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Introduction and Background
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panel. This panel composed of anglers across the U.S., tracks monthly fishing participation and
purchasing activity. This special media report was prepared for media professionals who help
promote www.AnglerSurvey.com by providing an online link to the survey.

The complete AnglerSurvey.com report, available by subscription, is designed to provide
manufacturers and retailers with detailed information on consumer purchases including brand
selections, sales by price point, average purchase price, and the type of store where items are
sold. Demographic information by age, household income, education background is offered by
equipment category. Results are provided for the most recent month, as well as year-to-date
and for the same month in the previous year.

To overcome biases common to online surveys, results are weighted to reflect the true
population of U.S. anglers. The weighting process is conducted each month to ensure each
survey reflects the general angling population as accurately as possible.

This report is intended for media companies providing a link to AnglerSurvey.com. Contact Southwick Associates for
link files. A detailed report providing greater fishing tackle market share data, price point information and more is
available by subscription or sale from Southwick Associates, Inc. Contact Info@SouthwickAssociates.com for more
information or prices.
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Highlights fromMay 2010

The May 2010 survey is based on usable responses from anglers across the U.S. This analysis
presents the highlights and compares the results to the survey from one year ago (May 2009).

Below are brief summaries of the highlights within the survey. Please note that while a static
picture of the results for a given month provides good insights, comparing results from one
month to another provides a better picture of industry trends and changes. The percentages
reported here reflect the percent of anglers who reported buying a product in the category or
participating in the type of activity specified.

Fishing Activities

Freshwater fishing participation - 64%

Saltwater fishing participation - 15%

Preferred method of freshwater fishing ¢ artificial baits 80%
Preferred freshwater fish ¢ largemouth bass 48%
Freshwater anglers fished from mostly ¢ land, pier, dock or wading 66%
Days of freshwater fishing ¢ 3 to 5 days 36%

Preferred method of saltwater C artificial baits 75%
Preferred saltwater fish ¢ redfish 27%

Saltwater anglers fished from mostly ¢ powerboat 69%
Days of saltwater fishing ¢ 1 to 2 days 46%

= 8 -_a-_8_-_8_-9_95_2_-°a_--2

All Purchases
T 53% of survey participants made purchases
9 Of all purchases made, most were - lures 61%

Fishing Rods
1 Top brand of rod ¢ Shakespeare 11%
1 Most purchased from ¢ outdoor specialty 23%

Fishing Reels
 Top brand of reel ¢ Shimano 22%
 Most purchased from ¢ outdoor specialty 26%

Fishing Combos (Rods & Reels)
9 Top brand of combo ¢ Shakespeare 32%
' Most purchased from ¢ mass merchant 38%

This report is intended for media companies providing a link to AnglerSurvey.com. Contact Southwick Associates for
link files. A detailed report providing greater fishing tackle market share data, price point information and more is
available by subscription or sale from Southwick Associates, Inc. Contact Info@SouthwickAssociates.com for more
information or prices.
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Fishing Line
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Lures

= A = = = A

= =

T
T

Type most purchased - monofilament 47%
Top brand of line ¢ Berkley Trilene 16%
Most purchased from ¢ local shop 26%

Type most purchased ¢ soft bait 64%

Top brand of hard bait ¢ Rapala 28%
Most hard baits purchased from ¢ outdoor specialty 37%

Top brand of soft bait ¢ Zoom 15%
Most soft baits purchased from ¢ outdoor specialty 33%

Top brand of spinner bait ¢ Strike King 18%
Most spinner baits purchased from ¢ mass merchant 28%

Top brand of dough bait ¢ Berkley Powerbait 56%
Most dough baits purchased from ¢ mass merchant 57%

Top brand of jig bait ¢ Strike King 9%
Most jig baits purchased from ¢ outdoor specialty 32%

Terminal Tackle

T
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Type most purchased ¢ hooks 79%

Top brand of hooks ¢ Eagle Claw/Lazer Sharp 36%
Most purchases from ¢ mass merchant 32%

Top brand of sinkers ¢ generic 32%, Water Gremlin 14%
Most purchased from ¢ mass merchant 36%

Top brand of swivels ¢ Eagle Claw 17%
Most purchases from ¢ local shops 26%

Top brand of rigs ¢ generic 21%, Eagle Claw 17%
Most purchases from ¢ local shops 34%

Top brand of bobbers ¢ generic 36%, Thill 13%
Most purchases from ¢ mass merchant 46%

