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work the long hours it can take to build a successful
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Badgerland
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die maker who is
convinced archery
retailing holds a
bright future. Find
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retailers make
when they sell a
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be adding a third
video range and
what throwing
horseshoes has to
do with it.
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36 2006 Bow Lines:
CSS Develops Three Cams In One.
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hybrid power system.
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P
erhaps it’s coincidence, but the local archery pro shop
downsized its retail operation the same week
ArrowTrade received an invitation to attend the grand

opening of the new Cabela’s in Rogers, Minnesota. The latest
destination store along Interstate 94, with potential to draw
more visitors annually than the Mall of America, is just a cou-
ple miles from where I grew up on a farm whose land is now
part of an industrial park. Meanwhile ArrowTrade’s home
town of Braham, like small towns everywhere, is struggling to
hold onto its downtown business base.

The changes underway near my boyhood home and in the
community where I live and work have got me thinking. Like
most businesses in the archery industry and most small busi-
nesses everywhere, our primary focus at ArrowTrade is the
health of our own enterprise. As we head into our 10th year,
our advertising base is growing and the short-term future
looks bright. But what has become a common theme in our
talks with independent retailers is how competitive the mar-
ketplace has become.They look at the growth of corporations
like Cabela’s, Bass Pro, and Gander Mountain, and worry they’ll
lose too many sales to the catalog houses and big box stores.
Some of that concern is justified and some becomes a self-ful-
filling prophecy: in retailing, if you start to act like business is
going to take a turn for the worse, it often does.

So what’s the future hold for archery retailing? The bright-
est future would be one where independent archery retailers
could successfully do business in communities that are also
served by one or more of the major retailers. Why? Because
the independent retailers who sell bowhunting gear and
clothing are still the best place to learn to shoot and to get
bows set up and serviced. Archery pro shops with service and
coaching abilities (or even with bars, as in our cover story) are
a category of retailer this industry needs to support.

How can manufacturers support the independent retailers,
given we’re at a point where the major chains have some
huge advantages in purchasing power? One possible solution
was suggested to me recently by a veteran pro shop owner
whose retail operation does several million dollars in sales
annually. He got upset when a chain store was able to sell a
release nearly identical to what he was carrying, for less than

he could buy it from the manufacturer.
So the retailer went around to the outlets in his trade area

and bought up all those releases, then resold them in his pro
shop at a tidy profit. Having got the manufacturer’s attention
by eliminating his direct orders, he convinced the supplier to
come out with a pro shop version of the release in question
he could sell for almost twice what the chain was getting, with
a few special features. The supplier made more on each of
those releases, while the pro shop got the margin it needed to
support the selection and service and shooting instruction it
provides. The pro shop customer paid more than he would
have for almost the same product down the street-AND WAS
PERFECTLY HAPPY TO DO SO.

That final fact is too often forgotten. When we’re talking
about products purchased to support our hobbies with dis-
posable income, we often derive more satisfaction out of buy-
ing and owning a higher cost item. So when manufacturers
are introducing new products for bowhunting, they could be
thinking along two lines. “We’re going to have our basic
model available through all the distribution methods. And
then we’re going to have a Pro Shop model priced 30 percent
higher per unit, with a couple extra bells and whistles so full
service retailers can mark them up more.”

In the case of a release, the extras could be a camo-finished
padded strap and sculpted trigger. On a sight, it could be
some shock dampening and better protection for the fibers,
or tool-less adjustments. Broadhead manufacturers could sell
fully assembled heads with camo ferrules through the pro
shops; the different look and packaging may be enough to
justify a higher-priced “pro shop” series.

Archery manufacturers are some of the most creative peo-
ple I know: if they want to start following “mass market” and
“pro shop” twin tracks with product introductions they have
the ability to do so. Such an approach might be what the
industry needs to assure a good healthy mix of retail outlets.
We need more places where customers can get shooting and
setup help, not fewer, if we’re going to realize the potential of
promising efforts like the National Archery in the Schools
Program.

What’s The Future Of Archery Retailing?
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With a number of new outreach
programs and an increasing presence
in the political arena, the National
Shooting Sports Foundation (NSSF)
has become a more diversified and
responsive industry trade association
than it was a decade ago.

To underscore those changes and
reaffirm its dedication to America’s
hunting and shooting sports heritage,
NSSF has adopted a new logo that
better reflects its purpose.

Gone is the old logo, a silhouette
outline of a single shooter inside a
blue shield.

The new logo is a more colorful,
two-part oval featuring the full name
of the organization adorned with sev-
eral graphic elements. The top half
depicts a young shooter with an
instructor. The lower half suggests
hunters’ appreciation and involve-
ment in the outdoors with the image
of a buck standing alert in its natural
habitat. Below the bottom rim of the
oval is the tagline, “NSSF ·· Always
Shooting For More.”

“We are not the same industry
trade association that we were 10
years ago. Our challenges are broader
and our programs are more respon-
sive. We wanted a new logo that visu-
ally reflects all that our organization
encompasses today. I’m very pleased
that we’ve captured our core mission
in a bold and creative new logo,” said
Doug Painter, president of NSSF.

That the shooter in the new logo
is no longer solo is significant—a
reminder of the many programs NSSF
has developed over the past decade
that encourage new shooters and help
experienced outdoors enthusiasts to
mentor newcomers. The STEP OUT-
SIDE® mentoring program and the

Scholastic Clay Target
Program (SCTP), with the
new Scholastic Rifle
Program (SRP)—all highly
successful in getting a new
generation excited about
the shooting sports—are
good examples.

Another effort begun
this year that also fits that
category is Families Afield,
dedicated to easing exces-
sive age restrictions
imposed by some states that keep
parents from taking their teen-aged
youngsters hunting.

“Today, NSSF is all about building
the ranks of those who enjoy our
sporting traditions,” Painter said. “We
feel our new logo captures our core
mission in a bold and creative fash-
ion.”

Another reason NSSF decided to
enhance its “brand” is its increased
presence with the general public,
Painter pointed out.

“As NSSF has increased its public
efforts—for example, our sponsorship
of ESPN’s Great Outdoor Games—
millions of Americans are getting
messages from us, and we felt that a
new approach to our logo would be
helpful in visually branding the key
elements of what NSSF is all about
today,” Painter explained.

A variety of other programs bring
the Foundation’s efforts directly to the
public and increase its visibility. The
STEP OUTSIDE television series on
The Outdoor Channel, public service
announcements promoting National
Hunting and Fishing Day and the
state of the industry message avail-
able on DVD and the NSSF Web site
are just a few examples.

That is also why the logo spells
out the name instead of using just the
initials “NSSF.” The new logo will allow
those exposed to the Foundation’s
programs to better link the organiza-
tion to the wide array of products and
services it offers.

The National Shooting Sports
Foundation chose The Snyder Group
Inc. of Norwalk, Connecticut, to cre-
ate the new logo design, a logo for a
new era. 

“Over the last several years, I
believe the National Shooting Sports
Foundation has brought new and
added value to our members,” Painter
observed. “In working to help build a
growing future for our industry, we
must enhance hunting and shooting
opportunities for our current partici-
pants while creating pathways for
newcomers to get started.

“We wanted to be sure our logo
highlighted our emphasis on hunting
and shooting opportunities,” Painter
added, “and, as our tag line says, ‘we’re
always shooting for more.’”

NSSF members will be receiving
high-resolution logos on CD-ROM.
For immediate needs, contact
dmoran@nssf.org. 

NSSF Unveils New Logo For
Wider Appeal, Quicker Recognition
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The inaugural Fred Bear
Sportsman’s Club “Shoot for the
Hungry” archery fun-shoots, held at
Bass Pro Shops locations in
Harrisburg, Pennsylvania, Nashville ,
Tennessee and Charlotte, North
Carolina over two August weekends
raised nearly $4,000 or enough to
process some 15,000 venison meals
to feed local individuals and families
in need.

In addition to raising money to
process the venison that will be
donated this hunting season by local
hunters feeding the hungry organi-
zations, dozens of prizes were also
given away at each location, includ-
ing a grand prize Fred Bear com-
pound hunting bow.

