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The LEADER Of Outdoor Media

TELEVISION

« 43 Million Unduplicated HHs
* 3 National Cable Networks

DIGITAL

* 19 Industry-Leading Websites
« 3.7 Million Unique Visitors/Month
« 7.8 Million Social Followers

PRINT

« 30 Million Monthly Readers
« 15 Leading Outdoor Titles
» 39 Special Interest Publications

OuUTDOOR
SPORTSMAN

GROUP

~
Outdoor SPORTSMAN e MOTV

FdiRvan  [nfisherman S%RF5RS sassrap?

GAMEeFISH

PETERSEN'S

HUNTING  WHITETEIL BoiaunNTiNG

Bowhunter  WILDFOWL GUNSAMMO

SHOOTING

RIFLESHOOTER  ‘HANDGUNS  Firearms NEws



Affiliate Partners — Linear & OTT SO aAN

G ROUP

ABOUT US LINEAR PARTNERS

st B dish

Sportsman Channel COMCAST

)(flnlty DIRECTV'

Watch and learn how to become a better

hunter, shooter and angler opﬁmum. COX vji’.a:g&t

by altice ; e
Honoring a lifestyle that is celebrated by millions //——l k -
of Americans, Sportsman Channel presents suddenlin Meﬂ'ggfgmﬁ- A\ BlueRidge
authentic hunting, fishing and shooting by altice ' il

programming.

Sportsman Channel is in 23 million U.S. television

households. OTT PARTNERS

B sling 227

@BQSS TV @ FreeCast'


https://www.directv.com/
https://www.sling.com/
https://www.fubo.tv/welcome
https://www.att.com/directv/

OuUTDOOR
~ Sportsman Channel DMA Coverage SPORTEMAN

GROUP

I TorAL SuBS OVER 500,000

| ToTAL SUBS 200,000 - 499,999
| TOTAL SUBS 100,000 - 199,000
| TOTAL SUBS 50,000 - 99,999
|| TOTAL SUBS 25,000 - 50,000

. TOTAL SUBS UNDER 25,000




OuUTDOOR
~ Viewer Profile SPORToMAN

GROUP

Outdoor

Sportsman
Group

Male
Median Age
Married
Owns a Home
Reside in B, C, or D counties
Owns 3+ Acre Lot

Pet Owner

Outdoor Enthusiasts

Source: MRI Doublebase 2020 = All, Combination of Outdoor Channel and Sportsman Channel Viewer = Watched in the last 7 days; Some College + = has attended some college/vocational school or received any degree. WFEN “Viewer” based on Angler profile
scaled to WFN'’s universe



OuUTDOOR
~ Viewer Profile SPORToMAN

GROUP

Sportsman

Channel

Male
Median Age
Married
Owns a Home

Reside in B, C, or D counties
Owns 3+ Acre Lot

Pet Owner

Outdoor Enthusiasts

Source: MRI Doublebase 2020 = All, Sportsman Channel Viewer = Watched in the last 7 days; Some College + = has attended some college/vocational school or received any degree.
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Median Household Income Is Up Across Key Male Demos

OUTD Median Income Growth

+ $5.6K

HH

2019 = 2020

+ $16.1K

M18-49

+ $17.6K

M25-54

+ 4.7K

M50+
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SPMN Median Income Growth

2019 = 2020

+ $10.7K

+ 8.6K

+ $6.4K

HH

+ ‘246K

M18-49 M25-54 M50+

Source: Nielsen Marketbreaks; 2020 (12/30/19-12/27/20) vs. 2019 (12/31/18-12/29/19) vs. 2018 (1/1/18-12/30/18); Dollar Increase based on Median HHI across key demos; Data is Live +7



OSG Reaches Upscale Viewers SPORTSMAN

GROUP

OUTD, SPMN & WFN have Higher Median HHIs Across All Counties
Compared to other “Upscale” Networks

Nielsen: Median Nielsen: Median Nielsen: Median
A COUNTY HHI Total U.S. B COUNTY HHI Total U.S. /D COUNTIES " HHi Total U.S:.
CNBC $98,700 SPMN $84,400 SPMN $71,400

