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ArrowTrade attended the 2006
Minnesota Archery in Schools tourna-
ment to get a look at how NASP is
being accepted by students, coaches,
parents and school administrators.

It was heartening to see the Sauk
Rapids-Rice parking lot and gym filled
not for a weekend basketball or vol-
leyball tournament, but for archery
competition that starts with uniform,
safe and simple instruction as part of
middle school phys-ed programs.

Students were shooting at an
80cm FITA target face, from 10 and 15
meters. Tournament Chairman Linda
Beck, a Mathews Pro Staff member, is
also a Level III NAA instructor who
had taught archery skills to many of
the phys-ed teachers in attendance.
Volunteers from the Minnesota State
Archery Association, the Minnesota
Archer’s Alliance and Minnesota
Bowhunters Incorporated helped out
with registration and scoring, along
with many parent volunteers. Despite
the range of ages and experience lev-
els, the tournament ran smoothly
because the format and the whistle
commands were a close match to

what the phys-ed classes use.
Ryan Bronson, the DNR Hunter

Recruitment Program Supervisor who
has been heading Minnesota’s NASP
program, said 106 schools were
enrolled. That puts the state second
only to Kentucky, which pioneered
the concept with the help of Roy
Grimes. “We’ve got a lot of other

schools interested, but money is a
limiting factor. $2,500 is what it costs
for the school to buy the equipment
set. If the school can come up with
$1,300, the Minnesota DNR has pro-
vided the rest.” A General Motors
dealership came up with funds to
sponsor one school, Bronson said, but
typically the school’s portion has been

MN State Tourney Shows NASP Promise

ABOVE: Archery coach and phys-ed instructor Barry Boevers
brought a team that shows the variety of ages and sizes that
can enjoy competition within NASP. LOWER LEFT: A light-
weight backdrop, targets and bow racks from Archery Shooter
Systems  were all that was needed to ready the gym for a state
tourney. BELOW: Curt Burton didn’t have any concerns about
daughter Katie shooting archery at school, and is proud of her
now competing in state and national tournaments.

Circle 163 on Response Card for Parker Compound Bows
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B e  t h e  D O M I N A N T P R E DATO R .

Time to set the record straight. Anti-microbial products don’t 

eliminate odors, only some of the bacteria that cause odor. That’s a

good start, but how are you going to control the hundreds of other

human body odors not caused by bacteria? To eliminate the full 

spectrum of odors created by the human body, you need Scent-Lok®

activated carbon technology. Odors are adsorbed into the carbon 

lining, trapping virtually every type of scent molecule a hunter 

produces for a full 40 hours of continuous use. After a quick cycle in

the dryer, those trapped odors are released and the suit is ready to

go again. It’s the only system out there that guarantees you will be

undetectable to a deer’s nose. Without Scent-Lok, something always

winds up stinking. Usually the hunting. For a Free Odor Control

Handbook, call 1.800.315.5799 or visit www.scentlok.com.

To prove the effectiveness of Scent-Lok
®

odor

eliminating technology, we exposed Scent-Lok

fabric, anti-microbial fabric and untreated fabric

to six major human odor compounds. The results

are clear: Only Scent-Lok technology effectively 

eliminates these common human odors.

FOR MORE INFORMATION ON THE TESTING AND SCIENCE

BEHIND SCENT-LOK TECHNOLOGY, VISIT SCENTLOK.COM.©
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raised by  archery clubs or sports-
men’s clubs.

It’s hard to image buying a set of
bows, targets, arrows, a backdrop and
a case to contain it all for $2,500, but
as Beck pointed out, the Brennan
Industries division of Mathews,
which makes the Genesis bows, and
the other equipment suppliers are
out to build the size of the market, not
profit on the school equipment sales.
The phys-ed archery instruction and
the after-school clubs that often form
have been shown to be a very positive
influence in young lives, another rea-
son NASP deserves industry support.