In Tennessee, for example,
monies will go to the Hunters for the
Hungry cooperative program of the
Tennessee Wildlife Federation and
the Tennessee Wildlife Resources
Agency.  Through this program,
hunters and deer processors fight
hunger by providing properly pre-
pared venison to food banks and
soup kitchens across the state of
Tennessee.  Donated venison pro-
vides families a high-protein, low-fat
supplement vital to a healthy diet.
Also, venison donated to soup

kitchens lowers food costs and puts
more meat on the table at a critical
time of the year.

Chad Whittenburg, Hunters for
the Hungry Program Coordinator,
was a driving force for the Nashville
event.  “It takes organizations like
Bass Pro Shops and Escalade Sports
to take the baton and see the impor-
tance in helping out an outdoor
cause like Hunters for the Hungry.
The program has saved non-profit
agencies and organizations in
Tennessee more than $366,250 since
the program first began.”

Scott Alread, Archery Product
Manager for Escalade Sports, the
parent company for such archery
brands as Fred Bear, Jennings and
Satellite, praised the efforts of Bass
Pro Shops, which provided the
venue and helped coordinate a team
of volunteers from the ranks of local
hunters feeding the hungry organi-
zations in Nashville, Harrisburg and
Charlotte.

“We think this was a great start
and we’re looking forward to
expanding the Fred Bear
Sportsman’s Club Shoot for the
Hungry fun-shoot weekends to more
locations throughout the country
next year,” said Alread.

Escalade, Bass Pro Team
Up With Charity Shoots

Circle 11 on Response Card

Check presentation for Fred Bear Sportsman’s Club Shoot for the Hungry at Bass Pro
Shops in Harrisburg, Pennsylvania. (Left-to-Right) Chris O’Hara, Promotions Manager
Harrisburg Bass Pro Shops; Jim Wargo, General Manager Harrisburg Bass Pro Shops;
Dick Fetrow, Board of Directors Hunters Sharing the Harvest in Harrisburg; Craig
Dougherty, Fred Bear Sportsman’s Club; and Rick Watts, Mason Dixon Brand of QDMA.
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Escalade, Inc. announced late in
August that  Dan Messmer has been
appointed President of Martin Yale
and Jim Allshouse has been appoint-
ed President of Escalade Sports. C.W.
(Bill) Reed, President and CEO of
Escalade stated: “With the financial
turnaround of our office products
division well on its way, and largely
behind us, these changes will allow
us to shift our focus to core growth as
we re-energize our product develop-
ment and better position ourselves
to look for acquisition opportunities
in both business segments.”

Dan Messmer joined Escalade
Sports in 1976 and became President
in 1996. As President, Messmer was
instrumental in growing the

Sporting
G o o d s
business
from $53
m i l l i o n
in 1996 to
$142 mil-
lion in
2004; a
g r o w t h
p r o c e s s
t h a t
involved
s i g n i f i -
cant core
growth as well as several strategic
acquisitions. “As President of Martin
Yale, Messmer will now focus on the
growth opportunities in the Office
Products business”, Reed said.

Jack Costelloe, who prior to this
announcement held the position of
President of Martin Yale, will assume
the post of President - Martin Yale
International Sales. Mr. Costelloe
has been with the Company since
1977, taking on ever increasing
responsibilities, most recently the
job of President during which time
Reed said he skillfully guided Martin

Yale back to profitability. He will now
focus on the turnaround of interna-
tional sales, an area in which he has
considerable expertise.

Jim Allshouse has been appoint-
ed President of Escalade Sports,
which includes the archery brands,
to fill the vacancy created by the
transfer of Messmer to Martin Yale.
Allshouse has been with Escalade
Sports since 1993 serving in various
positions; most recently as Executive
Vice President - Business
Development. In that position Reed
said Allshouse played a lead role in
integrating Marketing, Engineering
and Product Management into a
cohesive strategy that enabled the
Sporting Goods business to dramati-
cally grow.” Allshouse will continue
the successful growth strategies that
have made Escalade Sports so suc-
cessful,” Reed said.

Escalade is a quality manufac-
turer and marketer of sporting goods
and office/graphic arts products
sold worldwide. Produced at its
Gainesville, Florida plant are the
Fred Bear, Jennings, and Bear prod-
uct lines.

Allshouse Is New Escalade Sports President

Circle 173 on Response Card

Jim Allshouse, new presi-
dent of Escalade Sports.

Rightnour Manufacturing Company announced in August that it had
acquired all the assets of Ox-Yoke Originals, a manufacturer of gun care and
shooting accessories well-known to muzzleloading enthusiasts.

“Rightnour Manufacturing’s corporate mission has been to become a
leader in supplying high quality products to muzzleloading enthusiasts,” said
President Robert Rightnour. “Our acquisition of Ox-Yoke Originals brings us
closer to accomplishment of that goal. Rightnour Manufacturing already
manufactures and distributes many quality, American-made muzzleloader
and shooting products. Now with the acquisition of Ox-Yoke products, we will
be able to continue to offer the Ox-Yoke line of gun care and shooting acces-
sories, including Wonder Lube 1000, gun cleaning products, patches, wads
and much more. All of the Ox-Yoke products will continue to be sold under
their current product name and Ox-Yoke Originals brands.”

The Mingoville, Pennsylvania firm is preparing a catalog for the new
line, and can be reached at (814) 383-4079 or via email at rmc@gotmc.net

Rightnour Acquires Ox-Yoke

22
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Suffield, Ohio based TenPoint
Crossbow Technologies has
announced plans to launch a new
brand, 6 Point Crossbows, this com-
ing January at the ATA Show.

The foundation of the new
brand will be what TenPoint Chief
Operating Officer, Rick Bednar, char-
acterizes as “a revolutionary new
crossbow”.  While Bednar refuses to
disclose any details about the new
model until its January introduction,

Bednar did
explain why
he believes
the all-new
c r o s s b o w
deserves its
own brand-
ing.

“We built the TenPoint brand on
a collection of nine or so core perfor-
mance features common to all mod-
els in the lineup.  As you move up the

line, you get more features and more
speed, but at its core, TenPoint mod-
els are built on the same founda-
tion.”  Bednar said.   “The new cross-
bow is so unique that it needs to be
in a class of its own.  It requires its
own branding.”

“The 6 Point crossbow will still
have TenPoint genetics.”  Bednar is
quick to point out.  “It will be a great
crossbow with superior engineering,
performance, and quality.  We think
of it as the little brother to TenPoint.
While it will come from the same
bloodline, it will - like most siblings -
definitely have a personality of its
own.”

Ten Point Crossbow Plans New Line

Circle 120 on Response Card

Mike Massey, Vice President of PlotSpike Seeds announced that despite
a lengthy power outage from hurricane damage there was no loss in product
shipments this August from the plant in Ponchatoula, Louisiana. He credit-
ed advance inventory plans and product placement outside affected areas.

Massey said, “After five days without power at the factory, we started up
again with our own generators.  We also supplied our employees with gener-
ators for their homes.  We felt that we needed to get the company up and
running as soon as possible.  Our employees needed income for their fami-
lies.  PlotSpike is nothing without our loyal employees: We’re a family here.”

PlotSpike also had its employees deliver and assist in loading of water
and Meals-Ready-to-Eat (MRE’s) for those that lost homes and jobs in the
Ponchatoula area from Hurricane Katrina and the flooding that followed.

PlotSpike Seed blends as well as PlotSpike Seed oats, chufas, and attrac-
tants are designed for successful region-specific hunting. For more informa-
tion about PlotSpike Seed contact the firm at 100 Ponchatoula Parkway,
Ponchatoula, LA 70454 (800) 264-5281. Or visit at www.plotspike.com.

United Cutlery now has famed knife designer
Gil Hibben on its team as a designer. In making the
announcement, CEO and President David Hall said
“Gil Hibben is a national icon. His knives and
swords are the ultimate example of the knifemaker’s
art. United Cutlery brands is proud to have Gil
Hibben as part of our family.”

Gil Hibben is the creator of some of the most
recognized knives in the industry today. He made
the Rambo III bowie for that popular Sylvester
Stallone film, as well as knives for other Hollywood
productions and personalities. Hibben knives have
been owned by John Wayne, Elvis Presley, Steve McQueen and Steven Segal.
He created the Klingon blades for the Star Trek Experience in Las Vegas and
is an “Official Klingon Armorer” for Paramount Pictures. 