prest 503900 TUWRN 583500 GoLr $65500

OUTD $80, 500 ESPN $62,200

~ SPMN  $93,400 ESPN $76,300 MBI $61. 700

ESPN $89,200 MLBN $73,700 NBCS $617600

NFLN $87,700 NFLN $73,100 NFLN $60,200
MLBN $84,900 NBCS- $72.500 OUTD $60,100

FOXNC $84,200 FOXNC $69,000 CNN $55,900

HGTV $83,600 Universal Kids $67,400 MSNBC $54,800

Fox Sports 1 $80,300 HGTV $66,700 Fox Sports 1 $54,700

CNN $79,200 MSNBC $66,500 HGTV $54,700

MSNBC $75,800 Fox Sports 1 $65,800 Universal Kids $54,000

Universal Kids $74,400 CNN $60,100 FOXNC $53,600

DISC $73,900 HIST $57,500 HLN $49,500

HIST $73,500 DISC $57,000 Nat Geo $49,300

Nat Geo $73,200 Nat Geo $56,400 HIST $48,400

HLN $69,600 TRAV $56,400 Total Use of TV $47,700

Total Use of TV $68,600 Total Use of TV $56,100 DISC $47.700

TRAV $63,200 HLN $51,000 TRAV $46,200

Source: Nielsen Marketbreaks; 2020 (12/30/19-12/27/20); Data is Live +7; Total Day (M-Su 6A-6A); * WFN data based on MRI Doubebase 2020 for Angler profile weighted to WFN’s Actual Audience Size



OuUTDOOR
~ Our Viewers Watch Live SPORPSMAn

GROUP

There is less skipping through commercials for viewers of OUTD and SPMN,
as they deliver a high percent of live viewing comparable to live sports networks.

% of Live Viewing

90%
86% 87% 87% 87%

83% 84%

76%

FS2 NBCS FS1 = OUTD ESPN2 GOLF = SPMN ESPN

Source: Nielsen Marketbreaks 2020 (12/30/19-12/27/20; % live delivery based on live+7 delivery; Total Day; P2+



OSG Adult Viewers Are Receptive To Advertising

| pay more attention to commercials on networks | like
Agree Completely

OUTD/SPMN 113
A&E 107
ESPN 101
MOTOR 101
DISC 97
NBCS 96
NGC 93
FNC 87
HIST 87

FS1 80

Source: 2020 Doublebase MRI; Base A18+

I’m more likely to buy products or services advertised

A&E

OUTD/SPMN

DISC

NGC

MOTOR

ESPN

HIST

NBCS

FNC

FS1

OuUTDOOR

SPORTSMAN

GROUP

on networks | like
Agree Completely

91
90
87
87
80

67

99

101

108

105



OSG Adult Viewers Are Receptive To Advertising

| pay more attention to commercials on networks | like

OUTD/SPMN

MOTOR

A&E

ESPN

DISC

NBCS

HIST

FS1

NGC

FNC

Source: 2020 Doublebase MRI; Base A18+

Agree Completely

109
104
98
94
91
86
79
78

70

117

OuUTDOOR
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I’m more likely to buy products or services advertised on

A&E

OUTD/SPMN

DISC

HIST

ESPN

NGC

NBCS

MOTOR

FNC

FS1

networks | like
Agree Completely

88
87
85
83
81
66

66

111

107

96



OuUTDOOR

OSG Adult Viewers Are Receptive To Advertising SPORTSMAN

A&E

ESPN

MOTOR

DISC

NBCS

NGC

FNC

HIST

FS1

| pay more attention to commercials on networks | like
Agree Completely

107
101
101
97
96
93
87
87

80

Source: 2020 Doublebase MRI; Base M18+

GROUP

I’m more likely to buy products or services advertised
on networks | like
Agree Completely

A&E 108

DISC 101

NGC 99
MOTOR 91

ESPN 90

HIST 87

NBCS 87

FNC 80

FS1 67



OSG Male Viewers Are Receptive To Advertising SPoRTSMAN

GROUP

| pay more attention to commercials on networks | like I’m more likely to buy products or services advertised
Agree Completely on networks | like
Agree Completely
MOTOR 109
A&E 11
A&E 104
DISC 96
ESPN 98
HIST 88
DISC 94
ESPN 87
NBCS 91 NGC e
HIST 86 NBCS 83
FS1 9 MOTOR 81
NGC 78 FNC 66
FNC 70 FS1 66

Source: 2020 Doublebase MRI; Base M18+



OSF Viewers More Engaged In 2021 SPORTSMAN

GROUP

VIEWERS ARE WATCHING MORE OFTEN, FOR LONGER PERIODS OF TIME

Jan’21, Viewers Tuned in to OUTD/SPMN More Than 5 Times
and Viewed for Almost 5 %2 Hours

323
275
259
215 224
200
185 180 182
3.0 3.3 3.6 3.2 3.8 4.0 4.2 4.4 52
Jan'19 Jan'20 Jan'21

OUTD  SPMN  COMBINED

Source: Nielsen Reach & Frequency Report by Month. Average Frequency/Average Minutes Viewed Total Day among P2+; 6 Minute Qualifier; Jan’21; Data is Live +7



TV Is Still King SPORTSMAN

GROUP

Adults Spend Almost 4 Hours Each Day Watching TV, Either Live Or Time-shifted,
More Time Than Spent On Any Other Media Type

AVERAGE TIME SPENT PER ADULT 18+ PER DAY
BASED ON TOTAL U.S. POPULATION

1:31
0:50 L
. - B =
0:12
0:03
Il e

Live+Time-Shifted Live TV App/Web on a Radio Internet App/Web on a Internetona  Time-Shifted TV Game Console DVD/Blu-ray
TV Smartphone Connected Device Tablet Computer Device

Note: In May 2020 smartphone measurement was updated to more precisely capture users’ intended behavior versus app/web 16
Source: Nielsen Total Audience Report (NTAR) March 2021. Data based on 3Q'20. activity occurring in the background. Smartphone data shaded in the chart is not able to be trended with current data.