Barry Boevers was at the tourna-
ment with a couple dozen students
from Jackson Middle School in
Champlin, Minnesota. A couple
weeks earlier they endured a 15-hour
bus ride for the privilege of compet-
ing in the national tournament in
Louisville, Kentucky. Between classes
and those who joined the after-school
archery club, Boevers figures 800 of
the 2,400 middle school students
were trained in archery this school
year.

Jackson’s phys-ed program
already had students doing units in
basketball, soccer, volleyball and
weight training. But when the physi-
cal education instructors began
teaching the archery session, they
saw a different type of student excel.
Many of the ones hooked on archery
were the introverts, Boevers said, not
the ones who were planning to go out
for basketball or hockey. “I love it
when the big jocks in my class can’t

hit the target at first, and then you’ve
got this little, 4-foot-high girl that just
humbles them.”

At the national team event, the
Jackson archers came in 9th out of 43,
in just the second year of NASP
involvement. That shows how fast
youngsters who get excited about
archery can improve their skill levels. 

Nick Bye, a 11-year-old sixth
grader, said Boevers is a great coach
who makes their after-school prac-
tices fun. Bye also plays hockey and
baseball, and will be in Lacrosse next
year. He said he likes making friends
from his own school in the archery
club and hopes when he moves to the
high school archery will be intro-
duced as an after-school sport there.

Thirteen-year-old Katie Burton
has been shooting archery at summer
camp and likes participating in
Jackson’s archery program because
she can practice on her own and con-
tinue to improve. Kim, her mom, was
one of the chaperones on the state
trip. As a former Marine, Curt Burton
didn’t worry a bit in 2004 when he first
heard archery was being introduced

into his daughter’s phys-ed class.
Kim Ricker echoed that positive

response when I talked to her in the
stands. “We never did archery when I
was in school, but my husband is a
bowhunter. When he heard Natasha
was shooting in phys-ed class and
wanted to join the archery club, he
thought it was great because archery
is something the two of them can do
together.”

The 2,350 students Jackson has
makes it the second largest in the
country, Assistant Principal Joe
Peterson said, and it can be a struggle
to help students feel a connection to
the school so they’ll stay interested
and do well in their studies. For some
students, archery is making that con-
nection. He expects the parents who
recognize that will want that opportu-
nity extended to the high school level,
and that between the district and
fundraisers, the necessary money will
be found. “If it’s good for the kids,
we’re going to find a way. Right now
this involves just a small group of
kids, but it’s a start.”               Tim Dehn

26

LEFT: Mathews Pro Staff member Linda
Beck (center in group at left) served as
tournament chair. She settled a scoring
issue when one archer shot the other’s tar-
get  by ruling both would shoot again.
LOWER LEFT: Twin scoring cards were kept
with the help of parent volunteers like
Cheryl Erickson. She’s scoring for Natasha
Ricker (with ponytail) and Jessie Peterson.
BELOW: Jackson Art Teacher Jo Crill holds
granddaughter Haley Eggersgluess until
it’s her turn on the line. Jill Boevers, the
coach’s daughter, holds her Mini Genesis.
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Escalade Sports announced on
May 15 the asset acquisition of
Carolina Archery Products (CAP),
manufacturer and distributor of
archery products since 1999, based
in Hillsborough, North Carolina.
CAP is best known to readers of
ArrowTrade Magazine for its patent-
ed Whisker Biscuit Arrow Rests
which have been outselling all other
brands.  CAP owners Steve Graff and
Ike Branthwaite had also designed
and marketed a line of fiber-optic
sights under the Foxfire brand, as
well as a line of LORE brand stabiliz-
ers. 

“The addition of Carolina
Archery Products to our current
Bear Archery family of strong brands
will enhance our position in the
archery industry as a more complete
line archery company,” said Jim
Allshouse, President of Escalade
Sports.  In addition, he continued
with “CAP brings valuable and
important intellectual properties
that will complement our growing
lines of archery products for
hunters, shooters and archery
enthusiasts of all skill levels and
ages.”  