Hibben has been designing and building knives for 48 years, and his var-
ied background includes work as an Alaskan Hunting Guide. He was recent-
ly inducted into the Knife Throwers Hall of Fame and was elected to the
Board of Directors for the Knifemakers Guild. The Lagrange, Kentucky resi-
dent was inducted into Blade Magazine’s Cutlery Hall of Fame in 1990, and
into Action Martial Arts Magazine’s Hall of Fame in 2004. (Hibben holds a
sixth degree black belt in Kenpo Karate) 

Plot Spike Seeds Recovers

United Cutlery Signs Hibben

Gil Hibben

Nov05AT020-035.qxp  10/4/2005  8:46 AM  Page 23



24

Even as schools, municipalities
and state wildlife agencies across the
country expand archery programs
and build new archery ranges,
they're continually questioned
about the sport's safety record. To
better address those questions,

ArrowSport now offers an 8-page,
full-color "Insight" pamphlet titled,
"Is Archery a Safe Sport? Yes!"

The "Insight" pamphlet provides
independent research and first-hand
testimonials from teachers, adminis-
trators and instructors that show

archery is one of North America's
safest sports. The pamphlet is avail-
able to schools, recreation depart-
ments, private groups and anyone
else considering whether to offer
archery in their curriculum or pro-
gram, or include archery ranges as
part of their facility.

"We've always known archery is
fun and safe, whether you're in grade
school or living in a retirement com-
munity," said Denise Parker, vice
president of the Archery Trade
Association. "We were so confident
in that belief that we purposely
sought independent research from
the insurance industry, the
Consumer Product Safety
Commission, and the sporting goods
industry to see where archery stacks
up in terms of safety. No matter
where we looked, the statistics
exceeded our expectations. This
pamphlet puts all those results into
one comprehensive, easy-to-read
publication."

Parker said the staff of ATA and
its nonprofit foundation ArrowSport
expect questions about safety every
time a school or private group con-
siders whether to offer archery. "You
have to assume that almost everyone
on a school board or rec committee
will have little to no experience with
archery, and that they'll ask safety
questions," Parker said. "They're just

A R R O W S P O R T

I N S I G H T V2
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IS ARCHERY A SAFE SPORT?   YES!

WHAT RESEARCH REVEALS ABOUT THE SAFETY OF ARCHERY
Archery has  been part of  countless introductory programs including physical education in 
schools, summer camps, Scouts, 4-H Clubs and community recreational programs, to name a 
few. Throughout its long history in recreational sports, archery ranks as one of  the safest 
activities offered in any organized group setting. Especially impressive is the fact that archery 
maintains a consistently high safety record despite the fact that participants range from 
grade-school children to senior citizens, many of  whom have never before picked up a 
bow and arrow.

Archery has become increasingly popular in recent years as schools and recreational programs 
strive to find activities that appeal to families, both genders, and all age groups in a variety of
group settings. Educators, group leaders and recreation instructors find archery is safe and easily 
learned. Beginners become proficient with minimal assistance, and they improve their skills quickly 
with practice.

As more administrators at schools, camps, clubs and recreational programs consider adding an 
archery program, safety questions often arise. This report addresses those concerns, and also 
compares archery’s safety record with the safety record of  many recreational activities that 
regularly draw more experienced participants.

“We implemented archery in schools across Kentucky in 2002, and because we emphasized safety 
with our students, conducted training for all teachers, and adhered to standard procedures, we have 
had a remarkable safety record. Vigilant school districts are always concerned about liability issues, 
especially with sports and recreational activities, and archery consistently proves itself one of the 
safest sports taught in our public schools’ physical education programs.”

Commissioner Gene Wilhoit
Kentucky Department of  Education

The new Insights booklet shows that
Independent analysis by insurance agen-
cies, the Consumer Product Safety
Commission and others find that archery
is a safe sport. School administrators
attribute that record to safety training
and participation in controlled, well-coor-
dinated programs. At right, only bowling,
badminton and table tennis were judged
safer among youth sports. (ATA Photos)

Industry Pamphlet Proves Archery
Is Safe Enough For Schools, Rec Programs
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doing their jobs. But after they
review this information,
they'll better understand why
archery is one of the safest,
most beneficial sports they
can offer."

Among the information
cited in ArrowSport's "Insight"
publication are comparisons of
injury rates per 1,000 youths partici-
pating in archery, bowling, golf, soc-
cer, baseball and basketball. The
injury statistics are gathered by the
National Electronic Injury
Surveillance System (NEISS), which
is part of the U.S. Consumer Product
Safety Commission (CPSC). Injury
rates for soccer, baseball and basket-
ball were 15 to 25 times greater than
for archery. Further, golf and fishing
produced 1.5 to 2 times as many
injuries as archery.

Because archery is so safe, insur-
ance companies rank it with other
low-danger sports such as bad-
minton, golf and tennis. "We have
yet to hear of a school that had to
take out additional liability insur-
ance to include archery in their pro-
gram," Parker said. "Archery's track
record shows it's not a sport that
concerns insurance companies."

Dave Bagley, school superinten-
dent for Antwerp Schools in Ohio,
explains why archery is so safe for all
age groups: "Archery offers a con-
trolled environment. In comparison,
when you put a ball in the air and get
kids running, jumping and spinning
around, almost anything can hap-

pen. Archery allows us to teach a
safe, lifetime skill kids can practice
almost anywhere."

The "Insight" pamphlet also
explains and illustrates
how to safely set up
indoor and outdoor
archery ranges, and the
six steps for safely con-
ducting archery shoot-
ing lessons. As Gene
Wilhoit, commissioner
of Kentucky's Depart-
ment of Education says,
archery is safe because a
well-run class follows
specific procedures.

"Because we
emphasize safety with
our students, conduct
training for all teachers,
and adhere to standard
procedures, we have a
remarkable safety
record," Wilhoit said.
"Vigilant school districts
are always concerned
about liability issues,
especially with sports
and recreation activi-
ties. Archery consistent-
ly proves itself one of the

safest sports taught in our pub-
lic schools' physical education
programs."

Copies of "Insight: Is
Archery a Safe Sport? Yes!" are
available from ArrowSport.
Contact the foundation at (866)
266-2776; visit the web site,

www.communityarchery.com; or
email a request to Kelly Kelly at kel-
lykelly@archerytrade.org.

Get Free Show Guide

Coverage In ArrowTrade

January’s Show Issue of ArrowTrade has a
Show Guide Section that offers Free
Publicity to any ATA, SHOT or Kinsey’s
Exhibitor. It’s used extensively by dealers
as they plan booth visits, because it
reaches them in advance of the shows.

Follow the sample listing below to pro-
vide contact information and booth num-
bers, then use up to 75 words each to
describe two products or services dealers
should check out at your booth.

Email to arrowtrade@northlc.com, mail or
fax to (320) 396 3206 before the Nov. 15
deadline. Draw even more attention to
your free listing by sending photos to
accompany it.

Paradox Products
ATA Booth No. 541
Kinsey’s Booth No. 134
14419 NE 144th Terrace 
Kearney, MO 64060
Contact: Chuck Pella
Phone: (816) 635-3753

Another first from Paradox Products, the Prosling Elite,
gives  you the great look of the industry original braided
cord sling but with a wider strap. Six strands of cord are
braided together and the finished strap is mounted in
our exclusive clip-style metal bracket. Available in black
and two great camo blends, the Prosling Elite offers the
function, the looks and the quality you expect from
Paradox Products and of course, it’s made in the U.S.A.
Realtree Hardwood Gray HD, Max-4 HD, Blaze Orange.......

SSAAMMPPLLEE

22000055  

LLIISSTTIINNGG
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Kolpin has announced the
acquisition of several brands of
hunting accessories from Outland
Sports, Neosho, Missouri.  The
acquisition marks a significant addi-
tion to Kolpin's growing line of
hunting accessories, which includes
some of the industry's most recog-
nized game calls, decoys and auto-
matic feeders.

Kolpin has purchased several
popular brands, including Lohman,
maker of wild game calls since 1937,
Big River waterfowl calls, M.A.D.
Calls turkey calls, KENCO automatic
game feeders, and Feather Flex soft
decoys for turkey, deer and water-
fowl.

"This acquisition is an exciting
step for Kolpin," said Patrick
Gantert, Kolpin Outdoors, Inc.
President and CEO, from the compa-

ny headquarters in
Fox Lake, Wisconsin.
"We feel the strong
brand recognition
and innovative prod-
ucts offer the perfect
complement to
Kolpin's existing
brand strategy.  We
look forward to
renewed growth of
these brands and fur-
ther enhancement of
our position in the
outdoor products
market."