Traditional Linear TV Continues To Lead sigg'r:ét’ﬁﬁu

Adults Spend More Time Watching Traditional Linear TV
Than They Spend On All Other Video Platforms Combined

AVERAGE TIME SPENT PER ADULT 18+ PER DAY ON VIDEO
BASED ON TOTAL U.S. POPULATION

® Time-Shifted TV mLive TV

T
Live+Time 0:27 3:14 3 Hours And 41 Minutes

Shifted TV

M Video Focused App/Web On a Tablet
® Video on a Computer

M Video Focused App/Web on a Smartphone
TV-Connected Devices (DVD, Game Console, Internet Connected Device)

All Other
Video 0:08 0:12 0:15 1 Hour And 40 Minutes

Platforms

Source: Nielsen Total Audience Report (NTAR) March 2021. Data Based On 3Q’20.

17



OuUTDOOR

DID YOU KNOW? SPORTSMAN
G R O UP
DIGITAL GIANTS SPENDING MAJORITY OF AD DOLLARS ON TV

Why? Because TV Reaches 85% of Adults, More than Any Other Media

3% 3%
3% 2%
8% 10% 10%
13%
93% 89% 88% 76%

% Ad Spending By Media Type

TV PRINT DIGITAL

Source: Nielsen Total Audience Report (NTAR) 1Q’20 Live + Time Shifted TV Reach; MediaRadar Ad Spending by media type (Oct'19-Sep’20); FAANG = Facebook, Apple, Amazon, Netflix and Google



Sportsman Channel YOY Growth

KEY DAYPARTS

HOUSEHOLD COVERAGE RATINGS

+18%

+8%
+6%
+21%
I |
Total Day Day Fringe Prime Ext Prime
2019 = 2020

Source: Nielsen Marketbreaks; SPMN, Coverage Ratings 2020, 2019; Live +7; Total Day, Day, Fringe, Prime, Ext Prime, Overnight & Weekend dayparts.

OuUTDOOR
SPORTSMAN

GROUP

+24%

+9%

Overnight Weekend



OuUTDOOR
~ Sportsman Channel Grew In HHS SPORTEMAN

GROUP

TOTAL VIEWER & KEY MALE DEMOS

4Q’20 VS 4Q’19

Total Day — AA Proj. Units

+20%
+19%

+19%
+16%

P2+ M25-54 M35-64

4Q'19 m4Q'20 4Q'19 m4Q'20

Source: Nielsen Marketbreaks; SPMN, Delivery in units during 4Q’'20, 4Q’19; Live +7; Total Day-M-SU 6A-6A; Demo as listed



OSG Connects You With Over 7.8 Million Social Followers

971,413

1,245,115

343,461

Over 7.8
Million
Followers

1,773,602

O&Gmn

CHANNEL

SHOOT

3,113,098

Source: Social Audience reflects Followers or Likes for OSG Social content on Facebook, Twitter as of January 2021. Hunting Total includes MOTV; Fishing Total includes World Fishing Network, Game & Fish.

OuUTDOOR
SPORTSMAN

GROUP

PACKAGES

CONTENT OFFERINGS
* Organic Co-Brand
+ Targeted Posts

PRODUCT VIDEO SHOWCASE
* New Product Review

+ Trade Show Coverage

» Facebook Live Events

SWEEPSTAKES
* Enterto Win
* Amplification Packages

Social Promotions
Activate Engagement
Increasing brand awareness,
reach, impressions, video views,
engagement and more.



OuUTDOOR

© MyOutdoorTV' S28ERERn
G R OU P

« Exclusive Content MQTV

Over 20,000+ episodes : Majority are exclusive

MYOUTDOORTYV®

« Aggressive Marketing
Every day, across all OSG platforms

« Meeting Changing Consumer Trends
On-demand, MOTYV originals, mobile, short-form and long-
form content, playlists, Live Channel

« Global Platform
Available in 195 markets around the world and in five
languages; offered on nearly all digital platforms including
I0S, Android, Amazon Channels, Samsung & LG Smart
TV's and Roku




OuUTDOOR
- MOTV Distribution Platforms SeCRTSmAN

GROUP

ROKU amazoncom

@ Smart % " tV

la) XBOX  samsng SMIART TV aN>30ID
i fi re tV » chLngle Play
ettt

Source: Social Audience reflects Followers or Likes for OSG Social content on Facebook, Twitter as of January 2021. Hunting Total includes MOTV; Fishing Total includes World Fishing Network, Game & Fish.