This report is intended for media companies providing a link to AnglerSurvey.com. Contact Southwick Associates for
link files. A detailed report providing greater fishing tackle market share data, price point information and more is
available by subscription or sale from Southwick Associates, Inc. Contact Info@SouthwickAssociates.com for more

information or prices.
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I Top brand of leaders ¢ Seaguar 16%
' Most purchases from ¢ local shops 39%

Fly Fishing
9 Type most purchased ¢ flies 55%

I Top brand of flyrods- Temple Fork Outfitters 19%
Type of flies purchased most- freshwater nymphs 40%

Top brand of flies-/ 6 St | Q&4 o6 NI YR Hc?
Most purchased from- local shops 33%
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Top brand of fly leaders- Rio 40%
Most purchased from- local shops 38%
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9 Top brand for fly tying material ¢ Umpqua 20%
Most purchases from ¢ local shops 49%
Fishing Electronics

 Type most purchased- fish finder 55%

Fishing Apparel
9 Type most purchased ¢ clothing(shirts, pants, shorts) 43%

1 Top brand for clothing(shirts, pants, shorts) ¢ Columbia 38%
Most purchases from ¢ outdoor specialty 30%
I Top brand for hats- Bass Pro Shops 24%
9 Most purchases from ¢ outdoor specialty 33%
Other Fishing Equipment
9 Type most purchased ¢ hook sharpeners, removers, pliers 18%

' Top brands for tackle boxes ¢ Plano 50%

 Most purchases from ¢ outdoor specialty 39%

Top brand for bait buckets-/ I 6 St I Q&4 0N} YR MH?
Most purchases from- local shops 40%
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 Top brand for fishing knives- Berkley 33%
' Most purchased from- mass merchant 30%

This report is intended for media companies providing a link to AnglerSurvey.com. Contact Southwick Associates for
link files. A detailed report providing greater fishing tackle market share data, price point information and more is
available by subscription or sale from Southwick Associates, Inc. Contact Info@SouthwickAssociates.com for more
information or prices.
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9 Top brand of fishing scales, grips, measuring devices- Berkley 48%
T Most purchased from- mass merchant 34%

I Most hook sharpeners purchased from- outdoor specialty 24%

Participation by State

Percent of May 2010 Angler Survey Respondents by State

PR
@ % of May 2010 Respondents
- ==
= e [ Jo-1% M 4-5%
- < C01-2% M 5- 6%
= I 2- 3% I >6%
B 3 - 4%
Survey Statistics
Number of Observations (completed surveys) 2819
Number of Usable Observations 2615

C.I. = +/- 3.0 percentage points at the 95% confidence level

This report is intended for media companies providing a link to AnglerSurvey.com. Contact Southwick Associates for
link files. A detailed report providing greater fishing tackle market share data, price point information and more is
available by subscription or sale from Southwick Associates, Inc. Contact Info@SouthwickAssociates.com for more
information or prices.
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Monthly Question Results

The results of the monthly general interest and conservation questions are presented below.
These questions vary every month. The monthly questions cover topics of trends, special
interest, current legal, environmental, or conservation issues.

In the past month please indicate which media source you have used MOST to learn more about
fishing or for fishing entertainment

‘ Frequency Percent

Books 20 .9%
Email notification (from clubs, tackle shops) 116 5.6%
Magazine 688 33.3%
Newsletter (agency, foundation, club, events) 36 1.7%
Newspaper 48 2.3%
Online media (twitter, facebook, podcast) 55 2.7%
Other 20 1.0%
Radio 11 5%
State agency website 66 3.2%
Television 303 14.7%
Web site 515 25.0%
All of these 114 5.5%
None of these 73 3.5%
Total 2064| 100.0%

This report is intended for media companies providing a link to AnglerSurvey.com. Contact Southwick Associates for
link files. A detailed report providing greater fishing tackle market share data, price point information and more is
available by subscription or sale from Southwick Associates, Inc. Contact Info@SouthwickAssociates.com for more
information or prices.
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Angling Activities

Did you freshwater fish this past month?

