


What Draws Deer Managers to Quality Whitetails?

« The latest expert
guidance on QDM
techniques, such as
aging and judging
whitetails in the field
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« High-quality color
illustrations from
renowned whitetail
photographers that
reflect many aspects
of deer behavior

« Food plot guidance
that goes beyond

the basics, including
detailed profiles of
food-plot crops in
every issue

o Advanced techniques
in habitat management
that are based in
science and field
experience

« Articles by quali-
fied experts on the
front lines of deer and
habitat management,
including the nation’s
leading researchers,
biologists and consul-
tants — but written
in a popular style that
deer managers can
relate to and under-
stand.

QDMA has members
in all 50 states and
several foreign countries,
but the membership is
most concentrated where
whitetail populations are high
— the Southeast, Mid-Atlantic,
Northeast and Upper Midwest, as
this membership map shows.

As the journal of the Quality Deer
Management Association (QDMA),
Quality Whitetails is backed by
the most respected deer biologists,
researchers and experts from around
the country. As a result, no other
publication offers the level of fresh,
practical and reliable information on
food plots, habitat management, deer
behavior and deer hunting. Because
of this, our journal has captured
a segment of the deer-hunting
readership that your business can’t
afford to ignore.

About Quality Whitetails:

* Readers are deer managers,
not just deer hunters, and most own
their own land

¢ Sustained growth since 1997

* Long shelf life of magazine
extending your exposure

¢ Ad saturation capped well bellow
industry average

¢ 1x, 3x, 6x Rates

* 15% discount for insertion-ready ads

* A range of ad sizes from full page to
business card
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“T've been real happy with the response to
my first ad, and I've even had a lot of local
people here in Michigan stop in after seeing it
in Quality Whitetails. 1 can tell T'll be a regular
advertiser in the future.”
— Charlie Morse, Morse Nurseries, wildlife
trees and shrubs

“I have been very impressed with the
response to our ads in Quality Whitetails.
Advertising in QDMA’s journal has been a
very effective tool for increasing the sales of
BioLogic products.”
— Bobby Cole, National Sales Director,
Mossy Oak/BioLogic

“Every salesman tells you that readers keep
their magazines. I know that’s true for Quality
Whitetails, because I keep a big stack of them
myself, and I dig back through them all the
time. The quality of the information makes
the magazine great reference material for any-
one involved in managing deer and habitat.”
— Ken Lomas, Evolved Habitats, food-plot seed



Quality Whitetails Reader Demographics

(Based on a _June 2006 Reader Survey)

Land Ownership: 73 percent of Quality
Whitetails readers own their own hunt-
ing property * 63 percent of those who
own property have 50 to 500 acres.

Hunting-Land Use: 74 percent of sub-
scribers hunt on private land « 23 per-
cent hunt on leased property (private or
timber company land).

ATV Ownership: 70 percent of sub-
scribers own an ATV.

Education Level

19%
8% High School

12%

Percentage of Readers

Annual Household Income
of Quality Whitetails Readers

less than $25,000- § $35,000- @ $45,000- @ $75,000- @ $100,000- { $150,000-

$200,000+

Annual Household Income

Land Management: 93 percent of Quality Whitetails readers are practicing Quality Deer
Management on their primary hunting land + 21 percent spent 10-19 days, 18 percent spent
20-29 days, and 46 percent spent over 30 days on deer management activities other than
hunting during the last year.

Reader Habits: 85 percent of Quality Whitetails subscribers read at least three-fourths or all
of each issue * 95 percent save Quality Whitetails for future reference * 83 percent share their
copies of Quality Whitetails + 93 percent ranked Quality Whitetails above average or the best
hunting/management publication they receive.

Food-Plot Equipment: 61 percent of subscribers own a tractor, 48 percent use an ATV for
food-plot work, and 23 percent also put in smaller plots with manual tools or tillers.

Hunting Habits: 87 percent of readers use a rifle for hunting, 67 percent use a bow, 63 per-
cent use a shotgun, 61 percent use a muzzleloader and 17 percent use a handgun.

Spending Habits: Quality Whitetails readers spend a tre-
mendous amount of money on hunting and management
equipment each year (see the chart at right). Our 2006
member survey found that, in the coming year,

+ 82 percent will buy food plot seed

+ 59 percent will buy hunting clothing

+ 57 percent will buy mineral supplements

* 53 percent will buy herbicides

+ 52 percent will buy wildlife trees and plants

* 45 percent will buy deer feed

+ 39 percent will buy food-plot implements

+ 37 percent will buy game cameras

+ 35 percent will buy bows or archery equipment

+ 25 percent will buy firearms

+ 20 percent will buy an ATV or ATV accessories

+ 10 percent will buy hunting land
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Personal Demographics: Most Quality Whitetails readers have
managerial jobs (35 percent) or own their own businesses (32
percent) * 23 percent are between the ages of 35 and 44, 26 per-
cent are 45-54 years of age, and 24 percent are 55-64 + 87 percent
of Quality Whitetails readers own a computer and have internet
access.