prime video | CHANNELS
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OuUTDOOR
~ MOTV Subscriber Trends SeCRTSmAN

GROUP

Subscribers have been growing steadily since January 2017
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Source: OSG Internal Subscriber Data



M Tv | BROWSE SHOWS ¥ LIVE EVENTS FREE EPISODES ¥ LIVETV w

MY TVe
G

» wn
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WATCHLIST § : WATCHLIST

Predator Fest Watchlist Zona's Awesome Fishing Show The Salt Life

Source: OSG Internal Subscriber Data

WITH LEE & TIFFANY

Crush with Lee & Tiffany

Q @BEN-

o S e | Ex
k37— S -
S
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2

LOGIN

OuUTDOOR
SPORTSMAN

GROUP

START YOUR FREE TRIAL

CAST

MLF Extended Cast




Sportsman Channel Canada SPORTSMAN

GROUP

 Launched January 2019
« WFN became Sportsman Channel in Canada only

 Combines the best programming from WFN, Sportsman Channel and Outdoor
Channel

» Celebration of the outdoor lifestyle and traditions Canadians love
» Offered on a Sports Pack and a la carte
« Home to 500,000 subscribers and growing

« Strong affiliate partnerships with Bell, Shaw, Cogeco and others

Source: OSG Internal Subscriber Data



Appendix



Average Audience Vs. Reach: Which Is The Best Metric?

There are three main components to measuring viewership that help buyers evaluate programs

. How many people saw it? (Number of Viewers)
. How often did they see it? (Frequency)
. How long did they see it? (Minutes viewed)

Nielsen’s definitions:

“AVERAGE AUDIENCE RATINGS tell you the percent of people who tuned into an average minute of the program. This metric is used in national TV

ratings to buy and sell advertising during a given program. This can also be reported in projections rather than a percentage that displays the number of
people who were exposed to the content in an average minute.”

. This is the industry standard because it combines all three components (number of viewers, frequency, and minutes viewed) and
creates an average.

“REACH figures tell you the number of unique people who were exposed to a piece of content or ad.”

. Reach only answers one of the three questions: Number of viewers. It does not account for frequency or minutes viewed.

. The industry standard (and the Npower default) for REACH is a 6+ minute qualifier. That ensures that at least one minute of the program was
viewed.

Source: ratingsacademy.nielsen.com



Not All Men Watch Sports SPORTSMAN

GROUP

OSG Reaches The Hard-to-reach Male Viewer

MORE THAN HALE % of OUTD/SPMN/WFN Male Viewers NOT watching sports

ARE NOT EVEN
WATCHING THE

SUPER BOWL!
83% S Sl it s
0 81% 5
e 77% 78% sl :
63%
61%
54%
44%
\S 3 o 2 S A N \ * A 1 N R\
Q,%? e‘eo“‘ 69?\\ W2 ee‘\‘?' o v"o‘ 5Q°(\6 60@50 se\@o‘ oS > o ot o S ‘@‘\(\e 6°°6°
oo® A o &8 <ot R \3d 3 M <ot ot N
0'69\ o°® g\‘.-vs &° e W W o e

o 3 oot o wh w

N\ W

Source 2020 Doublebase; Base M18+; MRI. OSG Networks = Watched OUTD/SPMN past 7 days/WFN viewer profile based on Angler Audience Profile.



Four Complementary TV Networks

O@OOI‘

CHANNEL

REAL. LIFE. ADVENTURE.

Active media-savvy guys who love
adventure in real life and on TV

Target Audience: Active Outdoorsmen
& Armchair Adventurers

SPORTSMAN

CHANNEL

SPORTSMAN

CHANNEL

TRUE TO THE CORE.

Passionate and upscale outdoorsmen
who are serious about hunting and love
to win

Target Audience: Dedicated Sportsmen

OuUTDOOR
SPORTSMAN

GROUP

WORLD
FISHING
NETWORK

EVERY ANGLER’S PASSION.

Fishing alone or with friends, these
upscale nature-lovers fish for fun

Target Audience: Avid Anglers



We Are The Place To Reach Men

OSG’S RANK VS COMPETITIVE SET ON M35-64 VPVH

OSG Networks rank #1 and #2
vs. all Cable networks measured by Nielsen!

482 494

432 442

397 s

340 351

AEN DEST AM NGC AHC HIST DISC FS1 NBCS

Source: Nielsen Marketbreaks; 2020 (12/30/19-12/27/20); Data is Live +7 VPVH in (000); Based on Total Day

OuUTDOOR
SPORTSMAN

GROUP

585

556
527

MOTOR OuUTD SPMN



