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The Sports Afield Platform
Sports Afield Magazine

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 Sports 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 Sports 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 Light SevensSubhead: A close look at a trio of exceptional car-

tridges: the 7mm Mauser, 7mm-08 Remington, and .280 

Remington.Story and photos by Craig Boddington
The hit sounded good, a solid thwack, and the reac-

tion was equally good. Then the wildebeest bull ran to 

the left, lost behind brush. Through dust and morning 

shadow we saw the herd depart, and I was worried. Ap-

proaching a quarter ton in weight, wildebeest are big. 

More important, they’re tough. Regardless of cartridge or 

caliber, precise shot placement is essential.

So we waited a few minutes and then it was time to 

go look. Professional hunter Scot Burchell got his dog, 

Rocky, and we walked toward where the animal had been 

standing. Initially nothing, no surprise—even with a per-

fect hit on wildebeest, a blood trail is unlikely for several 

dozen yards. We found where we thought the bull had 

stood, and then worked left, as he had run. The hit looked 

so good that I figured the bull was down, but I thought it 

would take a while to find him. I figured wrong. Casting 

to the left, Scot and his hunter, my daughter Caroline, 

stumbled onto the bull in less than fifty yards, stone dead. 

Such a simple recovery is always a relief, but in this 

case I was bemused. Not by the good shot, which Caro-

line is certainly capable of, but by the simple fact that 

she was using her little Ruger in 7mm-08 Remington, fir-

ing Hornady’s inexpensive American Whitetail load with 

139-grain InterLock bullet. No 7mm is a “big gun” for 

wildebeest. I’m happy to use a .30-caliber, but if someone 

asked me about the perfect choice I’d lean toward a .338. 

The InterLock bullet also deserves mention. Neither 

a fancy bullet nor an especially tough bullet, it’s a long-

standing favorite for deer, but in that caliber and weight it 

might not be considered ideal for larger, tougher animals. 

This bullet apparently didn’t know that, because it broke 

both shoulders and was recovered against the hide on the 

far side, perfectly mushroomed and very intact.

Midhead: The Un-Magnum Sevens

Although such perfection isn’t common on wilde-

beest, I wasn’t entirely surprised. Both Caroline and 

her elder sister, Brittany, do most of their hunting with 

a 7mm-08, so I’ve seen a whole lot of game taken with 

this unimposing little cartridge: In Caroline’s case, plains 

game up to zebra; in Brittany’s case, plains game all the 

way up to eland. At possibly a ton in weight, the eland is 

beyond the limit for any 7mm, but shot placement mat-

ters, and a single 140-grain Nosler Partition, perfectly 

placed, got the job done.
Although I’ve used most of the 7mm magnums with 

very good results I am not a fan. My reasoning is simple: 

If I need the extra velocity and reach of a large-cased car-

tridge I’d just as soon move up to a .30-caliber and get 

more bullet weight, frontal area, and energy. I am, how-

ever, a fan of the milder 7mms. Recoil is negligible, and 
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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. . . .
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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 Afield’s 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. 9



Core Values
The Sports Afield brand is dedicated to quality, authenticity, 

tradition, and a strong conservation ethic.

Quality: Sports Afield’s magazine, television show, website, and 
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.

10
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The Outdoor Market
Outdoor recreation represents a huge and growing 
market in the USA and around the world.

More than 90 million U.S. residents participated 
in wildlife-related recreation in 2015.

Total spending on wildlife-related recreation in 
2015: $145 billion

72 million U.S. residents enjoy watching wildlife
33 million enjoy fishing
14 million enjoy hunting
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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 Russian edition 
published in st. peteRsbuRg
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Hang Tags
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SPORTS AFIELD TROPHY PROPERTIES

The newest company under the Sports Afield brand 
is Sports Afield Trophy Properties, the ultimate source 
for the outdoor enthusiast’s recreational property needs. 
With a dedicated and concentrated audience 

of outdoor enthusiasts, Sports Afield is ideally positioned 
to connect North America’s most active and affluent 
sportsmen and sportswomen with the properties of 
their dreams.
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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, Sports 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 

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.”

Cabela’s Trophy Properties, which we are turning over 

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 
home without the maintenance 
associated with traditional log 
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 Afield 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 Sports 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 Afield website, and the World of Sports Afield television show and Sports 
Afield 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.
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In 2017, Sports Afield was ranked in the 
150 Top Global Brands by License Magazine.