Summary: Compared to readers of general-interest deer hunting
magazines, Quality Whitetails readers have higher incomes, are
more often landowners, spend more time in the field, and spend
more money on a broader range of equipment and services. Their
time and effort go far beyond a couple of weekends in the fall. Yet,
this more concentrated, motivated readership is available to you
at competitive ad rates. Call QDMA today at (800) 209-3337!




FULL PAGE
8.375x10.875

*plus .125 bleed on all sides

2/3 PAGE
4.95x9.875

1/2 PAGE Horiz.
7.525 x 4.875

Issue Schedule & Deadlines

Issue Closing Date Materials Due*
February 2007 January 2 January 8
April 2007 February 19 February 26
June 2007 April 16 April 23
August 2007 June 25 July 2
October 2007 August 27 September 4
December 2007 October 22 October 29

*The QDMA will automatically pick up the last run ad for advertisers
who do not submit new ad material by the Materials Due date.

Insertion-Ready Discount: Advertisers save 15 percent off regular
ad rates (at right) by submitting ad materials ready for insertion
using the guidelines below.

Frequency Discounts: Unless a contract exists specifying the num-
ber of insertions, each ad insertion will be billed at the one-time
rate until a frequency-discount rebate has been earned.

Terms: Net 30 days. New, first-time advertisers must pre-pay their
first insertion. It is the policy of QDMA to suspend advertising for
accounts carrying balances past two issue of the magazine.

1/2 PAGE Vert.
4.95 x 7.40

1/3 H: 4.95 x 4.875
1/3 V: 2.408 x 9.875

1/4 PAGE
3.687 x 4.875

2006 Advertising Rates
(15% off below rates for Insertion-Ready Ads)
Four Color 1x 3x 6x
Full Page 1,855 1,670 1,540
2/3 Page 1,400 1,255 1,140
1/2 Page 1,165 1,050 945
1/3 Page 1,025 950 845
1/4 Page 965 850 765
1/6 Page* 595 550 510
1/12 Page* 300 280 265

Covers 1x 3x 6x
Back Cover N/A N/A 1,940
Inside Covers N/A 1,940 1,815

*Mini Ads
1/6- and 1/12-page ads are grouped
together in a special section for
business-card-sized ads.

1/6 PAGE: 5.0 x 2.4 (H)
1/12 PAGE: 2.4 x 2.4 vz s

Mechanical Requirements

Trim Size:  8.375" x 10.875"
Live Area:  7.525" x 9.875"
Bleed Size:  8.625" x 11.125"
Column Depth: ~ 9.875"
2-Column Width:  3.687"
3-Column Width:  2.408"
Binding:  Perfect Bind
Materials

Accepted Formats: Adobe PDF, .TIF or .EPS
files at a minimum resolution of 300 dpi at
100 percent size. Acceptable native layout
files include Adobe Indesign (preferred) or
QuarkXpress 4.11 or higher (workable).
Please include all fonts and original graphics,

logos or images when submitting native
files (graphics and images must be 300 dpi
at 100 percent size). Convert all RGB and
spot/Pantone colors to process CMYK.

Submission: Files may be submitted on CD
(preferred) to 170 Whitetail Way, Bogart,
GA 30622 or emailed to Cindy Herndon at
cherndon@qdma.com

Ads Built by QDMA: For advertisers who
cannot supply insertion-ready ads, our
graphic designers are ready to assist in
building ads to customer specifications.
Customers must supply all images, logos or
graphics either as original photographs or
high-resolution .JPG or .TIF files (300 dpi
at 100 percent size).

Note: In ads for supplemental feeders or feeding supplies, it is the policy of the QDMA to insert the following disclaimer in 6-point type: “The QDMA
supports supplemental feeding of white-tailed deer in situations where it is legal, no known disease concerns exist, and when done to achieve biologi-
cally sound management recommendations made in consultation with a qualified wildlife professional.”

(800) 209-3337

Lindsay Thomas Jr.
Editor
Ithomas@qdma.com

Cindy Adams
Design Manager
cadams@qdma.com

Cindy Herndon
Advertising & Publishing
Coordinator
cherndon@qdma.com

Fax: (706) 353-0223
Shipping: QDMA
170 Whitetail Way
Bogart, GA 30622