Scott Alread, the product man-
ager for Bear Archery, was clearly
excited about the acquisition when
ArrowTrade contacted him by
phone.  Bear Archery has been
putting together exactly the kind of
year it needs to in order to regain a
leadership position in the industry,
he said. The Bear and Jennings bow
lines introduced at the January, 2006
ATA Show were widely regarded as
the best the industry had to offer at
their price points, he said. The sec-
ond day of the Archery Trade Show
Bear Archery announced a 10-year
agreement with Primos Hunting
Calls, which Alread said has one of
the best pro staffs and produces

some of the best outdoor
programs and videos.
“Then you strengthen your
portfolio of brands with
what’s arguably the most
functional arrow rest in the
industry. This is a tremen-
dous acquisition for Bear
Archery.”

Alread said lengthy
negotiations preceded the
purchase, and there was
time to build up inventory
so there would be no lapse
in shipments during the
transition. All of the opera-
tions and manufacturing
for the Carolina Archery
Products brand are being
moved to the Bear Archery
plant in Gainesville,
Florida. The purchase
includes some of the
machinery used in manufacturing,
and Gainesville already had exten-
sive CNC capabilities. An expanded
workforce at that plant should be
producing and shipping Whisker
Biscuit rests, Foxfire sights and Lore
stabilizers by June 15, Alread pre-
dicted.

Bear Archery has been reorga-
nized within Escalade Sports so it
functions better as its “own island,”
the product manager added. When a
dealer calls now, they start off talk-
ing to people at the Indiana head-
quarters who are dedicated to
archery and if needed they can be
transferred with the push of a button
to the warranty and repair personnel
at the Gainesville plant. His business
cards say Bear Archery now, Alread
said, and that brand was just reelect-
ed to a three year term on the ATA
board. As part of taking on the CAP
product line, an accessory product
manager is being hired, so Alread
can concentrate full-time on the

bow lines.
“After the acquisition of Bear

Archery by Escalade Sports, a lot of
our competitors were saying we
wouldn’t be around very long, or
that we’d go offshore for manufac-
turing,” Alread said. “Well, the evi-
dence to the contrary is right in front
of you. Gainesville is ramping up
production for new products in the
bow and accessory lines. We’ve
reopened the Fred Bear Pro Shop at
the factory.  A strong, dominant
product, the Whisker Biscuit rest, is
going to be produced by a very com-
mitted group. We’re doing every-
thing in our power to restore Bear
Archery as a thriving company, and
by the end of the year you’ll see us in
a revenue position to back up that
claim,” he concluded.

For more information about the
bow and accessory lines from Bear
Archery, call (866) 556-2754.

Escalade Sports Buys Whisker Biscuit Line

By the time this reaches retailers, popular CAP prod-
ucts like the Foxfire TP Sight and Deluxe QS Camo Rest
(below) will be made at Bear Archery’s Florida plant.
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Eastman Enterprises, Inc.
announced in late May the appoint-
ment of Joel Harris to the position of
National Account Manager.  Harris
will be responsible for handling key
hunting specialty accounts includ-
ing Bass Pro Shops and Cabela’s
Companies, along with managing
the Carbon Express shooting staff.
He will be accountable for account
profitability, new product develop-
ment, forecasting, account penetra-
tion and sales growth.  He will report
to Rob Girard, Vice President of Sales
for the Flushing, Michigan firm.

“These are very exciting times at

Eastman Outdoors,” Girard
explained “We are expanding both
our personnel and product offerings
to benefit the consumer.  Harris has
the dedication and knowledge of the
industry to make him an asset.  We
are pleased to welcome him.”

Harris joins the Eastman team
with a wealth of experience in the
outdoor arena.  In addition to his
former role as National Sales
Manager for Kahles Optik, he has
also been on the pro-staff for Team
Realtree, Hunter’s Specialties,
Redhead and Mathew's.  From 1990
until 995 Harris was host and pro-

ducer of the
O u t d o o r
A d v e n t u r e
show that
aired on
C o m c a s t
Cablevision.

H a r r i s
worked in
the Michigan
P u b l i c
School sys-
tem for 27
years and studied computer science
at the University of Michigan.  He
resides in Grand Blanc, Michigan.