April 2017   www.licensemag.com   T5

Top 150 Global Licensors

76 V&A Museum $428.9 M

77 Major League Soccer $420 M

78 Diageo $400 M

79 ITV Studios Global Entertainment $400 M

80 Church & Dwight $365 M

81 Energizer Brands $365 M

82 Tommy Bahama $360 M

83 C3 Entertainment $350 M

84 Hearst Brand Development $350 M

85 Mars Retail Group $340 M

86 The Goodyear Tire & Rubber Company $338 M

87 Sony Pictures Consumer Products $335 M

88 CBS Consumer Products $320 M

89 Michelin Lifestyle $311 M

90 41 Entertainment $290 M

91 Nissan Motor Company $290 M

92 m4e $280 M

93 Volkswagen $280 M (E)

94 Smiley Company $264.6 M

95 Briggs & Stratton $260 M

96 John Deere $260 M (E)

97 National Geographic Partners $260 M (E)

98 TEN: The Enthusiast Network $260 M

99 Carte Blanche Group $250 M

100 General Mills $250 M

101 TGI Fridays $250 M

102 Jane Seymour Designs $240 M

103 The Eric Carle Studio $230 M

104 Animaccord $230 M

105 Eastman Kodak $215 M

106 Activision Blizzard $208 M

107 4K Media $200 M

108 AT&T $200 M

109 Food Network $200 M (E)

110 Girl Scouts of the USA $200 M

111 Hamilton Beach Brands $200 M

112 Sports Afield $184 M

113 Roto-Rooter $180 M

114 Paramount Pictures $175 M (E)

115 Weil Lifestyle $175 M

116 Skechers USA $170 M

117 Smithsonian Enterprises $168 M

118 Kawasaki $165 M

119 JCB Consumer Products $160 M

120 Reynolds Consumer Products (Hefty) $160 M

121 Rodale $155 M

122 Condé Nast $150 M

123 KISS $150 M

124 Wolfgang Puck Worldwide $148 M

125 Gold’s Gym $147 M

126 Anheuser-Busch InBev $144 M

127 Aardman Animations $140 M

128 La-Z-Boy $140 M

129 Beam Suntory $135 M

130 Kathy Davis Studios $135 M (E)

131 Lamborghini $135 M (E)

132 Melitta $130 M

133 Snuggle (The Sun Products Corporation) $130 M

134 Santoro Licensing $127 M

135 AgfaPhoto $120 M

136 Perfetti van Melle Group $106 M

137 PepsiCo North America $100 M (E)

138 Tony Roma’s Famous Ribs $100 M

139 The Scotts Miracle-Gro Company $96 M

140 U.S. Army $90 M

141 MGA Entertainment $86 M

142 Cold Stone Creamery $85.8 M

143 American Greetings Entertainment $75 M (E)

144 Boy Scouts of America $75 M

145 Black Flag $75 M

146 Mack Truck $75 M

147 Jelly Belly Candy Company $75 M

148 Minor League Baseball $68.3 M

149 Biltmore $65 M

150 Viz Media North America $60 M 

(E) indicates sales numbers were estimated based on the best public information available and industry expertise of 
the License Global editorial group.

RANKING COMPANY
RETAIL

SALES 2016
RANKING COMPANY

RETAIL
SALES 2016

Top 150 Global LicensorsTop 150 Global LicensorsTop 150 Global LicensorsTop 150 Global LicensorsTop 150 Global LicensorsTop 150 Global LicensorsTop 150 Global LicensorsTop 150 Global LicensorsTop 150 Global LicensorsTop 150 Global LicensorsTop 150 Global LicensorsTop 150 Global LicensorsTop 150 Global Licensors
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117 Smithsonian Enterprises $168 M

118 Kawasaki $165 M
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120 Reynolds Consumer Products (Hefty) $160 M
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123 KISS $150 M

124 Wolfgang Puck Worldwide $148 M
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126 Anheuser-Busch InBev $144 M

127 Aardman Animations $140 M

128 La-Z-Boy $140 M

129 Beam Suntory $135 M

130 Kathy Davis Studios $135 M (E)
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RANKING COMPANY
RETAIL

SALES 2016

Sponsored by

A C C O U N T A N T S  &  A D V I S O R S

 Total Retail Sales Jump 3 Percent

 Disney Reports 8 Percent Increase

 Eight New Licensors Join the List

 55 Licensors Top $1B in Sales

APRIL 2017    VOLUME 20    NUMBER 2

26



April 2017   www.licensemag.com   T37

Top 150 Global Licensors

110  GIRL SCOUTS
OF THE USA 

$200M (PRIVATE)

MICHAEL CARLISLE, PRINCIPAL, THE WILDFLOWER GROUP (LICENSING AGENT), 
+1.212.924.2322

WWW.GIRLSCOUTS.ORG

Top licensed properties include Girl Scouts and Girl Scout Cookies, 

products for which appear at a range of retail partners across the U.S. 

including Walmart, Target, Albertson’s, Kroger, Safeway and Meijer. In 

2017, Girl Scouts of the USA will celebrate 100 years of girls participating 

in cookie sales. As part of the celebration, the organization will highlight 

the unforgettable Girl Scout experiences and projects that are powered 

by the Girl Scout Cookie program. The Girl Scout Cookie sub-brand 

continues to play a major role in GSUSA’s licensing activity, and 2017 has 

already seen 

the debut 

of General 

Mills’ Girl 

Scout Cookie-

inspired 

cereals and 

Project 7’s Girl 

Scout Cookie-

inspired gums 

and mints. 