Kolpin Outdoors, Inc. is a
growth-oriented marketer and man-
ufacturer of innovative outdoor
products.  For more than 50 years,
Kolpin has sought to be a leader in
outdoor product development and

the company says it has repeatedly
redefined the industry standard with
patented innovations in hunting
blinds, Gun Boot cases, firearm cases
and ATV and accessories. Visit
www.kolpin.com or call (608) 786-
4306 for more information.

Circle 216  on Response Card

Kolpin Grows With Popular Hunting
Brands Acquired From Outland Sports

Country Star To Entertain At 2006 SHOT SHOW

Lohman branded products like this remote control deer
call, the Invisidoe, are now available from Kolpin.

Lee Ann Womack, star country
singer and nominee for five Country
Music Association Awards, will be
dazzling attendees with her distinct
and highly acclaimed brand of music

at the SHOT Show State of the
Industry dinner and concert on
Thursday evening, February 9. The
Shooting, Hunting, and Outdoor
Trade Show runs this coming year
from Thursday, February 9 through
Sunday, February 12.

Among Womack’s nominations
is Female Vocalist of the Year, an
honor she won in 2001. In that same
year, the country star won a Grammy
Award for “I Hope You Dance” as the
“Best Country Song.” 

The cost of tickets for the State of
the Industry reception, dinner and
concert, which includes presenta-
tions by NSSF President Doug
Painter and other industry digni-
taries, remains at $90 per person or
$850 for a table of 10. 

The activities begin at 5:30 p.m.
with a cocktail reception sponsored
by Ducks Unlimited. Dinner will fol-
low, and the evening will be capped
by Womack’s performance, which
will be sponsored by Time4
Outdoors. 

Readers will be able to order
tickets at www.shotshow.org. That
same site is where nearly 5,000
members of the industry took
advantage of the pre-registration
opportunity over the summer. The
registration process only takes min-
utes, and the sooner you do it, the
more you save. Before November 30,
registration costs $15. From
December 1 until the start of the
show, the fee increases to $25.
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Cabela's known as the World's
Foremost Outfitter of hunting, fish-
ing and outdoor gear, was scheduled
to open its newest destination retail
store in Rogers, Minnesota, October
14. 

More than six million visitors are
expected to visit the Rogers store
annually, making it the second
largest tourist attraction in the state.
Only the Mall of America is expected
to draw more visitors. Cabela's
150,000-square-foot store in
Owatonna, Minnesota, which
opened in 1998 and attracts 4.5 mil-
lion visitors each year, is currently
the No. 2 tourist attraction. Cabela's

a l s o
operates
a 59,000-
square-
f o o t
store in
E a s t
G r a n d
F o r k s ,
M i n n . ,
w h i c h
o p e n e d
in 1999.

T h e
185,000-
square-
f o o t
store in
Rogers is
b e i n g

built on approximately 40 acres of a
55-acre site about 10 miles north-
west of Minneapolis near the inter-
section of Interstate 94 and
Minnesota Highway 101. Typically,
the building of a Cabela's is a major
impetus for additional area develop-
ment that includes complementary
businesses such as hotels, restau-
rants and other travel-related ser-
vices. 

Features that will greet visitors to
the Cabela's store include: 

Extensive museum-quality dio-
ramas, which re-create animals in
action in their native habitats 

Conservation Mountain, com-
plete with running waterfalls and
streams, a trout pond and wild game

displays in their distinctive habitats 
Huge 45,000-gallon, walk-

through aquarium, stocked with
freshwater fish, including those
native to Minnesota 

Hundreds of wild game trophies
displayed in an exceptional show-
room 

Other highlights include a boat
showroom and maintenance shop,
laser arcade, furniture department,
gun library, restaurant, general store,
fly fishing shop, bargain cave and gift
shop.

"Those who live, work and enjoy
the outdoors in this area are excep-
tionally dedicated conservationists
and wildlife enthusiasts, and
Cabela's is proud to support them
with a third store in Minnesota," said
Dennis Highby, Cabela's president
and CEO. 

"Our market research also shows
that growth in the northwest corri-
dor of the Twin Cities is exploding,
and Rogers is a
prime location
that will sup-
port the many
hunters, anglers
and others who
enjoy the out-
doors through-
out Minnesota's
famous lake
country, the
Dakotas and
Canada - as well
as those travel-
ing to those
areas," said
Highby. "The
region's abun-
dance of lakes,
rivers, woods
and seasonal
homes are
u n m a t c h e d
anywhere in the
United States."

About
Cabela's
C a b e l a ' s

Incorporated,
headquartered

in Sidney, Nebraska, is the nation's
largest direct marketer, and a leading
specialty retailer of hunting, fishing,
camping and related outdoor mer-
chandise.  

Cabela's Rogers store will be the
company's 14th retail location in a
line of destination stores. Cabela's
opened a retail store in Lehi, Utah on
August 25, 2005. Cabela's also oper-
ates retail stores in Sidney and
Kearney, Nebraska; Prairie du Chien,
Wisconsin; Owatonna and East
Grand Forks, Minnesota; Mitchell,
South Dakota; Dundee, Michigan;
Kansas City, Kansas; Hamburg,
Pennsylvania;  Wheeling, West
Virginia; and Fort Worth and Buda,
Texas. Cabela's has announced plans
to build stores in 2006-2007 in Wheat
Ridge, Colorado; Glendale, Arizona;
East Rutherford, New Jersey;
Gonzales, Louisiana; and Reno,
Nevada.

Circle 85 on Response Card

Size Matters.

816-635-3753

Braided bow slings just 
got bigger. And they're 
available only from the little
company that brought you the
original braided bow sling. Ask
for the Paradox ProSling Elite with
the new, wider braided strap.

Wide is Better.

NEW
in 2005!

Cabela's To Open Minnesota Destination Store

Shane Etzwiler is the store
manager and expects to hire
up to 500 employees to staff
the Rogers  store.
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Almost 30 years ago, Gore-Tex
fabric help revolutionize outerwear.
Today, the inventors of Gore-Tex fab-
ric, W.L. Gore and Associates, are try-
ing to do the same for hunting televi-
sion programming with their new
offering, Gore-Tex Outdoor
Adventures. OLN introduced the
show on Friday, September 9 at 10:30
p.m. ET. Episodes will debut in the
same Friday time slot, with encore
presentations of each episode
Wednesdays at 11:00 a.m. ET.

Gore-Tex Outdoor Adventures
takes viewers on exciting hunting
expeditions around the globe. Each
week accomplished hunters embark
on some of the most challenging
hunts in the world, from Marco Polo
sheep in Russia to late-season water-
fowl on Maryland's eastern shore.

The list of featured hunters on
the program includes many well-
known names in the hunting com-
munity. Jeff Hopkins, Dr. Warren

Strickland, Bob Foulkrod, Stan Potts,
Bob Robb, Jim Hole Jr., Brenda
Valentine, Greg Miller, and other
members of the Gore Pro Staff, lead
hunts across North America into the
Arctic Circle and across four conti-
nents.

What sets this program apart is
that it provides a unique look inside
the thought process of these world
class hunters. In the course of each
program, the professionals share the
techniques, tactics and strategies
they use to score a trophy harvest.
Viewers also get to know the person
inside the camo through in-depth
segments on each of the personali-
ties. The effect is less like a television
program and more like a hunting
trip, when there's time to share tips
and get to know the people in the
field. The major difference is that
viewers are getting to know a Jim
Hole Jr., Bob Robb or Bob Foulkrod
through an up close and personal

view.
“For years,

the Gore-Tex
brand name has
been one of the
most trusted in
all outdoors,”
Brand Manager
Steve Shuster
said. “Hunters
would be sure to
take Gore-Tex
products on
every trip. So it's a
natural transition
to return the
favor and have
Gore take viewers
along on its
adventures for a
change.”

"The Gore-
Tex brand has
always been

about increasing success for
hunters, helping them focus on the
hunt rather than the weather condi-
tions," said Shuster. "Gore-Tex
Outdoor Adventures shares the same
purpose. The show helps hunters
become more successful by sharing
the insight of world-class hunters,
introducing new tactics and tech-
niques, and exposing viewers to new
products."