May 2010 YTD 2010 May 2009

70.66% 51.90% 77.22%

No 29.34% 48.10% 22.78%

Total 100.00%| 100.00%| 100.00%
N=2615 N=13868 |N=2894

Did you saltwater fish this past month?
| May 2010 YTD 2010 | May 2009

Yes 17.25% 11.68% 17.10%

No 82.75% 88.32% 82.90%

Total 100.00%| 100.00%| 100.00%
N=2611 N=13839 |N=2894

Where did you fish this past month?
May 2010 YTD 2010 May 2009

Freshwater Only 78.53% 80.20% 80.02%
Saltwater Only 11.92% 11.84% 9.77%
Both Freshwater and Saltwater 9.55% 7.96% 10.20%
Total 100.00%| 100.00%| 100.00%
N=2068 N=7605 N=2464

Methods used by freshwater anglers last month
May 2010 YTD 2010 May 2009

Fishing with dead bait 14.59% 13.92% 13.38%
Fly fishing 13.32% 10.88% 10.76%
Fishing with live bait 44.37% 44.94% 49.19%
Fishing with artificial baits, except flies 78.99% 77.11% 82.76%
Other .00% .00% .00%
Total N=1724 N=6419 N=2155

Responses are multiple selection and can total over 100%

This report is intended for media companies providing a link to AnglerSurvey.com. Contact Southwick Associates for
link files. A detailed report providing greater fishing tackle market share data, price point information and more is
available by subscription or sale from Southwick Associates, Inc. Contact Info@SouthwickAssociates.com for more

information or prices.
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Freshwater species targeted last month by anglers

| May2010 YTD2010 May 2009

Any 18.80% 17.83% 16.48%
Carp 6.77% 4.26% 5.73%
Catfish 17.42% 13.37% 21.56%
Largemouth or spotted bass 50.57% 46.54% 57.85%
Panfish 38.88% 37.79% 40.17%
Perch 9.74% 11.27% 11.43%
Pickerel, pike or muskie 10.21% 9.13% 13.24%
Salmon 2.89% 2.59% 2.32%
Saugeye 1.53% 1.78% 2.93%
Smallmouth bass 22.63% 17.02% 27.59%
Steelhead 1.49% 3.36% .97%
Striped bass, freshwater, or hybrid bass 7.31% 7.29% 9.19%
Sturgeon 1.13% 1.22% .98%
Trout 26.49% 26.53% 23.58%
Walleye 19.41% 15.70% 21.15%
White bass and sunshine bass 3.91% 4.22% 7.14%
Other fish 3.53% 4.34% 2.37%
No, | did not fish saltwater this past month .26% .66% .03%
Total N=1771 N=6580 N=2169

Responses are multiple selection and can total over 100%

This report is intended for media companies providing a link to AnglerSurvey.com. Contact Southwick Associates for
link files. A detailed report providing greater fishing tackle market share data, price point information and more is
available by subscription or sale from Southwick Associates, Inc. Contact Info@SouthwickAssociates.com for more

information or prices.
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Places from where freshwater anglers fished
'May 2010 YTD 2010 May 2009 |

Canoe 6.82% 3.86% 4.12%
Kayak 3.49% 2.54% 2.45%
Land, pier, dock or wading 60.72% 57.28% 61.41%
Powerboat 52.25% 41.61% 54.11%
Boat (non-power) 6.66% 6.33% 7.97%
Tube 2.21% 1.72% .00%
Ice .00% 12.68% .00%
Other .88% 91% 2.46%
Total N=1761 N=6550 N=2168

Responses are multiple selection and can total over 100%

Days of fishing by freshwater anglers last month

'May 2010 YTD 2010 | May 2009 |

0 days .87% .93% .00%
1 or 2 days 21.15% 28.67% 18.79%
3 to 5 days 39.36% 38.36% 31.94%
6 to 10 days 18.83% 17.54% 30.90%
11 to 15 days 13.62% 10.18% 11.53%
16 to 20 days 4.16% 2.53% 4.25%
over 20 days 2.01% 1.79% 2.58%
Total 100.00%| 100.00%| 100.00%
N=1775 N=6601 N=2173

This report is intended for media companies providing a link to AnglerSurvey.com. Contact Southwick Associates for
link files. A detailed report providing greater fishing tackle market share data, price point information and more is
available by subscription or sale from Southwick Associates, Inc. Contact Info@SouthwickAssociates.com for more

information or prices.
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Methods used by saltwater anglers last month
'May 2010 YTD2010 May 2009

Fishing with dead bait 58.87% 54.45% 57.31%
Fly fishing 3.43% 3.92% 5.69%
Fishing with live bait 46.25% 44.39% 51.22%
Fishing with artificial baits, 68.55% 69.32% 59.98%
except flies

