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The 2007 ATA Show will long be
remembered for enthusiastic
crowds that helped launch

several robust industry initiatives. In
fact, neither slick roads to the north
and east, nor fog-related flight delays
and cancellations at Atlanta’s airport
kept archery dealers, exhibitors and
media away from the industry’s
annual trade show at the Georgia
World Congress Center. The three-
day show opened Thursday, Jan. 18,
to strong first-day dealer attendance,
with 433 walk-up registrations
boosting the pre-registration roster
of 1,700 dealers, buyers and distribu-
tors. Those unprecedented on-site
registrations pushed the first-day
buying category past 2,100 people,
spreading confidence and optimism
across the show floor.

“Our overall attendance num-
bers might not have set records, but
if there was one sentiment I heard
over and over again, it was that the
2007 show was all about attitude,
excitement and commitment to
strengthening the industry’s core
members,” said Jay McAninch, ATA’s
CEO and president. “The ATA Board
of Directors and ATA staff put togeth-
er a great slate of programs to launch
at this year’s show, and we couldn’t
be happier with the response each of
them received. A show’s success isn’t
just adding exhibitors to fill floor
space and opening the doors to
unqualified dealers. It’s all about
strengthening the industry’s heart
and soul, and encouraging a buying
and selling attitude on the floor.
Plus, the more benefits we can pro-
vide ATA members, the more we do
to increase loyalty to the show, our
sports and our organization.”

But make no mistake, Atlanta’s
show numbers more than held their
own. We registered 2,582 dealers,
buyers and distributors, only 58
fewer than the 2006 Atlanta show. In
addition, we registered 3,939

exhibitor staff, down from 4,476
from a year ago, but up 30 overall
from 2005. The show also attracted
325 media members to help spread
the word about the industry’s hottest
products. 

This year exhibitors rented
145,100 square feet of booth space
(316.1 square feet per exhibitor),
compared to 155,500 square feet in
2006 (311.6 square feet). In addition,
at 145,100 square feet of booth
space, this year’s booth rentals rank
No. 2 all-time for the ATA Trade
Show.

Exciting Programs
When the Indianapolis show

opens Jan. 10-12, 2008, it will benefit
not only from the positive business
atmosphere flooding our industry,
but also from several exciting pro-
grams launched at the Atlanta 2007
Show.

Let’s review one new program
that will benefit our industry for
years to come. The Real Deal is an
innovative program created by the
ATA Board and Dealer Council to add
value to the trade show, and it sent
dealers on show-floor missions all
three days. Only registered dealers
were allowed into the secure show-
room, where manufacturers dis-
played their best show-only deals.
Retailers looking to score special dis-
counts flocked into the showroom
early the first morning to evaluate
and quick-shop the bargains. After
that initial surge, the Real Deal
showroom continued to attract
steady attendance as dealers
browsed the aisles, took notes on the
attractive offers, and set priorities on
which manufacturers to visit each
day. 

“We offered our Mate Tricks
scent and Primos original can

combo, and we had fantastic
results,” said Dawn Phoenix of the
Buck Stop Lure Co. “The first day of
the show we sold more of that
combo pack than we did all three
days last year. Our first-day sales
more than doubled our first-day
sales in 2006.”

Primos Hunting Calls reported
similar results after slashing the
price of its arm guard below half-
price. “We’re very pleased with the
traffic the Real Deal drove into our
booth, said Brad Webb, vice presi-
dent of sales for Primos. “Many came
here specifically looking for the Real
Deal special.” 

Dealers also praised the pro-
gram. “There were definitely deals in
there that we checked out on the
floor,” said Glenn Ryman of Ted’s
Sports Shop in Dexter, Missouri. “We
went in there first thing to see where
to go for the best deals, whether it
was a new release, sight, camo suit or
whatever.”

“This was very helpful,” agreed
Tomaz Kirn, director of the Vrecek
Specialized Archery Pro Shop in
Slovenia, Europe. “Without that, we
would have had to go booth to
booth, asking about special deals.” 

That positive response remained
equally strong as manufacturers dis-
cussed the show itself. “We have a
great crew at PSE, and maybe I don’t
have to come here, but the show is
important and I think I should be
here,” said Pete Shepley, the compa-
ny’s founder and president. “It’s
important for me to see everybody,
talk to our customers, discuss our
products, and explain why we have
one of the strongest balance sheets
in this room.”

The ATA Show also has proven
itself to newer companies.

