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10 Backing The Show That’s
Building Archery’s Future

We’re focusing on the industry trade show this issue, and the
work of the Archery Trade Association and its partners in
state wildlife agencies nation-wide. The ATA is working with
the agencies that spend Federal Excise Tax dollars collected
on bows, arrows and accessories, so more of the money
builds ranges and supports school and community archery
programs. The pay-off should be stronger sales for manufac-
turers, distributors, sales reps and retailers.

Look to page 10 for ArrowTrade’s exclusive report on the ATA
Archery and Bowhunting Summit, then enjoy the more than
40 pages of Show Floor Coverage put together by Tim Dehn
and John Kasun that starts on page 76. That section is where
you find more information on these brands shown on our
cover (clockwise from top left): Mrs. Doe Pees, Motion
Targets, Mothwing Camo, Alpine, Tru-Fire and Doinker.

6 From The Publisher:
Gambling on a good cause
Whether or not the ATA Great Giveaway proved
a money-maker this year, it proved the industry
appreciates the retailers who support the show.
At right, Paul Vaicunas announced winners of 
Dealer Dream Hunts as well as more than 90
other prizes any ticket-holder had a chance at.

22 Industry News
Find out what industry stalwart has set up a 
foundation to donate a minimum of $1 million 
per year to programs that can benefit the 
industry as a whole, and get the latest on the 
NASP from its founder and president, Roy
Grimes of Kentucky.
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32 How to Sell More Deer Decoys in 2007 
John Kasun explains why decoy sales are likely to grow sharply 
the next few years. Plus he has details on the latest models, from
ultra-compact to ultra-realistic.

42 Business Break:
Motivating Employees
Without Raises
David Williams shows you how
to keep employees feeling good
about working for you, even if 
there won’t be money for raises 
anytime soon.

46 Dealer Profile: From
Wal-Mart to Pro Shop
Paul Godsey used to oversee 10 
Wal-Mart stores. Now his business domain is one medium-sized 
Texas pro shop. Learn how he draws customers from the big 
box stores and discounters. By Tim Dehn.

54 Getting Adults Shooting Recurves & Longbows
Dale Karch and Todd Smith of 3Rivers offer advice on starting
out adults who have an interest in Traditional Archery.

58 Dealer Workbench: Limb Construction
We don’t expect you to build your own compound bow limbs,
but you’ll know a lot more about what goes into doing that
after reading this article by Larry Wise.

66 Today’s Most Comfortable Stands 
What do you find when you focus on comport above all else in
treestand design? You find a lot to choose from. By Pat Meitin.

74 Recapping the ATA Show
ATA Show Director Denise Parker highlights the achievements
of the January 18-20 Archery Trade Show in Atlanta.

76 ATA Show Floor Coverage
John Kasun and Tim Dehn team up to bring you details from 
more than 100 exhibitors from the floor of the Atlanta 
Convention Center. It’s a great follow-up to the 40-pages of
pre-show coverage ArrowTrade provided in the January issue.

114 Advertiser & Product Directory
Use this section to locate editorial coverage, or to help you fill
out the Reader Response card that brings you information
direct from our growing family of advertisers.

122 Bow Report: Mathews Drenalin
Jon Silks put the new top model from Mathews through 
the paces in a new bow report format designed to better 
answer the questions you and your customers have.

128 Youth Bow Report: Mathews Ignition
ArrowTrade is investing in archery’s future with a new series of
reports that examine the best youth and ladies models on the
market. What better place to start than with this big brother to
the Genesis, the bow that’s used in NASP programs nation-wide.
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Idon’t play the lottery and frankly don’t think the gov-
ernment should be in the business of encouraging
gambling. But I grew up playing bingo with my folks

in the church basement, and saw nothing wrong with buy-
ing a fistful of tickets for the Great ATA Getaway. I figured it
was gambling for a good cause, since any profits would go
toward efforts to protect bowhunting and get more people
shooting bows and arrows.

I’ve been feeling more positive about the industry orga-
nization and the progress it’s making toward making archery
a mainstream sport since last October, when ATA President
Jay McAninch took several hours out of his busy schedule to
stop by the ArrowTrade office and provide a far-ranging
interview. Then I took three days away from the ArrowTrade
office in December, to attend the Archery and Bowhunting
Summit Meetings in Dearborne, Michigan. I met manufac-
turer, dealer and rep board members there (who sit down at
one table, these days) and I spent time with leaders of the
archery and bowhunting organizations, and school archery
coordinators from more that a dozen states. Those sessions
helped me to understand how much has already been done
to  lay a foundation for renewed growth in archery sales. 