To make the experience come to
life and be as authentic as possible,
all of the breathtaking settings, harsh
terrain and prized animals are
filmed using high definition equip-
ment. The quality of the footage and
level of production are said to be
superior to any previous hunting
shows.

"Gore-Tex Outdoor Adventures
sets new standard for outdoor
shows," said Stan Potts, legendary
white tail deer hunter and a long-
time veteran of outdoor program-
ming. "The footage we took home
might be some of the best I've ever
shot. You can see the vapor trail on
my bullet or the sunlight hit my
arrow as it sails to the target. It's just
amazing."

Bob Foulkrod, the well known
bowhunter and guide, feels Gore-Tex
Outdoor Adventures provides more
than instruction. He sees it as a
source of inspiration for the recre-
ational hunter. 

"I hope we help people see
what's possible," said Foulkrod. "By
taking viewers to the Arctic Circle or
Kyrgyzstan or the streets of Moscow,
we hope they dream bigger and plan
some of their own adventures.”

The show is produced in high
definition by Barrett Productions of
Missoula, Montana, which has been
creating outdoor programming
since 1989.

GORE-TEX Outdoor Adventures Premiers

Episode Featured Hunter
1. Preview Show N/A
2. Colorado Elk Greg Miller
3. Texas Whitetail Brenda Valentine

Mexico Whitetail Steve Shuster
4. Montana Mule Deer Stan Potts

Colorado Elk
5. Kyrgyzstan Marco Polo Bob Foulkrod
6. Kyrgyzstan Ibex
7. Delaware Turkey Jeff Hopkins

Wyoming Antelope Stan Potts
Quebec Caribou Bob Foulkrod

8. New Mexico Elk Bob Robb
Argentina Stag

9. Arctic Musk Ox Bob Foulkrod
Arctic Caribou
Arctic Grizzly

10. BC Wood Bison Dr. Warren Strickland
BC Moose

11. Delaware Waterfowl Jeff Hopkins
12. Alberta Mule Deer Jim Hole Jr.
13. Vancouver Island  Bob Foulkrod

Black Bear
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The rapid growth of crossbow
hunting opportunities is one of the
concerns that prompted the forma-
tion of a North American
Bowhunting Coalition. The coalition
was formed during meetings August
6-7 at the Pope & Young Club’s head-
quarters in Chatfield, Minnesota.
Those meetings were scheduled after
a April 17-18 gathering in Springfield,
Missouri that was billed as the first
“National Bowhunting Summit,” and
which attracted representatives of 32

state and provincial level bowhunt-
ing organizations.

According to a press release
issued by Summit organizers, “A
major issue addressed by the summit
attendees was the use of crossbows
during archery-only hunting sea-
sons. It was immediately apparent
that the attendees were unified as
being strongly opposed to the use of
crossbows in any bowhunting sea-
son. State and provincial representa-
tives unanimously agreed that cross-

bows are not bows and should not be
allowed in archery-only seasons. A
hunting bow is recognized as a com-
pound, recurve or longow that is
hand drawn and that has no
mechanical device to enable the
hunter to lock the bow at full or par-
tial draw. Crossbows, on the other
hand, are locked at full draw by a trig-
ger, utilize a rifle-like stock, have
rigidly controlled internal ballistics,
can readily be shot from a rest and
typically use a telescopic sight. A

Crossbow Concerns Prompt New Coalition

The below signed organizations and bowhunting-related
businesses have joined the National Bowhunting Summit confer-
ees in believing that, in order to preserve the integrity of
bowhunting, it is vital that crossbows not be permitted in bow
seasons or archery-only hunting areas.
Alabama Society of Traditional Bowmen
Alaskan Bowhunters Association
Alberta Bowhunters Association
Alberta Traditional Bowhunters
Archery Big Bucks of Missouri
Archery Past (OR)
Association of Traditional Hunting Archers
Bayou State Bowhunters (LA)
Bob’s Archery Sales (CO)
Bowhunting Council of Oklahoma
Bowhunters of Alabama
Bowhunters of Wyoming
Carolina Traditional Archers
Colorado Bowhunters Association
Compton Traditional Bowhunters
Georgia Bowhunters Association
Green Mountain Traditional Bowhunters
Horse Creek Traditional Archery Club (FL)
Idaho State Bowhunters
Idaho Traditional Bowhunters
Illinois Bowhunters Society
Indiana Bowhunters Association
Iowa Bowhunters Association
Iowa Traditional Bowhunters Society
Kansas Bowhunters Association
Lone Star Bowhunters Association (TX)
Maine Bowhunters Association
Maine Traditional Archers
Maryland Bowhunters Society
Massachusetts Bowhunters Association
Michigan Bow Hunters Association
Michigan Traditional Bowhunters
Minnesota Bowhunters, Inc.
Mississippi Bowhunters Association

Missouri Bow Hunters Association
Montana Bowhunters Association
Nebraska Bowhunters Association
Nebraska Traditional Archers
New York Bowhunters, Inc.
North Carolina Bowhunters Association
North Dakota Bowhunters Association
Northern Bowhunters Association (AB)
Ohio Bowhunters Association
Oregon Bow Hunters 
Pennsylvania Association of Traditional Hunting Archers
Pope and Young Club
Professional Bowhunters Society
South Carolina Bowhunters Association
South Dakota Bowhunters, Inc.
Suburban Whitetail Management of North Georgia
Suncoast Archers, Inc., (FL)
Tallahassee Bowhunters Association (FL)
Traditional Bowhunters of California
Traditional Bowhunter Magazine
Traditional Archers of New Jersey
Traditional Archers of Oregon
Traditional Bowhunters of Florida
Traditional Bowhunters of Georgia
Traditional Bowhunters of Montana
Traditional Bowhunters of Washington
United Bowhunters of Connecticut
United Bowhunters of Illinois
United Bowhunters of Kentucky
United Bowhunters of Missouri
United Bowhunters of New Jersey
United Bowhunters Pennsylvania
Virginia Bowhunters Association
Wakulla Archery Club (FL)
Washington State Bowhunters
Washington State Archery Association
West Virginia Bowhunters Association
Wisconsin Bowhunters Association.
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crossbow’s characteristics are so
vastly different from those of conven-
tional bows that summit attendees
agreed that crossbows would nega-
tively impact bowhunting seasons if
allowed in archery-only seasons.”

“While the group recognized and
supported the rights of hunters who
choose to use other legal weapons in
separate hunting seasons, they stood
unanimously opposed to any effort
to establish hunting season regula-
tions where the ultimate aim is the
inclusion of crossbows in bowhunt-
ing seasons or in archery-only areas.”

The Minnesota meeting where
the North American Bowhunting
Coalition was formed in early August
attracted 41 representatives of 33
organizations that exist in 29 states
and provinces. According to Stan
Rauch, conferees completed a cross-
bow position statement later
endorsed by 72 bowhunting organi-
zations and bowhunting-related
businesses named at lower left. They,
were taught by experienced
bowhunting activists how to
strengthen their political skills and
how to build a more effective
bowhunting organization. They

addressed the increased anti-
bowhunting threat, began work on a
program to assist physically chal-
lenged archers to shoot modified
conventional bows, and developed
plans to prepare a position paper on
high fenced hunting. Dr. Dave
Samuel served as moderator for the
conference.

Denny Ballard of Missouri was
elected chairman of the coalition’s
steering committee. Ballard said “It’s
hard to believe that up to now, three
million bowhunters in the U.S. and
Canada have had no national level
representation in matters that have
directly affected their sport. The
North American Bowhunting
Coalition will provide a forum for
bowhunters, through their state and
provincial-level bowhunting organi-
zations, to protect and support
bowhunting as national issues are
deliberated. It’s only fair and right
that the men and women that have
been pulling the load for bowhunting
over the years have a say in where
their sport is heading.”

Ballard can be contacted by
email at twangdrb@earthlink.net

Circle 11 on Response Card

Jessica Hall-Colavecchio was named Director of Sales and Marketing for
United Cutlery Corporation and its sister
companies, Arrowhead Manufacturing
and Tomahawk Trading Company LLC.
Her responsibilities include all advertis-
ing, marketing, public relations and trade
show decisions on behalf of the three sis-
ter companies under United Cutlery
Brands.