Other 1.61% 1.58% 1.60%
Total N=455 N=1545 N=510

Responses are multiple selection and can total over 100%

This report is intended for media companies providing a link to AnglerSurvey.com. Contact Southwick Associates for
link files. A detailed report providing greater fishing tackle market share data, price point information and more is
available by subscription or sale from Southwick Associates, Inc. Contact Info@SouthwickAssociates.com for more

information or prices.
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Saltwater species targeted last month by anglers
| May2010 YTD2010 May 2009

Any saltwater fish that bites 24.79% 25.47% 22.90%
Billfish 3.29% 7.43% 1.62%
Bluefish 19.01% 13.51% 23.52%
Bonefish 1.56% 1.33% 1.86%
Bonito 2.90% 4.57% 3.20%
Calico bass 6.20% 7.77% 6.41%
Dolphin 6.61% 8.70% 8.21%
Flounder 22.89% 14.98% 25.82%
Halibut 9.59% 8.92% 15.33%
Ling cod 8.19% 6.47% 6.83%
Mackerel, king, spanish. boston, cero, etc 13.86% 12.88% 9.96%
Other bass (Pacific coast only) 8.42% 7.49% 6.82%
Perch 4.00% 3.88% 4.45%
Permit 1.13% 1.05% 1.06%
Redfish, red drum, channel bass 23.29% 27.32% 20.52%
Rockfish (Pacific coast only) 9.16% 6.54% 8.07%
Salmon 2.25% 2.82% 3.51%
Shark 7.02% 6.38% 10.12%
Sheephead 8.56% 10.75% .00%
Grouper, snapper, sea bass 15.18% 13.77% 15.92%
Snook 5.66% 8.50% 9.73%
Sea perch (Pacific coast only) 2.47% 2.96% 2.22%
Striped bass 29.08% 17.69% 32.37%
Sturgeon A2% 1.70% .00%
Tarpon 4.50% 4.56% 4.18%
Tautog, Blackfish 2.40% 3.63% 3.35%
Tuna 4.88% 9.24% 4.19%
Whiting 3.70% 4.35% .00%
Spotted seatrout or weakfish 20.95% 23.49% 17.54%
Yellow tail 9.48% 7.85% 4.36%
Other .00% 1.81% .00%

This report is intended for media companies providing a link to AnglerSurvey.com. Contact Southwick Associates for
link files. A detailed report providing greater fishing tackle market share data, price point information and more is
available by subscription or sale from Southwick Associates, Inc. Contact Info@SouthwickAssociates.com for more

information or prices.
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No, | did not fish saltwater this past month 1.42% 2.03% .82%
Total N=447 N=1526 N=499

Responses are multiple selection and can total over 100%

Places from where saltwater anglers fished

'May 2010 YTD2010 May 2009

Canoe 1.54% 2.28% .87%
Kayak 7.35% 7.87% 5.47%
Land, pier, dock or wading 39.85% 39.95% 45.64%
Powerboat 68.34% 67.06% 61.94%
Boat (non-power) 49% 72% 1.96%
Floater tube 49% .86% .00%
Ice .00% .02% .00%
Other .67% 1.08% 4.91%
Total N=456 N=1545 N=509

Responses are multiple selection and can total over 100%

Days of fishing by saltwater anglers last month

010 D 2010 ay 2009
0 days 2.05% 3.05% .65%
1 or 2 days 36.90% 42.52% 43.48%
3 to 5 days 36.25% 33.62% 28.76%
6 to 10 days 15.37% 12.43% 17.38%
11 to 15 days 7.90% 5.93% 6.08%
16 to 20 days 71% 1.16% 2.99%
over 20 days .81% 1.28% .66%
Total 100.00%| 100.00%| 100.00%
N=463 N=1576 N=512

This report is intended for media companies providing a link to AnglerSurvey.com. Contact Southwick Associates for
link files. A detailed report providing greater fishing tackle market share data, price point information and more is
available by subscription or sale from Southwick Associates, Inc. Contact Info@SouthwickAssociates.com for more
information or prices.
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Purchase®f Angling Items

Did you purchase any fishing related items this past

month for yourself, others, or as gifts?