Eastman Outdoors Gains National Accounts Manager

Tred Barta is the outspoken star
of Outdoor Life Network’s top rated
show, “The Best and Worst of Tred
Barta”. Barta hunts anything from
rabbits in Ireland to Grizzly bear off
the coast of Alaska, doing it with  a
longbow and homemade wooden
arrows. He loves hunting with tradi-

tional archery equipment, and he
wants to share the experience with
as many as he can. Now Barta has
designated 3Rivers as the sole
licensee of Tred Barta certified
archery products.  

The new line includes Tred’s sig-
nature bow, his line of arrows, and

various accessories.  “Tred takes a
no-frills approach to bow hunting
and that philosophy carries over to
each piece of certified Tred Barta
gear.  Barta gear is tough, Tred-
Tough, and available now exclusively
through 3Rivers Archery,” Dale
Karch of 3Rivers said.

Circle 143 on Response Card

3Rivers To Introduce Tred Barta Line

Joel Harris

Dale Karch (on left) and Tred Barta seal
the deal with a handshake. You can get
more information about the new line by
contacting 3Rivers at (866) Recurve or you
can go on line either to TredBarta.com or
3RiversArchery.com
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Winner’s Choice Custom
Bowstrings Inc., an Oregon based
producer of high quality bow-
strings,   has announced the addi-
tion of Reggie Puckett as National
Sales Manager for the firm. Puckett
will be in charge of attaining new
dealer accounts, as well as assisting
with customer service and sales to
existing dealers. Also Puckett will
be manning product display booths
at all National IBO, NFAA, and ASA
events as well as other special
archery events. 

“We are very excited to have
Reggie on board with Winner’s
Choice” stated company C.E.O.
Mike Slinkard. “Reggie brings a
wealth of knowledge and experi-
ence in sales and marketing to
Winner’s Choice, as well as an inti-
mate knowledge of the product
lines. Reggie is also is a nationally
recognized pro shooter who regu-
larly competes on the national
shooting circuits in the Pro Fingers
class. As a long time bowhunter,
Reggie has many fine trophies to
his credit, and I feel he has the per-
fect combination of sales and real
world experience to make him a
great sales manager.” 

Puckett will also be promoting
Motion Targets LLC. This company
is a separate business entity from
Winner’s Choice but is also owned
by Mike Slinkard and based in John
Day, Oregon. Motion Targets pro-
duces all-electric pop-up 3-D target
systems for sale to clubs ranges and
individuals. The Motion Target sys-
tem is the sanctioned system for
Archery United Competitive pop-
up events, and Slinkard said it is a
great way to add excitement and
profit to any range. “This game is
made for bowhunters, and fits in
great with any regular 3-D shoot-
ing.”  

“Reggie will be a great asset to
this venture. Reggie has an excep-
tional attitude and work ethic. His
energy and passion for archery and
the shooting sports is undeniable,
and it is great to have him on
board.” stated Slinkard.

Winners Choice Has New National Sales Manager

Circle 47 on Response Card

THE WORLD’S 
 FASTEST CROSSBOWS
Our crossbows produce up to a Our crossbows produce up to a

   blazing 350+FPS!blazing 350+FPS!

THE WORLD’S 
 MOST ACCURATE  CROSSBOWS
Excalibur has won virtually every Excalibur has won virtually every
North American championship North American championship
for decades.for decades.
THE WORLD’S 
 MOST RELIABLE CROSSBOWS
Our durable recurve limbs and Our durable recurve limbs and
precision machined construction precision machined construction

    deliver decades of trouble deliver decades of trouble
     free performance.free performance.

Reggie
Puckett (left in
photo at left) )
is welcomed to
Winner’s
Choice Custom
Bowstrings by
C.E.O. Mike
Slinkard.
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PSE is marking its 35th anniver-
sary year with a major expansion of
the CNC machining area in the
Tucson, Arizona plant.

