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Background
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AFRICAN OUTFITHa#RS it all.

AFRICAN OUTFITT&ERn upmarket bimonthly publication promoting fair hunting and ethical
business practices within the hunting industry. From a hunting perspective, the preservation of
biodiversity on the African continent is our first and foremost priority. The emplsbigwever

also on the sustainable utilization of wildlife. This is a magazine about the true African wilderness
and its wildlife. Stories of bigame hunters of yesteryear hunting elephant, buffalo, lion and other
wild beasts i1 n t lnewil@eanesk buGtsmabautoer modeday hpnting s t
heroes and their adventures in the Africa of today make for fascinating reading.

The very firsAFRICAN OUTFIT TEdjazine appeared on the shelves in 208 glossy publication
of about 100 pages. I idistributed to 32 countries, offering quality articles and outstanding
photographs to readers worldwide.

Why are we different

This is a classic hunting magazine preferred by the more serious hunter. It is fast becoming a
col |l ect or’ s inthusiasts ean purchase meathkougd velumes oAFRICAN
OUTFITTHER add to the collection on their bookshelves.

Volume 1 & 2 are sold out and Volume 3 is now available.

Typical content

1 Hunting trophy animals 1 Hunting and conservations issues
i Tracking & bush skills 1 Dangerous game
1 Hunting photos 1 Hunting of yesteryear
i Ballistics 1 Modern and classic firearms
1 Bow hunting articles 1 Informative and technical articles on
i1 Around the campfire-In industryrelated topics
conversation with wetknown 1 Loading & shooting vintage guns

hunting outfitters
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Market

Target market and readers
1 Our readers are local and international. Ouitfitters, professional hunters, bow hunters,
sport and recreational hunters, conservationists, wildlife and outdoor enthusiasts, safari
operators, and game farm and reserve owners.
1 All members of the Big Bore g&xiation of Southern Africa (BASA) receive
AFRICAN OUTFIT Eshart of their membership.

Average profile of our readers:
Socieeconomic:
1 High level of education

1 High income bracket almost 60% are either in management positions,-eetiployed or
have professional occupationwithout exception LSM-Q0

1 Can afford to spend money on expensive leisure sports like hunting (average 4 x per
annum-local)

1 Enthusiastic about hunting and related topics
At the peak of their economic cycle
91 Prefer to buy ugmarket, quality magazines and are willing to spend a substantial amount.

=

Hunters:
Apart from having other occupations, 80% of our readers are also hunters
Statistics about hunters (as per Tourism & Leisure Report)

Education:
Diplome/graduates: 37%
Postgrad: 16%
Professional: 20%

Occupation:

Seltemployed (25%)
Professional (20%)
Management positions (14%)

Age
20%: 3639 years
25%: 4049 years
38%: 5664 years
80% sold out with every issue
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Distribution
Bimonthly
National distributionto thousands of retail outlets
National subscribers
International subsabers in more than 32 countries
E-magazine online
Professional Hunters (PHASA/ NAPHA) conventions
To all members of Big Bore Associatad Southern Africa
International hunting conventionand expos such as SCI, DSido&iston SafarClub
in the US, Cinegetica, Jagd & Hund and the GBaatsmanShow in Alaskdhus
creating substantial international presence and awareness
1 We have a outlet in the Firearms Permit Office at OR Tambo International Airport
every international hunter who hunts in Africa has to enter through this port to
check out his rifles. Complimentary copies to these hunters
1 We have representatives in Australiada@anada for North America and Canada to
increase our international footprint.
1 14 000 copies printed per issue, and a conservative readership estimate of 42 000
1 80% sold out with every issue
We also utilise back issues by effectively distributing thesaur target market, so even
S ONERdT SN aleRa z Ksike s ar e Bl aced. Bin o he Rsan disg’ oUEEe.h
issue is off theshelf.
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Advertising philosophy

We aim to keep advertisement loading at a maximum ratio of 35% of the total magazine
content. By doing so, we believe that we keep the reading content strong and captivating,
inspiring our readers to votAFRICAN OUTFIT EERheir favourite hunting magazine. By
limiting our advertisement loading ratio, our advertisers get better exposure as they do not
need to compete with numerous other advertisements in the same issue (as is the current
tendency with publications carrygnhigh advertisement loading of 609%0%).

Advertisers

From national and international brands to outfitters and private lodge and game reserve
owners, as well as everyone in between advertisARRICAN OUTFITFBRU will find
yourself in good comparny

Our clients include

Blaser rifles Rigby
Courteney Boots Verney Carron
DW Bullets Mauser

ECM Technologies Rogue

Ekland Safaris

Etosha Heights Game Safaris
Game Trackers Africa

Jewel Africa

Life Form Taxidermy

Optics International
Safari & Outdoor
Melvill and Moon
Leopold

Eland Safaris
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Contact
Yolande van der Merwe

+27 833 025 301
yolande@africanoutfitter.com. www.africanoutfitter.com.
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