May 2010 YTD2010 May 2009

No 51.63% 47.83% 56.76%

Yes 48.37% 52.17% 43.24%

Total 100.00%| 100.00% 100.00%
N=2606 N=13771 |N=2886

Of those who purchased fishing equipment last month, the following items were bought

|

| May2010 YTD 2010 May 2009 |

Fishing apparel 9.66% 12.36% 10.93%
Combo (Rod/Reel) 4.82% 6.94% 7.77%
Fishing electronics (GPS, sonar, fish finders) 2.04% 3.31% 2.30%
Fly fishing tackle 8.03% 7.76% 6.78%
Ice fishing equipment .00% 4.98% 24%
Fishing line - not fly fishing 33.17% 33.64% 29.90%
Lure - not fly fishing 60.19% 61.49% 67.06%
Reel - not fly fishing 14.29% 16.30% 11.17%
Rod - not fly fishing 11.70% 15.24% 10.99%
Terminal tackle (hook, sinker, swivel, rig, bobber, leader) 44.79% 40.35% 45.48%
Other fishing equipment (tackle box, landing nets, bait buckets, 13.89% 18.32% 15.02%
aerators, cast nets, scales, grips, measuring devices, knives, hook

sharpeners, removers, pliers, stringers)

| did not purchase anything 3.15% 1.64% 1.37%
Total N=1304 N=6407 N=1599

Responses are multiple selection and can total over 100%

This report is intended for media companies providing a link to AnglerSurvey.com. Contact Southwick Associates for
link files. A detailed report providing greater fishing tackle market share data, price point information and more is
available by subscription or sale from Southwick Associates, Inc. Contact Info@SouthwickAssociates.com for more

information or prices.

15




Fishing Line

Of anglers who reported buying FISHING LINE last month,

they purchased

| May2010 YTD2010  Mar 2009 |
Monofilament 43.3% 43.2% 40.9%
Superline or Braid 21.3% 26.6% 34.2%
Fluorocarbon 32.5% 27.6% 23.3%
Other 2.0% 1.8% 7%
Not sure 1.0% 9% .9%
Total N=398 N=1949 N=484

Fishing Lures

Of anglers who reported buying FISHING LURES last month,

they purchased

| May2010  YTD2010  May 2009 |
Hard bait 43.8% 20.7% 42.30%
Soft bait 59.4% 23.7% 45.40%
Spinner bait 25.3% 10.2% 18.40%
Dough bait 8.5% 2.2% 4.50%
lig 24.8% 12.9% 15.10%
Other 8.6% 86.0% 5.60%
Total N=768 N=10119 N=1031

Responses are multiple selection and can total over 100%

This report is intended for media companies providing a link to AnglerSurvey.com. Contact Southwick Associates for
link files. A detailed report providing greater fishing tackle market share data, price point information and more is
available by subscription or sale from Southwick Associates, Inc. Contact Info@SouthwickAssociates.com for more
information or prices.
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Terminal Tackle

Of anglers who reported buying TERMINAL
TACKLE last month, they purchased

| May 2010 YTD 2010 | May 2009

Bobbers 20.9% 17.9% 17.9%
Hooks 84.3% 79.4% 76.1%
Leaders 9.7% 10.2% 12.3%
Rigs 7.9% 7.9% 7.4%
Sinkers 44.0% 44.9% 41.5%
Swivels 34.4% 31.7% 29.7%
Other 2.8% 5.1% 4.7%
Total N=540 N=2485 N=706

Responses are multiple selection and can total over 100%

This report is intended for media companies providing a link to AnglerSurvey.com. Contact Southwick Associates for
link files. A detailed report providing greater fishing tackle market share data, price point information and more is
available by subscription or sale from Southwick Associates, Inc. Contact Info@SouthwickAssociates.com for more
information or prices.
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Fly Fishing Gear

Of anglers who reported buying FLYFISHING GEAR last month,

they purchased

' May 2010 YTD2010 May 2009 |
Fly rod case 1.8% 3.8% 2%
Fly rod and reel combo 1.6% 7.7% 5.3%
Flies 60.8% 52.5% 57.0%
Fly leader and tippet 34.9% 33.9% 35.4%
Fly line 22.2% 24.2% 22.6%
Fly reel 9.7% 17.1% 8.5%
Fly rod 11.3% 16.4% 6.2%
Tool and vise 2.3% 4.1% 9.4%
Fly tying material 32.0% 31.5% 38.5%
Vest, pack, bag 2.7% 5.8% 6.0%
Fly fishing chest wader 5.5% 2.7% .0%
Fly fishing open toe boot .5% 3% .0%
Fly fishing wading boot 4.1% 4.8% .0%
Fly fishing rain jacket 1.8% 1.7% .0%
Fly fishing sun glove 2.6% 1.0% .0%
Other 7.5% 5.4% 2.7%
Total N=118 N=518 N=109

