 VOLUME 19 NUMBER 2

GLOBAL

{Top 150 Global Licensors}

licensed corded and cordless phones in 2015 that are sold in more than
16,000 retail stores and can be found in almost every major retailer. The
top retailers that carry the AT&T-branded phones include Walmart, Best
Buy, Costco, Staples and Sam’s Club. In the business channel, the top trade
partners include Jenne Distributors, Teledynamics, United Stationers,
Ingram Micro and S.P. Richards. AT&T’s strategy is to maintain or grow
market share in each of its licensed product categories, as well as to expand
brand awareness across new territories globally. The licensing program
maintains strong partnerships with a wide array of retailers and distributors
to maximize sales in the channel served, while simultaneously ensuring
the continued development of new products to enhance the program.

FOOD NETWORK

$200M (NYSE: SNI)
MICHAEL SMITH, SENIOR VICE PRESIDENT AND GENERAL MANAGER,
COOKING CHANNEL, +1.212.401.5358
WWW.FOODNETWORK.COM
The network’s long-standing partnership with Kohl’s, which offers
more than 1,200 Food Network-branded housewares products,
continues to be a strong initiative. Food Network’s magazine,
book publishing and festival events continue to expand.

SPORTS AFIELD

$178M (PRIVATE)
LUDO J. WURFBAIN, +1.714.373.4910
WWW.SPORTSAFIELDTROPHYPROPERTIES.COM; WWW.

SPORTSAFIELD.COM
Sports Afield was founded in Denver, Colorado, SR)R I S
L
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in 1887 by Claude King as a magazine for rural,
outdoor living and hunting and fishing. After
WWIL it was bought by Hearst Publications,
and since the early 2000s, it has been owned
by a private investor group. The Sports Afield brand has been licensed since
before WWII and today is licensed worldwide in the following categories

security safes, outdoor recreational real estate, Russian language edition
of Sports Afield magazine, World of Sports Afield television show, Sports
Afield log homes, Sports Afield home decorations, Sports Afield clothing,
Sports Afield back packs, Sports Afield crystal dehumidifiers, Sports Afield
books, and other outdoor related products. Top licensed properties in 2015
include outdoor recreational real-estate, security safes, World of Sports Afield
television show, Sports Afield clothing. Top retail partners and licensing
programs during 2015 include Costco, Amazon, Dunham and independent
real estate agents. Further growth for the Sports Afield brand in 2016 will
come from extensive further expansion of the real estate marketing entity
Sports Afield Trophy Properties; the launch of an extensive camping gear line;
light and heavy duty sleeping bags, lightweight tents, medium tents and full
size tents, head lamps, flashlights, hiking poles, camping lanterns, camping
furniture, ultra-light camping cookware, first aid kits, metal water bottles

T38 www.licensemag.com May 2016

LiCense:

TOP150

LICENSORS

WBCP's

Pam Lifford

As the new president of the studio’s (:‘P

division, Lifford discusses the strategies

and goals that will drive growth for

Warner Bros. Consumer Products, the

world’s No. 5 ranked licensor. Pl N -
-

B Retail Sales Top $262 Billion

m Disney Reports Record Growth

Fiasit g AMPER m 12 Licensors Join the List

0 om sa
of Weil Lifestyle licensed products directly to the Weil Foundation, a
not-for-profit organization dedicated to advancing integrative medicine

through training, research, the education of the public and policy reform.

PARAMOUNT PICTURES

$172M (NYSE: VIA)
LEEANNE STABLES, PRESIDENT,
WORLDWIDE MARKETING PARTNERSHIPS AND LICENSING,
+1.323.956.5677
WWW.PARAMOUNT.COM
Top licensed properties in 2015 included The Godfather, Mission Impossible,
Top Gun, Mean Girls, Grease, Anchorman, Gladiator, Clueless, Up In Smoke
and Ferris Bueller’s Day Off. Top retail partners and licensing programs during
2015 included Dylan’s for a Mean Girls confectionery program, Target for a
Little Prince infant/nursery program, Pocket Gems for a Mean Girls episode
game, Kohl's for a Mean Girls Chin Up athleticwear collaboration, Wet Seal
for a Clueless cut and sew collection, Icing for a Clueless accessories program,
Walmart for Up in Smoke tees from licensee ODM and Zumiez for an Up in
Smoke Primitive skate collaboration. Licensing initiatives that will drive growth
in 2016 for Paramount include expanding catalog properties into lifestyle
categories such as health and beauty and food and beverage. Examples of
this include a Breakfast at Tiffany’s nail polish collection, a Zoolander vodka
collaboration with Ciroc and a The Godfather vodka and Italian food and
beverage range. Paramount is also developing consumer product programs to
support its upcoming releases such as a Baywatch summer seasonal program and
a Ghost in the Shell program that includes apparel, accessories and collectibles.