Twenty-five thousand square feet
of space at the plant now houses more
than $5.5 million dollars in manufac-
turing equipment recently purchased
by PSE Archery. The majority of this
expenditure is for an expansion of the
CNC capacity to keep up with increas-
ing demand and to facilitate high vol-
umes of the PSE Archery Mach X com-
pound bow and the 2006 line of
Hyperlite limb pocket bows. These
bow geometries incorporate parallel
limbs and longer bow handles. “This
advancement of technology in bow
design created the need for a corre-
sponding advancement in the pro-
duction process,” a company
spokesman said.

Eleven additional CNC machines
have been installed and are now oper-
ational. Three are large enough to

support the long risers in the 2006 line
and those models that will follow.
Four additional mid-size machines
can handle other components. Four
smaller machines facilitate rapid pro-
totyping of new designs and can assist
with the production of small compo-
nents like cams and modules.

Pete Shepley, the owner and
founder of Precision Shooting
E q u i p m e n t ,
announced at the
ATA Show that orders
had been placed for
the new machines.
He has recently stat-
ed, “I am excited to
see the new machin-
ery installed and run-
ning at full capacity.
This large purchase
of CNC equipment
will ensure the
growth and progres-
sion that PSE is cur-

rently actively pursuing.” 
Vice President of Sales and

Marketing, Jonathan Shepley states,
“2006 has proven to be an exceptional
year with PSE’s 35th anniversary, our
growth achievements and current
product designs. Our employees, cus-
tomers and the entire PSE Family are
very excited about the growth we have
experienced so far this year.”

PSE Plant Investment Tops $5.5 Million

Above, a Mojo riser fresh from a machining center. At left, PSE
employees keep one of the new machines supplied. Below, the
entrance to the PSE headquarters which are home to the PSE,
Top Gun, Browning and Archery Research brands.
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Custom Shooting Systems & Tunerz
Products Continue Business As CSS Archery

Due to the death of Rich Stoll,
CEO of Richwood Archery, who
recently lost his battle with cancer,
Chuck Nease will continue as
President of CSS Archery. Chuck
Nease formed CSS Archery and
acquired the inventory and certain
other assets of Richwood Archery.
The new company will manufacture
the same innovative line of CSS Bows
and Tunerz Products.  

In 2003, Rich Stoll and Chuck
Nease combined resources and
experience to create Richwood
Archery.  Rich became very active in
representing the company at trade
shows and tournaments.  He gen-
uinely enjoyed working with the
people in the archery industry.
Rich’s 30 years experience in manu-
facturing greatly enhanced the CSS
product lines and increased busi-
ness opportunities.  Nease said,
“That’s the kind of person he was, a
philanthropist that helped a lot of
people achieve their dreams, not

only in the archery business, but in
the music and video business as
well.”  Although Rich will be greatly
missed by the people who knew him,
his ideas and passion for quality and
excellence will continue in the
archery industry.

CSS Archery has established a
new location 15 miles from the
Richwood facility.  You can contact
the firm at CSS Archery, Rt. 1 Box
125, Salt Rock, WV 25559, (304) 781-
3945, (304) 736-0402 fax, or see
www.customshootingsystems.com.

Rich Stoll

Chuck Nease
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Mathews, Inc. has announced
the company will not exhibit at the
2007 Archery Trade Show in Atlanta,
Georgia, in order to put more
resources behind the National
Archery in the Schools Program
(NASP.) However, the company con-
tinues to be an active member of the

Archery Trade Association, which
owns the ATA Show and derives a
portion of its operating revenue
from the sale of exhibit space.

The Sparta, Wisconsin bow
builder indicated it donated over $1
million in contributions and com-
mitments to NASP and will donate

an additional $250,000 in 2007.
“While we will certainly miss seeing
everybody in Atlanta, we feel it is
vitally important to support the
rapidly growing Archery in the
Schools Program,” said Matt
McPherson, founder and CEO of
Mathews, Inc. “It has proven to have
a profound effect on the lives of kids,
as well as the future of archery. We
want to do everything possible to
support the NASP effort.”

The National Archery in the
Schools Program is underway in 36
states and in 2005 alone, over
500,000 youngsters participated in
archery through their school phys-
ed programs affiliated with NASP.
You can can go online to nas-
parchery.com to learn more and to
find out how you can contribute to
scholarship or equipment funds.