*Chest wader, open toe boot, wading boot, rain jacket, and sun gloves were not included until the July 2009 report.
Responses are multiple selection and can total over 100%

This report is intended for media companies providing a link to AnglerSurvey.com. Contact Southwick Associates for
link files. A detailed report providing greater fishing tackle market share data, price point information and more is
available by subscription or sale from Southwick Associates, Inc. Contact Info@SouthwickAssociates.com for more
information or prices.
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Of anglers who reported buying FLIES last month, they

purchased

May 2010 YTD 2010 Mar 2009 |
Dry flies and poppers 15.0% 12.6% 32.6%
Freshwater dry flies 24.5% 30.5% 23.3%
Freshwater nymphs 37.9% 33.9% 20.9%
Freshwater 20.1% 16.0% 18.9%
streamers/buggers
Saltwater baitfish patterns .0% 3.1% 1.3%
Saltwater crabs/shrimp 2% 1.3% .5%
Saltwater poppers/bugs 5% 1% A%
Other or not sure 2.0% 2.5% 2.0%
Total N=62 N=219 N=67

Of anglers who reported buying FLY TYING TOOLS OR VISES
last month, they purchased

May 2010 YTD2010 May 2009 |

Maghnifiers, lamps .0% 1.8% .0%
Tying desks or cabinets .0% .0% .0%
Vises 13.7% 28.2% .0%
Other 26.8% 4.5% 2.9%
Hackle gauge .0% 7.0% *
Trimmer .0% .0% *
Bobbin .0% 2.7% *
Forcep 13.6% 26.1% *
Tweezer .0% 1.8% *
Beadzer .0% 2.6% *
Twister .0% 1.8% *
Hair stacker .0% 2.9% *
Jig dryer .0% .0% *
Clipper or nipper 29.8% 4.0% *
Pliers 16.1% 1.8% *
Scissors .0% 14.7% *

This report is intended for media companies providing a link to AnglerSurvey.com. Contact Southwick Associates for
link files. A detailed report providing greater fishing tackle market share data, price point information and more is
available by subscription or sale from Southwick Associates, Inc. Contact Info@SouthwickAssociates.com for more
information or prices.
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Of anglers who reported buying FLY TYING TOOLS OR VISES
last month, they purchased

010 D 2010 009

Maghnifiers, lamps .0% 1.8% .0%
Tying desks or cabinets .0% .0% .0%
Vises 13.7% 28.2% .0%
Other 26.8% 4.5% 2.9%
Hackle gauge .0% 7.0% *
Trimmer .0% .0% *
Bobbin .0% 2.7% *
Forcep 13.6% 26.1% *
Tweezer .0% 1.8% *
Beadzer .0% 2.6% *
Twister .0% 1.8% *

Hair stacker .0% 2.9% *

Jig dryer .0% .0% *
Clipper or nipper 29.8% 4.0% *
Pliers 16.1% 1.8% *
Scissors .0% 14.7% *
Total N=6 N=23 N=5

*In July 2009, the option of Tools, Scissors, and Pliers was removed and specific tool types were added. The total
May 2009 of Tools, Scissors, and Pliers (including new tool options) is 97.1%.

Fishing Electronics

Of anglers who reported buying FISHING ELECTRONICS last
month, they purchased

May 2010  YTD2010  May 2009 |

Fishfinder or sonar 43.1% 58.0% 69.1%
GPS or radio 29.7% 25.9% 18.0%
Underwater camera .0% 5.2% 11.2%
Other 33.7% 19.5% 10.6%
Total N=31 N=219 N=44

Responses are multiple selection and can total over 100%

This report is intended for media companies providing a link to AnglerSurvey.com. Contact Southwick Associates for
link files. A detailed report providing greater fishing tackle market share data, price point information and more is
available by subscription or sale from Southwick Associates, Inc. Contact Info@SouthwickAssociates.com for more
information or prices.
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Ice Fishing