This exclusive report, published annually by Licensel Global, provides retail sales data of licensed
merchandise worldwide, key trends and specific brand insights across multiple industry sectors
including entertainment, sports, fashion/apparel, corporate brands, art and non-profit.

by TONY LISANTI. global editonal director

he Top 150 Global Licensors reported
s tomml of $262.9 billion in retail sales
oflicensad products worldwide in
15 versus $2509 bilHon in 2004
The Walt Disney Compamny, which is the
perennial No, 1 global licensor, added s whopping
£7.2 billion in retail sales in 2015 While Disney
dominated headlines lnst year with the return
of the iconic Star Wars franchise, the company
repartad $52.5 billionin remil sales of licensad
meschandise worldwide fior its rich portfolio of
franchise properties that also includes Marvel's
Avengers, Frozen, Disney Princess and “Doc
McSrulfine” Over the past five years, Disney
has added a total of $23.9 billion in retsil sales
of Heensed merchandise, demonstrating strong
growth and demand for its consumer products,
Rival studio and licensor Warner Bros.
Consumer Products, which mnks No. Swith
a reparted $6 billion in retall sales of lcensad
merchandise in 2015, is not only experiencing the
competitiveness of Disney in the marketplace,
but also the challenge of the No. 6 licensor
Hashro, who has steadily grown its retail sales to
£5.9 billion, up from $3.7 billion five years ago,

with its robust lineup of new initiatives that will
[lkaly continue to keep the company growing and

climbing in the rankings over the next several
yvears. However, WBCP has it own list of new

initiatives, as outlined by its new president, Pam

Lifford, in the story that follows on page T4
The Top 10 Global Licensors reparted an
incrense in ratail sales of $137 billion in 2015
viersus $131.4 billion in 2014, The Top 10 licenso
now account for slightly more than 52 percent
of overall retall sales. Meredith climbed to No.
2 with a reported $20.1 billion. The company's

sales number inclodes the revenue of its leansed

Berter Homes and Gardens real estate agencies
in addition to its extensive direct-to-etail
licensing programs with Walmart and FTD.
Another key change in the Top 10 is for
Mattel, which dropped to No. 27, ceporting $2.3
billion in retail sales of licensed merchandise.
An exampla ofa global llcansor that has
achieved significant growth over the past few
years (s 1P management company Sequantial
Brands Group. The company, which now has
brands Martha Stewart and Jessica Simpson,
reported $4 billion in retail sales in 2005 and

is now ranked Mo 14. This is a huge leap in

recant years—in 2013, the licensor rankad

No. 65 with retail sales of $750 million.
There are 12 new licensors that folned the

phenemenon; Moomin; Paramoun
of America; Genius Brands Internat
Smuggle; Sports Afield; Animaccord,
owns the preschool brand "Masha g
Bear;” Girl Scouts of the USA; 41§
d technalogy company Telglfh
! I consider is that a
total of 56 global licensors reported retail sales
of §1 billion or more and represent $235 billion
in retail sales-or 90 percent-of the total retail
sales reported by the Top 150 Licensors. While
Margaritaville was added to the Billion Dollar
Licensor Club, four licensors dropped oot the
Club including Discovery; Frigidaive, which is
now included within Elactrolms Marths Stewart,
which was acquired by Sequential Brands Group;
and Technicolor, which dropped slightly to No.
59 with a reported $844 million in retafl sales. ©

= Al plodal L ahiors andfor Hdenilsg apers iubealeted ratall isles figura, which arn besad oo wiorldw (e rot il ial s oflizehesd merehindig i 3004, snlei stbarwlinnited Enternatienad les Spurm wiss
eomvertid b o or dingg o bk Y Feeer e rh e Tl i B fuad (ines id in Bofes aied Ay hove hadas s veraanlas yrars repory Dloenas! Oledal sonaiilis v fous |5 dustey s ces, naseis Socsmments, ansial
repors, e al snd reliss on the Tidadery respong’bility of each company for scoursry. All coaspandes are publlc exrept s otherwise noted s Privaie or Bon Prodit. Thisreport linat Intendeed to'be & brand p ervepthonor
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LICENSED PRODUCTS

Licensing the oldest and most respected brand in the outdoor industry means your
products will stand out in any crowd. Utilize our logo or our extensive library of

beautiful covers in your designs.

FIEL lll
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LICENSED PRODUCTS

A wide variety of product categories are available for licensing, including clothing, luggage,
leather goods, automotive parts and accessories, ammunition, flashlights, knives and multi-

tools, and video games.

MAXIMUM =

30
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CAMO PATTERNS

Sports Afield, in association with KLOAK, has developed a series of
camo patterns appropriate for hunting, fashion, and home décor use.
These patterns are available on fabrics or as a film for dipping hard
goods such as gun stocks. These new camo patterns allow a wide range
of branding options: License the Sports Afield brand, the Sports Afield

brand and camo pattern, or just the pattern itself.

North AmeriKON Collection
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SPORTS AFIELD FABRICS

Sports Afeld, in association with Elizabeth Studio Fabrics, has developed a series of patterns appropriate for home
decor use. These patterns are available on high-quality, 100 percent cotton fabric. A combination of great artwork,
careful attention to detail, and gifted colorization has resulted in a terrific selection of Sports Afteld fabrics.
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CONTACT US
. ]ames Reed
= n Ctor ¢ Sales %L ensing, Sports Afield
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Bobbie ’“& r
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SPORTS AFIELD LICENSED PRODUCTS
ARE SOLD IN:

Dunhans

amazon " T |, 7

COSTCO eb

~ (DORISVAN PORTSMAN’S)

SWAREHOUSE

EE%‘}}S&?,‘{“ SPORTCO

e Sporting Goods

TRACTOR
SUPPLY C2