Blake Shelby, the Marketing
Director for Precision Shooting
Equipment, announced that
Campbell LaCoste, a Wisconsin ad
agency, would develop new ad
materials for the PSE brand of bows
and accessories as its agency of
record. The in-house PSE marketing
staff will continue to provide cre-
ative services for the Browning and
Archery Research brands.

“Campbell LaCoste has a talent-
ed group of professionals who are
not only very creative, but under-
stand how to communicate with
outdoorsmen,” said Shelby.  

Among the current archery-
related clients for the firm are Mossy
Oak, Scent-Lok, and Buck Stop.
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Mathews Pledges $250,000 To NASP For
2007,Won’t Exhibit At ATA Show That Year

Mossy Oak, an industry leader in
camouflage design, has appointed
Will Woods to its sales and licensing
team. Woods, in assuming the posi-
tion of sales manager for U.S. and
international accounts, brings a
broad range of experience from
retail and consumer, corporate and
enterprise, and small to medium
business segments.

“We’re excited to welcome Will to
the Mossy Oak family,” said Toxey
Haas, founder and CEO of Mossy
Oak. “Not only does he bring a
tremendous wealth of organization-

al experience to the licensing
department, but also a genuine love
of the outdoors. We believe he’s the
perfect fit for this position.”

Prior to joining Mossy Oak,
woods had 14 years of experience
with Microsoft where he managed
some of the largest and most diverse
sets of channel organizations in the
world. With a strong concentration
on customer and partner satisfac-
tion, Woods brings a unique focus on
the development of a healthy chan-
nel that centers on growth and part-
nership.

“I am incredibly excited and
grateful to join Mossy Oak,” said
Woods. “Mossy Oak stands for
integrity, loving the outdoors, family
industry excellence and enjoying the
blessings God has provided us.
These are values that are important
to my family and me. I believe Mossy
Oak is the perfect company for me.”

Woods was born and raised in
Texas and currently resides there. In
his free time, he enjoys spending
time with his wife and daughter, vol-
unteering at his church, hunting,
sailing and reading.

For information about Mossy
Oak partnerships and licensing, call
(662) 494-8859.

Will Woods Is New 
Sales Manager At Mossy Oak

Will Woods

PSE Ad Account Goes 
To Campbell LaCoste
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Bruce Karaban, known to many
in the shooting sports industry for
the years he published Shooting
Sports Retailer, died April 16. “This
passionate entrepreneur and pub-
lisher devoted his life to improving
the quality of the many publications
in which he was involved over a
career spanning four decades, help-
ing advance the careers of countless
others along the way,” wrote one of
those whose life he touched at Bear
Enthusiast Marketing Group.

Karaban’s contributions to the

industry included selling ad space
for publications including
BassMaster, Western Horseman,
Southern Outdoors, Western
Outdoors, Fishing Tackle Retailer
and Equestrian Retailer. Karaban
worked for the Benjamin Company
in New York City prior to forming the
Karaban Labinar Associates sales
group in 1969. In 1988, he purchased
a four-year-old publication,
Shooting Sports Retailer, which he
continued to publish until his retire-
ment in July of 2003. (That publica-
tion continues under the leadership
of his son, Glenn Karaban.)

As the publisher of Shooting
Sports Retailer, Karaban was com-
mitted to helping retailers with the
tools they needed to succeed in that
profession. A friend said of him “He
believed that in achieving this goal,
his own success would follow, and he
was right. He had a reputation for
maintaining integrity over the pur-
suit of personal gain and for adher-
ing to his vision of providing insight
and useful information to his read-
ers, and the success of his many
publishing ventures bears witness to
the viability of these fine principles.
Karaban had a well-deserved reputa-
tion for being a hardworking gentle-
man of profound generosity, whose
counsel, kindness and many other
contributions are widely respected
through the industry.”

Memorial donations can be sent
to local chapters of the Alzheimer’s
Association, or to the Greater N.J.
Chapter, 400 Morris Ave. Ste. 251,
Denville, N.J. 07834.