Of anglers who reported buying Ice Fishing

Equipment last month, they purchased

| May 2010 YTD 2010

Rod .0% 9.0%
Reel .0% 4.3%
Combo .0% 14.1%
Tip-up Rod .0% 17.7%
Line .0% 28.4%
Lure - specialized .0% 35.3%
Ice Auger .0% 14.1%
Ice fishing house/shelter .0% 11.0%
Sled .0% 4.0%
Other .0% 13.4%
Total N=0 N=276

Responses are multiple selection and can total over 100%

Fishing Apparel

Of anglers who reported buying FISHING APPAREL last
month, they purchased

010 D 2010 ay 2009

Footwear 11.3% 12.4% 14.6%
Hats or headgear 39.4% 29.6% 29.7%
Raingear 9.1% 15.9% 6.5%
Shirts, pants, shorts 38.4% 47.1% 45.2%
Waders 3.7% 6.9% 12.9%
Gloves 7.0% 5.6% .0%
Life jacket or vest 3.9% 7.1% .0%
Fishing vest 5.4% 4.5% .0%
Other 8.1% 9.1% 14.8%
Total N=135 N=798 N=177

Responses are multiple selection and can total over 100%

This report is intended for media companies providing a link to AnglerSurvey.com. Contact Southwick Associates for
link files. A detailed report providing greater fishing tackle market share data, price point information and more is
available by subscription or sale from Southwick Associates, Inc. Contact Info@SouthwickAssociates.com for more

information or prices.
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Other Fishing Equipment

Of anglers who reported buying OTHER FISHING EQUIPMENT
last month, they purchased

'May 2010 YTD2010 May 2009

Tackle box 13.6% 16.4% 17.0%
Bait buckets, aerators 17.7% 16.7% 21.2%
Cast nets 7.2% 2.6% 3.9%
Hook sharpeners, 23.7% 17.9% 22.4%
removers, pliers

Knives 14.1% 13.8% 12.9%
Landing nets 6.1% 9.4% 15.7%
Scales, grips, measuring 4.4% 9.7% 5.0%
devices

Stringers 6.8% 5.0% 7.7%
Trolling motor 1.6% 5.1% .0%
Other 25.5% 31.4% 25.4%
Total N=194 N=1138 N=254

Responses are multiple selection and can total over 100%

This report is intended for media companies providing a link to AnglerSurvey.com. Contact Southwick Associates for
link files. A detailed report providing greater fishing tackle market share data, price point information and more is
available by subscription or sale from Southwick Associates, Inc. Contact Info@SouthwickAssociates.com for more
information or prices.
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Mean

Mean Amount Spent Last Month on Angling Items

by Age of Respondents

'May 2010 YTD 2010 | May 2009
Under 18 $66.61| $141.13 $77.44
18 to 24 $100.55|  $107.45 $70.40
25 to 34 $174.61| $221.66| $173.42
35 to 44 $114.59|  $201.55| $103.30
45 to 54 $166.32| $181.90| $117.10
55 to 64 $282.05| $228.34| $138.82
65 and older $102.89| $139.47 $69.62
Total $158.35 $196.81| $122.49

*YTD is the average of monthly amounts spent

Mean Amount Spent Last Month on Angling Items by
Household Income

0 D 0 3 009
Under $10,000 §77.31 $71.34 $48.89
$10,000 to $19,999 $97.56 $153.99 $62.70
$20,000 to $29,999 $77.20 $208.91 $76.05
$30,000 to $39,999 $146.68 $158.66 $96.58
$40,000 to $49,999 $164.69 $152.36| $121.05
$50,000 to $74,999 $235.23 $250.59| S$112.34
$75,000 to $99,999 $138.91 $177.64 $186.71
$100,000 or above $193.87 $269.17| $181.82
Total $158.35 $196.81| $122.49

*YTD is the average of monthly amounts spent

Mean Amount Spent Last Month on Angling Items by

Education Level
'May 2010 YTD 2010 May 2009 |

11 years or less $84.68| $142.14 $69.69
12 years $153.21 $237.52 $89.92
1-3 years of college $130.81 $156.21| $149.51
4 or more years of college $192.70[ $212.87| S124.91
Total $158.35 $196.81( $122.49

*YTD is the average of monthly amounts spent

This report is intended for media companies providing a link to AnglerSurvey.com. Contact Southwick Associates for
link files. A detailed report providing greater fishing tackle market share data, price point information and more is
available by subscription or sale from Southwick Associates, Inc. Contact Info@SouthwickAssociates.com for more

information or prices.

23