Hall-Colavecchio began her career in
the order entry department of Smoky
Mountain Knife Works. She joined United
Cutlery brands in 1995, heading up Sales
Support and Customer Service. In 1998,
she became Marketing Coordinator for
the company. Hall’s present duties as
Director of Sales and Marketing encom-
pass customer service, graphic design,
sales and marketing. Hall earned a B.S. in
Management from Carson-Newman
College in Jefferson City, Tennessee,  graduating Cum Laude. She recently
married Mark Colavecchio and they reside in Kodak, Tennessee.

In making the announcement, President & CEO David Hall said “Jessica’s
experience with every element at United Cutlery Brands assures us of a mar-
keting department that understands the soul of this company.”

United Cutlery Names Executive

Jessica Hall-Colavecchio
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The 2006 schedule of five Deer & Turkey Expos
and shooting sport shows produced by Glenn
Helgeland's Target Communications Corp. has
been announced.  It includes a new expo in
Minnesota and expanded square footage in
Illinois as that event continues to grow.

The events:
February 10-12, 2006
MICHIGAN DEER & TURKEY SPECTACULAR 
& Shooting Sports Show
Lansing Center, Lansing, MI

February 24-26, 2006
ILLINOIS DEER & TURKEY CLASSIC & 
Shooting Sports Show
Interstate Center, Bloomington, IL

March 10-12, 2006
MINNESOTA DEER & TURKEY EXPO & Shooting 
Sports Show
Four Seasons Center, Steele County Fairgrounds, 
Owatonna, MN

March 17-19, 2006
OHIO DEER & TURKEY EXPO & Shooting Sports 
Show
Bricker Bldg., Ohio Expo Ctr. (State Fairgrounds), 
Columbus, OH

March 31 - April 2, 2006
WISCONSIN DEER & TURKEY EXPO & Shooting 
Sports Show
Exhibition Hall, Alliant Energy Ctr. of Dane County, 
Madison, WI

The new Minnesota expo in Owatonna will be easily
available to deer and turkey hunters throughout the
Upper Midwest.  Owatonna is at the intersection of
Interstate 35 and US Highway 14, and only a few miles
north of Interstate 90.

In Illinois, a third building has been added to accom-
modate growing attendance, growing exhibitor base,
and one of the largest and best (600+ heads) trophy deer
contests and displays in the country.

The New Products Special Display Area will contin-
ue.  Introduced in 2005, it quickly became a popular,
helpful feature at all expos.  New products are displayed
in a special area where attendees can enjoy a hands-on

view of the latest in hunting equipment and accessories. 
New features and/or events at all expos in 2006 will

include an optics hands-on examination area and
wildlife (North American species only) identification
contest, wild game cooking demonstrations, a children's
target archery program, plus an all-new line-up of semi-
nar speakers and topics, with heavy emphasis on habitat
management of private property, food plots, and deer
herd management by selective harvesting. 

The optics area will feature binoculars, scopes and
other optics that attendees can try, to determine which
gives them the best performance for their particular
needs and budget.

"We all want to get the most bang for our buck,"
notes Glenn Helgeland of Target Communications, pro-
ducer of the expos, "and the best way to get that, by far,
is with hands-on examination and trial.  The wildlife
identification contest that goes with this will make it
more fun and helpful."

New cooking seminars will complete the circle of
instruction on enjoying all aspects of hunting.  The expos
already offer seminars on hunting and meat processing.
Now attendees can learn how to turn a venison roast into
a meal as tasty as any served in the fanciest restaurants
in this country or in Europe, where wild game is com-
monly on the menu. 

The cooking seminars will make a perfect comple-
ment to the venison butchering demonstrations given at
all expos. 

"Our seminars and demonstrations run the gamut --

Deer & Turkey Expo Dates Announced

PSE sales representatives used one of the company trailers to display at
the 2005 Ohio Deer & Turkey Expo in Columbus.
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how to grow and support deer and turkeys, how to find
them, how to take them humanely, how to handle the
carcass properly, how to process it, store it and cook it for
best results, "Helgeland said.  "We want to help everyone
gain total utilization of these great renewable natural
resources, including the visual enjoyment of observing
and photographing them.  As outdoor people and
hunters, we never get our fill of enjoying the world of the
whitetail deer and wild turkey.  And that's the way it
should be."

To be sure that young people get to continued expo-
sure to shooting sports, the 2006 events will have infor-
mation on the National Archery in Schools Program.
This is a joint venture among NASP, state wildlife man-
agement and education departments, archery equip-
ment manufacturers and organizations.  The goal is to
provide Olympic-style target archery training in physical
education classes from kindergarten through high
school.  

All shows highlight exhibits of hunting products and
accessories (black powder, centerfire firearms, archery),
guides and outfitters from throughout North America,

wild game cooking items, book/magazine/video pro-
ducers, and more. Exhibit booth totals range from near-
ly 200 to nearly 600.  The Wisconsin Deer & Turkey Expo
is the largest of the five and one of the largest such shows
in the country.

Trophy contests (whitetail deer, black bear, turkeys,
elk - depending upon the expo) feature new entries every
year, keeping the displays eye-popping, fresh and inter-
esting.  All expos have several hands-on shooting oppor-
tunities; live wild animal display, including live wild
turkeys; outdoor photo contest; Outdoor Village of spe-
cial displays and family activities. 

All shows are 2-1/2 days.  Hours are 2 p.m.-9 p.m.
Friday; 9 a.m.-7 p.m. Saturday, and 9 a.m.-5 p.m. Sunday.
Tickets are available at the door.  All youth ages 15 and
under are admitted free on Friday when accompanied by
an adult.

For details on each of the shows, including space
availability, pricing and special lodging rate information,
contact Target Communications, 7626 W. Donges Bay
Rd., Mequon, WI 53097 (1-800-324-3337) or visit the
expos' website (www.deerinfo.com).

Circle 178 on Response Card

Rich Cameron, president and
CEO of Carson Optical, recently
named Maura Holmes as National
Sales Manager Key Accounts. Holmes
joined Carson in 2001 as a Sales
Assistant and held that position until
her recent promotion. Her responsi-
bilities include all sales contact with
Carson’s major key accounts along
with customer service relations.

Prior to joining Carson, Holmes
worked in the electrical industry
with Wesco in Hicksville, New York
and as a Project Manager at JDC
Lighting and then sales manager at
Flos Lighting.

Holmes graduated from Molloy
College in 1995 with a degree in

Liberal Arts. She and her husband
Jamie and their son reside in Bayport,
New York. They are expecting their
second child this year.

In making the announcement,
Cameron said, “In four short years
Maura has become a key component
in our growth. The customer relation-
ships she has developed remain true
to the Carson philosophy.”

Cameron said Carson Optical is
known for product innovation,
exceptional customer service and
value. “The people at Carson are mar-
keting specialists, offering outstand-
ing packaging and strong advertising
and editorial support. They have cre-
ated a line of products with the end
user in mind. Dealers can contact us
toll-free at (800) 9-OPTICS.”

Holmes Handling Carson Optical’s Key Accounts

Maura Holmes
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Friday, January 6, during the ATA
Show in Atlanta, Georgia, the “Baldy
Awards” that have served as an
important fund raiser for cancer
research, will take a new twist.
Contributors can designate whether
their pledges and cash contributions
should back the men’s team of Greg
Miller, Stan Potts and Pat Reeve, or
the women’s team consisting of
Michele Leqve and Deb Luzinski
under team Captain Ann Hoyt.

The Baldy Awards has a rich tra-
dition where some of the industry’s
best known hunters, writers and
business people have donated their
hair to fight cancer. Shaved bald dur-
ing the public ceremony last January
were Bob Foulkrod, Dave Watson
and Bill Winke. This year’s male trio
represents the North American
Whitetail Magazine TV Show.
Michele Leqve is an outdoor writer
and owner of ASAT Camo. Deb
Luzinski is on the Hoyt Pro Staff and
represents several other archery
manufacturers. Ann Hoyt is one of
history’s best known female archery
competitors.

The $280,000 raised through the
head shavings and through a upland
bird Cancer Shoot held each fall ben-
efits the Dr. Arnold S. Leonard
Cancer Research Fund.  Dr. Daniel
Saltzman, chief of Pediatric Surgery
at the University of Minnesota,
reports an “incredibly productive”
past year with study continuing on a
genetically engineered form of
Salmonella that seems able to pene-
trate and kill Neuroblastoma in
mice. Neuroblastoma is the dead-

liest solid tumor found in children. 
Saltzman said the research

group has also applied to the FDA to
conduct trials on people with stom-
ach, intestinal and color cancers that
have spread to the liver and who
have no hope for a cure. 