Former Trade Publisher Dies

Gray Loon Ad
Agency Hires
Account Rep

Gray Loon Marketing Group,
Inc., announced May 2 that it has
hired Brittany Lewis as an account
services representative/project
manager specializing in outdoor
and hunting accounts. Prior to join-
ing Gray Loon, Lewis served as pro-

ject devel-
o p m e n t
m a n a g e r
for the A
New Leaf
agency of
Charleston,
Illinois. A
native of
N e w t o n ,
Ill., Lewis
graduated
S u m m a

Cum Laude
from Eastern

Illinois University, Charleston, in
December 2005 with a bachelor’s
degree in business.

Gray Loon Marketing Group,
Inc., is a full-service marketing com-
munications company located in
Evansville, Indiana.  Among its
archery accounts are American
Whitetail Targets (distributor of the
Air-Rest) and release maker Scott
Archery.

(Brittany Lewis is no relation to
Tom Lewis, Gray Loon president.)

Brittany Lewis

Bruce Karaban
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By John Kasun
Late March of this year I found

myself about two hours southwest
of San Antonio, Texas headed to
the Herradura Ranch to take part
in a Whitetail University outdoors
writers camp for a writer/manu-
facturer hog hunt. The writers
camps are the brain-child of Wade
Nolan who is a trained biologist
and well known as a pioneer in the
hunting video business. Nolan.
who works with a number of man-
ufacturers in product promotion.
brings writers and manufacturers
together through events designed
to build relationships between the
manufacturers and the media.
Nolan feels that it is the best way to
get informative copy on manufac-
turers to consumers and sees his
job as simply connecting the dots.   

While I was anxious to get in
some off season hunting I was just
as interested in meeting with the
attending manufacturers and the
opportunity to learn more not
only about their products but of
the story behind the story. As a
writer for Arrow Trade and numer-
ous outdoor consumer publica-
tions I have always felt the need to
share with my readers more than
the information that can be
gleaned from a simple advertise-
ment or press release. Since Arrow
Trade’s aim is to inform and educate
the archery dealer it always goes the
extra mile to supply in-depth infor-
mation about not only the equipment
but the people who make up the
industry.  

Manufacturers who were in atten-
dance were Marvin Carlston,
President of Gold Tip Inc., Jay Liechty,
President of Grim Reaper
Broadheads, and Michael Jordan of
ATSKO. ASAT Camo, owned by Rob
Smallock, was represented by Wade

Nolan and his partner, Bruce Ryan.
Writers included Tracy Breen, Dr.
David Samuel, Sam Fadala, Cory
Pedersen and myself. 

While the group focused on hunt-
ing hogs morning and evening the
days were spent in informal meetings
learning not only about the manufac-
turers’ products but also what appli-
cations they are best suited for and
how to use them properly. Marvin
Carlston not only told us about his
product line of arrows and fletching

but furnished great information about
how to improve accuracy and pene-
tration by adjusting an arrow’s Front
of Center Balance, or FOC. Jay Liechty
provide in-depth details of the how
and why behind the design of his
Grim Reaper broadhead giving me
great insight into what features are
necessary to make a good mechanical
head. Wade Nolan and Bruce Ryan
changed the way I think about camo
as they explained in detail the advan-
tages of ASAT camo. Michael Jordan of

Whitetail University Goes Hog Wild In Texas

34

Those in attendance at the writers camp held at the beautiful Herradura Ranch located in
Texas and sponsored by Whitetail University were from left, standing: Bruce Ryan Director of
Media Relations for Whitetail University and Michael Jordan, Vice President Technology of
ATSKO. Kneeling: Dr. Dave Samuel, writer, Marvin Cariston, President of Gold Tip Inc., Wade
Nolan, President of Whitetail University, Sam Fadala, writer, Cory Pedersen, Associate Editor of
North American Hunter and John Kasun Arrow Trade's Business Editor and regular contribu-
tor. Absent for the photo were Tracy Breen, writer, Jay Liechty, President of Grim Reaper
Broadheads and Rob Smallock, President of ASAT Camo.
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ATSKO was impressive in his product
knowledge and detailed how his prod-
uct line can be an asset to the hunter.
Of special interest was his UV killer.
Personally I not only gathered infor-
mation to share with my readers but
learned a great deal about subjects
with which I had thought I was quite
familiar. 