2017 will see 

continued 

expansion of the food, beverage and promotions categories, as well as 

non-food items such as craft fabric with Riley Blake Designs and footwear 

with Skicks. 2017 has also already seen the introduction of the new Girl 

Scout S’mores cookies, which capture the adventurous spirit, love of the 

outdoors and feeling of community synonymous with Girl Scouts. Going 

forward, the Girl Scouts licensing program will expand into key categories 

that promote and enhance the pillars of the Girl Scout leadership 

experience, notably: the outdoors, entrepreneurship, life skills and, in 

particular, STEM.

111  HAMILTON BEACH 
BRANDS 

$200M (PARENT COMPANY NACCO INDUSTRIES NYSE: NC)

WENDY REID, LIENSING AND BUSINESS DEVELOPMENT, +1.504.527.7189

WWW.HAMILTONBEACH.COM, WWW.PROCTORSILEX.COM

Hamilton Beach Brands is a leading designer, marketer and distributor of 

small electric household appliances, as well as commercial products for 

restaurants, bars and hotels. The company licenses the Hamilton Beach and 

Proctor Silex brands across the globe in a number of product categories. In 

2017, Hamilton Beach Brands will continue to grow its licensing program 

primarily through new category and territory expansions.

112 SPORTS AFIELD 

$184M (PRIVATE)

LUDO WURFBAIN, CHIEF EXECUTIVE OFFICER, +1.714.894.1558

WWW.SPORTSAFIELD.COM

Sports Afield was founded in 1887 as a magazine for rural, outdoor living, 

hunting and fishing. After WWII it was bought by Hearst Publications, 

and since the early 2000s, it has been owned by a private investor group. 

The Sports Afield brand was licensed since before WWII, and today is 

licensed worldwide in security safes, outdoor recreational real estate, a 

Russian language edition, the “World of Sports Afield” television show, 

Sports Afield log homes, home decorations, apparel, backpacks, crystal 

dehumidifiers, books and other outdoor-related products. Top retail 

partners include Costco, Amazon, Dunhams, Tractor Supply and other 

independent retailers and independent outdoor recreational real estate 

agents. Growth for the Sports Afield brand in 2017 will come from an 

extensive expansion of the real estate marketing entity Sports Afield 

Trophy Properties. The brand will also be launched into fishing folded 

knives, fixed blade kitchen knives, compact safes for storage of valuables, a 

new line of quick-access “lightning vaults” with digital key pad locks, wall 

decoration featuring vintage Sports Afield covers and a new calendar and 

book program.

113 ROTO-ROOTER

$180M (NYSE: CHE)

HAL WORSHAM, MANAGING DIRECTOR, LMCA (LICENSING AGENT), +1.212.265.7474

WWW.ROTOROOTER.COM

The program, begun by LMCA in 2000, has focused on extending and 

building upon Roto-Rooter’s reputation and its nationwide plumbing service 

organization. The primary licenses currently in place include those for retail 

lines of chemical drain cleaners and plungers, each of which are positioned 

as precursors to a service call. Distribution encompasses supermarket, mass 

merchant and hardware channels.  

114  PARAMOUNT 
PICTURES 

$175M (E) (NYSE: VIA)

LEEANNE STABLES, PRESIDENT, WORLDWIDE MARKETING PARTNERSHIPS AND 

LICENSING, +1.323.956.5677

WWW.PARAMOUNT.COM

Top licensed properties in 2016 included The Godfather, Mission Impossible, 

Top Gun, Mean Girls, Grease, Zoolander, Anchorman, Clueless and Ferris 

Bueller’s Day Off. In 2017, Paramount is also developing a consumer product 

programs to support its upcoming releases, such as a Baywatch summer 

seasonal program and a Ghost in the Shell program that will include apparel, 

accessories and collectibles. 
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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. 
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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.
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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.

AfriKON Collection

North AmeriKON Collection
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SPORTS AFIELD FABRICS

Sports Afield, 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 Afield fabrics.
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Contact Us

James Reed
Director of Sales and Licensing, Sports Afield
714-373-4674
jreed@sportsafield.com



SPORTS AFIELD LICENSED PRODUCTS 
ARE SOLD IN:

35