“With FDA approval, we hope to
start trials by late fall and funds from
this event will go directly to pay for
those trials,” noted fund raising-co-
chairman Rob Evans. Evans also
praised the ATA staff and President

Jay McAninch for providing a
venue for the event.

Announcements and
signs at the 2006 ATA show
will direct you to where the
event is being held. If you’d
like to make your pledge in
advance of the show, you can
email Evans for more info at
evansmktg@wwt.net or can
reach Michele Eichler by typ-
ing in Michele@muzzy.com

Cancer Fundraiser Pits Men Vrs.Women

Greg Miller, Stan Potts and Pat Reeve will need their caps after having their heads
shaved to benefit the Dr. Arnnold S. OLeonard Cancer Research fund.

Michele Leqve (far left) and Deb
Luzinski will lose their long blond
hair for a good cause during a
fund-raising event Friday,
January 6 at the 2006 ATA Show
in Atlanta, Georgia.
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A long-running legal dispute
concerning advertising claims for
competing scent eliminating sprays
and deer scents has entered a new
phase, with a significant award
being won by Wildlife Research
Center of Anoka, Minnesota.
Meanwhile, Robinson Outdoors of
Cannon Falls, Minnesota, has said it
will seek to overturn the verdict on
appeal. Because of the sensitive
nature of the information,
ArrowTrade is running the press
releases received from each firm in
their entirety, starting with Wildlife
Research Center’s communication.

“Wildlife Research Center, Inc.
prevails in lawsuit against Robinson
Outdoors, Inc. On September 13,
2005 a jury in United States District
Court, District of Minnesota, found
in favor of Wildlife on all claims.

“Wildlife filed suit against
Robinson in 2002 in federal court
for false and/or misleading adver-
tising and other claims on its prod-
ucts Scent Blocker Carbon Blast and
Still Steamin Doe Estrus Urine:

“A couple of the main issues
involved related to: Robinson’s pub-
lished claims of superior effective-
ness of Scent Blocker Carbon Blast
over Wildlife’s Scent Killer;
Robinson’s published claims on its
product Still Steamin Doe Estrus
Urine.

“Robinson was found by the 11
person Jury to be in violation of: The
Federal Lanham Act; The Minnesota
Deceptive Trade Practices Act; The
Minnesota Unlawful Trade Practices
Act; The Minnesota False Statement
in Advertising Act. Robinson’s
advertisements were also found to
have defamed Wildlife’s business.

“The jury found Robinson to
owe Wildlife $4,799,438 in various
damages.”

The following was received
September 28 from Media Direct,
the advertising and public relations
agency for Robinson Outdoors:

“Robinson Outdoors, Inc. –
Cannon Falls, Minnesota –
announced that it intends to appeal
a jury decision and a District Court’s
rejection of its claims against

Wildlife Research Center, Inc.
“According to President Scott

Shultz, Robinson, which competes
with Wildlife in the Scent Shield liq-
uids business (and not in Robinson’s
hunting clothing business divi-
sions), is disappointed with the
jury’s determination to award dam-
ages of more than $4,000,000 for
claimed advertising violations,
which is still being reviewed by the
District Court, as well as the Court’s
earlier decision on Robinson’s
$11,000,000 claims against Wildlife. 

“However, Shultz stated that he
is relieved that all legal matters have
been turned over to Robinson’s
lawyers and insurance company.

His full attention can again be
directed to his company’s growing
business. 

“Mr. Shultz expects his lawyers
will appeal the jury award - - and
renew Robinson’s claims against
Wildlife on appeal. Robinson is con-
fident that the Court of Appeals will
reverse the award and allow
Robinson to pursue its claims
against Wildlife.

“Robinson’s clothing business,
including Whitewater Strategic
Hunting Apparel, constitutes more
than 80 percent of Robinson’s over-
all business and was not the subject
of any claims.”

Wildlife Wins, Robinson Vows To Appeal

Bow & Arrow Hunting Magazine is now owned by a new group whose
principles include former executives of Primedia, owner of Bowhunter and
Petersen’s Bowhunting. Sources at Bow & Arrow indicated a strong push to
build that veteran title’s circulation is already underway.

Apprise Media LLC, a strategic management and investment company
focused on niche media, announced September 8 that it has acquired Y-
Visionary LP, which publishes nine monthly and bi-monthly magazines
focused on the automotive aftermarket, outdoor sports and shelter seg-
ments. The Y-Visionary publications will operate as part of the Action
Pursuit Group (APG) of Apprise Enthusiast Media LLC, Apprise's platform
in the enthusiast media sector whose other properties include Beckett
Media LP. Apprise Media is backed by Spectrum Equity Investors. Terms of
the transaction were not disclosed.

Charles G. McCurdy, Chairman and CEO of Apprise Media, said, "These
publications are a great fit with APG's existing action-enthusiast titles. We
plan to increase their value through reinvigoration of the magazines, as well
as investment in line extensions and merchandise sales. At the same time,
we are actively pursuing other follow-on acquisitions that will expand
APG's footprint. We know the automotive aftermarket and outdoor sports
segments very well. The breadth of experience of Craig Nickerson, APG's
CEO, in building a major automotive enthusiast and action sports group for
Primedia will add enormous value to the management of these assets."

Y-Visionary's publications include Street Trucks, Import Racer, and
Drag Racer in the automotive segment; Bow & Arrow Hunting, Gun World,
and Knives Illustrated in the outdoor sports segment; and Victorian Homes
and Romantic Homes in the shelter segment.

Y-Visionary, based in Orange, California, is Apprise's fourth acquisition of
a specialty media company this year. In January, Apprise acquired Beckett
Media, the leading publisher of sports and entertainment market collectible
guides. In April, Apprise acquired Canon Communications, a leading pro-
ducer of print publications, trade shows and digital media for the high-
growth $200 billion medical device manufacturing market. Formed in 2004,
Apprise Media (www.apprisemedia.com) is a strategic management and
investment company. Controlled by Charles G. McCurdy, a co-founder and
former President of Primedia Inc., Apprise Media acquires and builds busi-
nesses in the targeted media and publishing sectors. 

Bow & Arrow Under New Owner
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Dead Silent Bibs From Mad Dog by Stearns 
One of the newest things in the woods are Dead Silent Bibs

from Mad Dog Gear by Stearns. The new bibs come in your
choice of Mossy Oak New Break-Up or Advantage Timber.
They’re offered in sizes S through XXXL. The bibs make carry-
ing calls and scents easy with a roomy front chest pocket, rear
patch pockets, and side cargo pockets.

And these Model H323 Dead Silent
bibs are designed to last with double
layered knees and seat. They have
drawstring cuffs and adjustable elastic
suspenders.

Mad Dog is a camouflage clothing
and accessory line by Stearns, Inc. that’s
grown since its 1996 introduction to fill
a 60-page catalog. The new bibs are part
of a Dead Silent series that leads off the

2005 line. Other garments in the series include shirt, pants
and  both insulated and uninsulated jackets, some with Scent-
Lok liners. Selected models are available in the Advantage
Max-4 HD and Realtree Hardwoods HD patterns. For a catalog
and pricing, contact Stearns at (800) 697-5801.
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Hi-Tek Has Stabilizer Kit To Recycle Carbon Shaft Ends
Are you tired of throwing away shaft ends without getting anything for them? Now

you can make your own stabilizers with Hi-Tek’s stabilizer kit. In a few minutes you’ll
have a quality custom stabilizer that you can retail for far more than the cost of the

components.
You start with the kit’s two

composite end caps and
elastomeric counter-weight,
which can be used to adjust
balance and significantly
reduce shock, vibration and
torque. Just add three car-
bon arrow shafts, six 8-32 x 1-
1/4” cap screws, a 5/16-24 set
screw and glue.

For more information on
HI-TEK stabilizers and

archery accessories contact HI-TEK Sports Products, Inc., 809 Holcomb Street,
Watertown, NY 13601, or call (800) 440-4515.

Lohman Adds Remote Control Deer Call
The Lohman line from Kolpin now includes a remote control

deer call that lets customers attract deer without revealing
their location. Weighing just 8 ounces, the model #2585 Invisi
Doe Call has a strap that attaches to trees, brush or fences.
Once the call has been positioned, it can be activated using the
long-range remote control.