Our guides for the hunt were all
great guys but I did notice one thing.
While they all assured me that rat-
tlesnakes were not a problem I
noticed that they all wore snake boots.
Hmmmm. I have to admit that I was a
little concerned about snakes and
tried to keep a sharp eye out at all
times. I think I would have been OK
except as I was walking through the
brush keeping my eyes peeled I sud-
denly got hit on the back of the leg. I
did what any other experienced out-
door person would do in a similar sit-
uation, I panicked. Actually I froze in
place mainly because my heart had
stopped. After what seemed like a life-
time I turned to see how big the snake
was that had just ended my life when
I found that my camera strap had
caught on a cactus and as it pulled
free it “bit” me on the back of the leg.
That wouldn’t have been so bad
except I told Dr. Dave Samuel what
happened and for the next three days

everyone kept talking about watching
out for “camera snakes”.

As far as the hunting goes it was
my first experience with hog hunting
and it was not only great fun but a lot
different than I expected.  As I sat in
my blind the first evening about a
dozen hogs suddenly appeared out of
nowhere and shot back and forth in a
wild feeding frenzy twisting and turn-
ing at what I estimated was 100 miles
an hour. No one had told me that a
hog never stops moving. I waited
patiently for one clean shot for over 20
minutes when as quickly as they came
they were gone, leaving me wonder-
ing if they were ever really there. The
second evening I was determined to
be ready for a shot opportunity.
Suddenly I heard low grunting so
close that I could have sworn they
were in my back pocket and that’s
exactly where they were. Glancing
over my shoulder I saw hogs standing
five yards behind me. 

The score was now hogs two,
Kasun zero. I was determined to
change my luck on the last evening.
Just before dark
two groups of
hogs suddenly
appeared cross-
ing a clearing in
front of me.

Learning from my past mistakes I
came to full draw and picking out a
large boar, I waited for a shot. When
he hesitated for an instant, my arrow
sliced through him. He staggered
about three steps and went down. As
the other hogs scattered I realized that
several were running directly towards
my blind. A second arrow dropped a
pig running full tilt at five yards. Two
for two; a great finish to a great trip.   

The three days I spent in Texas at
the Whitetail University writers camp
was a pleasant change from the nor-
mally hurried contact a writer has
with a manufacturer. At a trade show
both are trying to see as many people
as possible in a short time. During an
interview on the phone, it is hard to
develop a rapport unless you already
know the person you’re interviewing.
Personally, I learned a lot that I will be
sharing with my readers, developed
new business relationships and most
important, made some great friends. 

Whitetail University can be con-
tacted at (724)-694-8858 or at
www.wadenolan.com.     
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Ducks Unlimited official licensed products are
becoming available in Mossy Oak patterns, now that the
20-year-old West Point, Mississippi camouflage compa-
ny is one of the conservation group’s newest corporate
sponsors. “We are excited about partnering with Mossy
Oak,” said Ducks Unlimited Executive Vice President
Don Young. “Not only does Mossy Oak produce effective
camo patterns and quality waterfowling TV shows and
video, but they also share our vision, goals and passion
for conservation and hunting. Hunters will be able to
purchase hunting accessories in their favorite Mossy Oak
pattern and support DU at the same time.”

“Conversation of the resources and holding true to
leaving things better than we found them is the focus of
our entire organization,” said Toxey Haas, founder of
Mossy Oak. “Our new partnership with Ducks Unlimited,
the world’s most respected conservation group, allows us
to further live out this mission, and we hope to have a
tremendous impact on waterfowl, the waterfowl com-
munity and water fowl hunting.”

Mossy Oak Is New Ducks
Unlimited Sponsor

Circle 138 on Response Card
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