“This was our third ATA show

By Denise Parker, ATA Show Director

Recapping The ATA Show
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and we know it’s the single-most
important event in our company’s
success,” said Andy Ross, CEO and
president of Ross Archery of
Grandview, Mo., near Kansas City.
“We launched our company in 2005
at Indy and had an excellent show. In
three days we exceeded what we
thought we’d have for the entire year
in sales. When we came here last
year we had an unbelievable wel-
come from dealers. They were lined
up around our booth. Our sales in
2006 were probably five times what
we planned. This year’s show was
also great. The Real Deal helped pack
our booth from start to finish. The
ATA Show not only helped launch
our company, it proved again why
we consider it our industry’s Super
Bowl.”

Matt Futtere, owner of
Arrowdynamic Solutions in Liberty
Hill, Texas, also credits the ATA Show
for his success. “This is our fourth
ATA Show, and we’ve grown expo-
nentially every year because of it,”
Futtere said. “It’s our catalyst. It
allowed us to take our broadhead
company from a hobby business to a
full-time operation that is reaching
markets worldwide. We’ve done
other shows in the past, but after the
show we had in Atlanta, that will be
the only show we do this year. It was
that good.”

The ATA Great Giveaway is
another creation of the ATA Board of
Directors, attracted a near-capacity
crowd to the huge Thomas P. Murphy
Ballroom at the end of business the
second day. From about 6:30 p.m to
8:30 p.m., more than $500,000 in

cash, merchandise, guided hunts
and other special prizes — 103 prizes
in all — were handed out to lucky
winners in rapid-fire succession. The
evening hit its climax when the
event’s emcee, ATA board member
Paul Vaicunas, vice-president of
sales for Horton Manufacturing,
called the winning numbers for a
$10,000 cash prize and then the
grand prize, a 2007 custom camo
truck.

Terry Thomas, a manufacturers
rep with Hudalla Associates, said he
was stunned in disbelief when
Vaicunas read his winning number
for the truck.

“He was reading the numbers a
little more slowly than the previous
prizes, so I was following right along,
1-1-7-3,” Thomas said. “When he read
off the final number, 9, I knew the
truck was mine. But I was so shocked
I really didn’t realize what had hap-
pened. I looked up at the stage and
saw that big, beautiful truck and
couldn’t believe it was mine. I’m just
glad I won it this year. I expect a lot
more competition in 2008. Now that
people have seen the Great Giveaway
and the prizes, everyone will buy tick-
ets like crazy next year.”

Industry Health Plan
The new “ATA Archery &

Bowhunting Industry Benefits”
plan, which offers affordable health
plans for ATA members, attracted a
steady line of industry members
looking for a quote or to sign up for
this comprehensive package. On
hand to meet ATA members and dis-
cuss the plans were three sales repre-
sentatives from Advance Benefit
Services LLC of Maryland, which
operates the Archery & Bowhunting
Industry Benefits plan for the ATA.

The plan is available for ATA
members only, and participants
must have at least one full-time
employee in their store or company.
Those who checked out this new
program during the ATA Show were
impressed.

“I’ve been in this industry a long
time, and I started out in my own
archery shop, so I know how difficult
it has been to not only insure your-
self, but to insure a small business,”

said ATA board member Bruce
Hudalla, president of Hudalla
Associates in Perham, Minn. “We’re a
small company with less than 25
employees, and we provide insur-
ance, health coverage and benefits. It
has been very difficult to get a com-
petitive rate for the kind of services
our employees deserve. Our busi-
ness manager, Dale Karjala, has been
studying the ATA’s new plan, and we
were very pleased to learn we’ll get a
savings of well over 10 percent. Plus,
the benefits we’ll receive are much
improved over our current policy.
When I see those numbers, and I
know what savings like that mean to
the Mom and Pop shops we visit, I’m
very proud to be part of the solution
to a big, long-time problem for this
industry.”

Onward to Indy
With the great success of these

programs in Atlanta, ATA’s leaders
expect even bigger and better results
when the 2008 show returns to the
industry’s core region: the Midwest
and Great Lakes states.

“Whether you’re talking about
the Great ATA Giveaway, the Real
Deal or any of the great programs
that debuted this year, this year’s
show was just the beginning,”
Vaicunas said. “There was a general
feeling last year that this would be a
challenging show. The fact that we
had such a successful show in
Atlanta demonstrates this industry’s
commitment to the show and the
value that it provides for attendees.
We showcased our industry’s
strength and energy, and built a lot
of momentum for the future.

“Just as an example, if people
thought this year’s Great Giveaway
was big, wait until they see what
happens at Indy,” Vaicunas contin-
ued. “We’ll be within driving dis-
tance of most of the industry’s deal-
ers. All those dealers driving in will
build even more momentum. I
wouldn’t be surprised if in five to 10
years, we’ll be giving away a million
dollars in prizes at the Great
Giveaway. When you package that
with everything else the show offers,
no one can afford to miss it.”

Attendees carefully scrutinize the ‘Real
Deals’ in the secure Real Deal showroom
during the 2007 ATA Trade Show.
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