Multiple buttons allow hunters to choose from clear, digital
recordings of the Fawn Bleat, Doe Bleat, Estrus Bleat and Social
Doe Grunt to lure deer into range. “With its battery-powered
and weather resistant design, this call is always ready for the
next hunt and can withstand even the harshest weather con-
ditions.,” a spokesman for the Lohman line said. The call has a
suggested retail price of $57.49. For more information on the
new Lohman Invisi-Doe Call, or to request a catalog, contact
Kolpin Outdoors Customer Service at 1-877-9KOLPIN.

Colt Assisted Opening Rescue Tool 
United Cutlery Brands has introduced a new rescue tool

that has been designed by Fred Carter and features the
Tailwind assisted opening mechanism. This USA-made knife
has an extra large thumb stud and lock release, for easy use
while wearing gloves. The blade has a blunt nose to help
insure safety. The end of the handle also has a glass breaker.

Reflecting the heavy duty use it has been designed for, this
knife has aircraft aluminum scales and a 1/8 inch thick blade
of 420HC high carbon stainless steel. The blade has a bead-
blasted finish and a portion of it has been serrated for the
more difficult cutting chores. Closed, the Colt Rescue Took is 4
5/8 inches long. In addition to this rescue tool, United offers
of complete line of Colt traditional pocketknives made with
genuine staghorn scales.

Request pricing and catalog information through Images
Group in Easton, Pennsylvania, by calling (610) 258-5408.
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The gear you count on to handle the tough stuff is now

taking on a new challenge. Bugs. BUZZ OFF™ Insect Shield

Insect Repellent Apparel from Mad Dog Gear® has been

rigorously tested and proven to dramatically reduce insect

bites. It protects you from mosquitoes, ticks, ants, flies,

chiggers and no-see-ums just like sprays and lotions. Without

the sprays and lotions. It’s protection that’s built right in. So

all you have to do is put it on and go. No spray. No scent. No

problems. Ask for Mad Dog Gear® BUZZ OFF™ apparel at

your local sporting goods retailer.

Stearns® Inc. •P.O. Box 1498 • St. Cloud, MN 56302 U.S.A.
(320) 252-1642 • 800-697-5801 • Fax (320) 252-4425

www.stearnsinc.com

©2004 Stearns® Inc.
Realtree Hardwoods Green® HD™ is a trademark of Jordan Outdoor Enterprises, LTD
Mossy Oak® New Break-Up™ is a trademark of Haas Outdoors, Inc.

This Dog Can Hunt.

Boonie Hat Bandanna Face Mask Long Sleeve
Shirt

Cargo
Pants

Long Sleeve
Crew Neck T-Shirt

Gloves Cap

Our complete line of BUZZ OFF™ with Mad Dog Gear® is available in both 
Mossy Oak® New Break-Up™ and Realtree Hardwoods Green® HD™ camouflage patterns:

From
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Rattler Products Makes Rattling More Effective, Safer
Rattling horns need to sound

authentic, not look like a deer rack, so
Howard Gebhardt of Rattler Products
was able to design a set that are mold-
ed together. Just 1 5/8 inches thick,
they fit easily into a backpack.Your cus-
tomer won’t smash fingers between
points when he uses them, and won’t
suffer puncture wounds if he falls on
them walking in the dark on the way to
or from a stand.

Most importantly, these USA-made
horns are easier to use. With the lan-
yard tied to the back of a belt, to a tree
or stand, you can use the horns, then let
them slip through your fingers and out
of the way when it’s time to take a shot.
The rattling horns can be used with
two hands, one hand can play them
against you leg, or you can tuck the

rubber cushioned end behind a leg while
seated. For dealer pricing info and a copy of
a demonstration video you can play to
increase sales in your store, contact Rattler
Products in Ohio at (330) 549-0855.

Carson NoShock Optics
Carson Optical has developed a pair

of compact binoculars that should be
able to survive a fall from a treestand
without internal damage. The
NoShock model NS-025 is a compact,
10x25mm that has been specifically
engineered to protected it against
internal damage caused by dropping
or jarring the binocular.“The NoShock
passed the 30-foot drop test with fly-
ing colors,” a Carson spokesman said.

Carson backs this model with a life-
time guarantee on the prism align-
ment. In addition, Carson will repair or
replace these optics if they suffer
damage for any reason, for a flat $12
fee as part of its Best Binocular
Warranty. The fee includes all return
shipping and handling fees; there are
no hidden charges.

Reach Carson at (800) 9OPTICS.

2006 Pella Line Includes Fleece Linings
Warm and quiet Polar Fleece is being used to line a new

series of camo hunting garments coming from Pella Products.
The series includes pants, bibs, a rain jacket with zip-out lining
and a reversible pullover that goes from solid to camo. Leading
the line is the Pella Products Bowhunters Jacket shown at right.

The jacket has zipper adjustments to tighten fabric around
either left or right arms, so no arm guard is needed when
shooting a bow. The outer layer of fabric that holds the camo
pattern is Quietek, a waterproof/breathable layer that has
sealed seams and is burr resistant and pill resistant.

The Polar Fleece lined stand up collar and lined hand-warmer
pockets will be appreciated on chilly days. So will the extra
length that provides warmth below the waist and the elastic
panels around the waist that help improve the fit and retain
warmth.

Pella Products sews the Bowhunters Jacket with a pleated, bi-
swing back to aid in movement. Your store can order it in
Realtree Hardwoods HD or Advantage Max 4 HD. Regular sizes
run S-3X (small to triple extra large), or order it in Tall from L-3X.

Reach the Iowa clothing manufacturer at (641) 628-3092.
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Kinsey’s 2006 Dealer Show
February 24-26

Evening Entertainment
Over 250 Manufacturers

Held at the Hershey Lodge & Convention Center • Hershey, PA
More than 250 Manufacturers will be on hand to offer “Once a Year Sweet Deals” on Archery, Hunting,
and Outdoor Products.  Join the list of more than 550 dealers that took advantage of last year’s specials
on products like Bows, Arrows by Easton, Gold Tip, and Carbon Express, Broadheads, Sights, Rests, Releases, 
Black Powder Guns and Accessories, Home Decorations, Glassware, Optics,  Treestands, Knives, Turkey 
 Hunting Accessories, Archery Products and a whole lot more more! Special Thanks to...

All activities are absolutely FREE!
• Educational Seminars and Product Demonstrations
• NEW “HOT SHOW ROOM” featuring absolutely

 “Drop Dead”, “No Brainer”, “One Time Only”HOT Deals.
• Blow-out Prices on Discontinued and Closeout Items
• Thousands of Dollars in Prizes will be given away
• Saturday Dealer Appreciation Night Buffet and Entertainment

sponsored by Limb Saver, Gorilla, and Carbon Express
• Complimentary Breakfasts by

Gold Tip and Copper John 

Don’t miss your opportunity to...
“Unwrap the Sweetest Deals of the Year”! 
Make your reservations today!

All Kinsey Archery Products Dealers are invited.
Register or become a dealer today by calling 1.800.366.4269  x3031 or 3011

Manufacturer inquiries should be directed to ext. 3033 or 3041

Wildlife Research Center
Has New Quick-Wik
Quick-Wik is the latest scent dis-

penser from Wildlife Research Center.
The blaze-orange container has a built
in hanging slot and a rain-shedding
design. Before the hunt your customer
can dip the felt wick into his favorite
scent, then turn the unit upright so it
drops back into the bottle. At his hunt-
ing site he can remove the cap and stick
it onto the Velcro dot for safekeeping,
then hang the wick where he hopes to
position the buck’s head. Call (800) 873-
5873.

Camo Formal Wear Sewn 
If you or your customers are so com-

fortable in camo that it is hard to wear
anything else, there is a Pennsylvania
firm that can make sure you are still
nicely dressed for weddings, banquets
and dinner meetings.

The Formal Sportsman makes camo-
trimmed mens sport coats in brown
and black, as well camo vests and pleat-
ed camo dress pants. You can also find
accessories like ties, cummerbunds,
garters and ring bearer pillows. Ladies
suits are also available. Mossy Oak
Break-Up and Realtree Hardwoods are
the camo choices  in most of the items.
Check the selection out at www.thefor-
malsportsman.com or you can request
brochures at (814) 238-6513.
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