That’s why we’re making the Summit Meetings and the
ATA Show both the cover story and the main content of this
March issue. I want ArrowTrade subscribers to understand
there’s a lot of ATA staffers and many industry volunteers
working on their behalf. People like Horton’s Paul Vaicunas,
a born showman (at right) who got the idea for the ATA Great Giveaway
from a conservation fundraiser he attended in his home state. As the
MC, Vaicunas kept things rolling along for an hour and fifteen minutes
as an estimated half million dollars in prizes were awarded. G5’s Peter
Crawford (kneeling at right) drew the names while Malcolm Snyder of
Pape’s (in orange vest) helped spot the winners from among close to

Gambling on a good cause
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If you can wear out the Rinehart 18–1 Target 
within a full year, using fieldpoints, broadheads 
or expandables, we’ll replace it!

Hassle Free. Guaranteed.
PROUDLY MADE IN THE U.S.A.

THE BEST ARCHERY TARGETS IN THE WORLD

1029 S. Jackson St. • Janesville, WI  53546 • (608) 757-8153 • www.r inehar t3d.com
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3,000 gathered and hurry them to
the stage. 

Do you know that every retail
shop that registered to attend the
ATA Show in Atlanta was given a
free ticket for a Dealer Dream
Hunt? And that most of those 11
hunts are being funded by manu-
facturers so they can be an “all
expense paid” outing for the
retailer and his or her guest. Did
you notice that apart from the
prizes that the ATA board voted to
fund jointly from industry pro-
ceeds, many cash and merchan-
dise prizes were donated by man-
ufacturers like Cobra ($1,000,)
Grim Reaper ($1,500), New
Archery Products ($1,000),
Bohning ($1,000), Gorilla
($1,000), Carbon Express ($1,000)
and about 10 others at the $500

level. Nice guys. You bet. Smart
businessmen. I think so. They
recognize that to make exhibiting
at the ATA show a better invest-

ment for their firms they’ve got to
bring more dealers to the event. 

Nothing’s going to do that
quicker than proving to indepen-
dent retailers the industry appre-
ciates them. The ATA Great
Giveaway demonstrated that,
and programs like the cost-sav-
ing new industry health benefit
plan are going to keep reinforcing
it.

I’ve been privy to some of the
feedback ATA board members
have given ATA staff about the
2007 Atlanta show. Yes, dealer
numbers took a slight dip again.
But next January 10-12 in
Indianapolis, one commented,
the trade show will be within dri-
ving distance of most of the
nation’s archery retailers.
Another said during the Great
Giveaway he could feel some of
the negativity that has existed
toward the ATA Show and the ATA
itself evaporating.

I think I felt it too.

8 Circle 244 on Response Card

Steve LeMaster of Ohio
came forward to accept his
$10,000 prize and a few min-
utes later Terry Thomas of
Illinois accepted the keys to
the grand prize Chevy 4x4.
Both are sales reps with
Hudalla Associates. G-5’s
Peter Crawford, whose own
products are represented by
Mike Wieck’s group, random-
ly drew a total of six winners
that evening from the rival
Hudalla sales rep agency.

Jay McAninch (left)  introduced Dan Forster of the Georgia DNR and John Frampton of
the South Carolina DNR and talked briefly about how the ATA works with state agencies
to build new ranges and to help fund school archery coordinators.
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If a hunter doesn’t see any deer, it’s a good bet they smelled 

him first. From a quarter mile away. So unless you’re out there 

to get a good lower body workout, a scent elimination system 

is key. And anti-microbials aren’t the answer. They only control 

bacteria-generated odor and let hundreds of other non-related odors

get by. No, Scent-Lok® is the only thing that will trap and lock away

your hearty musk. It’s basically like having an activated carbon filter

over your entire body. Which leaves you virtually scent free. So,

your call. Are you coming back with a trophy? Or sore feet? 

s c e n t l o k . c o m

B e  t h e  D O M I N A N T P R E DATO R .

© 2006 Scent-Lok Technologies, a division of ALS Enterprises, Inc.
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