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Just take a look around the aver-
age archery shop and imagine
the products on the shelves and

hanging on the wall that did not even
exist just a few short years ago.
Remove them and the inventory
would shrink dramatically along with
the selling opportunities. Technology
has given the industry tremendous
advancements in equipment which in
turn has given the customer
increased choices and the dealer
many new avenues along which to
expand their business and their prof-
it. 

Take for example scent control.
An entire sub-industry and selling
opportunity has developed around
those two words alone. Not content to
simply take scent control to the next
level Atsko offers a complete package
of both scent and sight control.    

Right now you might be asking,
“What the heck is an Atsko and why
do I care?”  Well the answer to that
question is simple and taking a few
minutes to learn about and under-
stand Atsko’s products could not only
increase the success ratio of your cus-
tomers but increase your bottom line
profit at the same time. 

If you are not familiar with Atsko
one of the reasons may be the fact
that it focuses first on making quality
products to solve specific outdoor
related problems and second on pro-
moting those products. “The industry
is filled with people who do not man-
ufacture anything but simply buy a
packaged product and market it
under their name,” said Dan Gutting,
Atsko’s Vice President. “At Atsko we are
dedicated to identifying a specific
need and then producing quality
products to fill that need. In order to
give the customer the best value for
their money we believe in designing

cost out of the product. It is much eas-
ier to save a penny by designing cost
out than it is to make a penny by
charging more money simply
because you didn’t do the job right the
first time. This philosophy allows
Atsko to produce its products for less
and pass that savings onto the dealer
and in turn to the customer. This phi-
losophy gives the customer the great-
est value for his money while allowing
the dealer to maximize his sales and
profit margin. It is a win-win situation
for all involved.”

“Overall Atsko sells about three
times the product of our competi-
tion,” said Mike Jordan, Atsko’s Vice
President of Technology. “Our prod-
ucts are shipped all over the world
and we have solid markets in both
Europe and Asia. Sometime I think of
our operation as a sausage factory. We
have over 65,000 square feet under
roof consisting of massive storage and
blending facilities. I say blending
because we blend ingredients to
make our final products. Doing every-
thing in house allows us to have com-
plete control over the quality of our
products.”

“Our logic is simple; we identify a
specific need and then set out to
blend the best product to fill that
need,” Jordan explained. “We insist
that our products are based on need,
provide the best value, give the best
performance and are user friendly. By
maintaining complete control over
our ‘just in time production’ we are
able to fill our customer’s orders at the
lowest possible cost in the shortest
possible time. In most cases we are
able to fill our orders within 48 hours.
In today’s business climate it may
seem old fashioned but we are proud
to say that all of our products except
for our UV flashlights and some of our
Rapid-Rods, (field gun cleaning kits),
are made entirely in the USA.”  

One of the most common and
best known products produced by
Atsko is Sno-Seal and others include
Silicone Water Guard, Sport-Wash,
Sport-Wash Hair and Body Soap, N-
O-DOR and UV-Killer to mention just
a few. However what I learned during
my visit to Atsko’s plant located in
Orangeburg, South Carolina recently
was not only about its complete line
of products but the interesting story
of the company itself and how its

Atsko Is Focused On Helping

Atsko got its start with Sno-Seal, a prod-
uct for waterproofing leather that today
comes in the original as well as black and
brown formulas. Now it has a wide line of
products to clean and protect clothing and
gear, to block UV rays and to kill odors on
hunters and their equipment. The package
at center is a Combo Pack of Sport Wash
and UV Killer, since the fabric has to be
cleaned of all detergent residue before the
UV blocking spray can do its job.
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unique product line was developed
by identifying and satisfying one need
at a time.

Kurt von Besser, Atsko’s President
and owner, is a dynamic individual
the inside of whose analytical mind

must resemble an explosion in an
idea factory. Kurt is a fast talker who
wastes no time with idle chit-chat.
Where most people see problems
Kurt sees solutions and opportunities.
An avid outdoorsman and hunter,
Kurt’s office is filled with mounts from
his hunts to the far corners of the
world. Several bows are piled on a
chair beside his desk and occasional-

ly, when the mood strikes him, he
may just pick one up and take a few
shots at a target mounted approxi-
mately 60 feet away through the open

Hunters Improve Their Results
By John Kasun

Atsko products have helped President
Kurt von Besser win some of his trophies,
while problems encountered on hunts
have led to the development of other
products like UV Killer. Besser’s view from
his desk is shown below, his bathroom
range is at left. In the photo at  right, the
president stands with VP Mike Jordan
(left), another avid bow hunter.
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door into his private bathroom. It
kind of gives a whole new meaning to
the phrase, “key to the executive
washroom.”

In 1972 Kurt bought the A & T Ski
Company, (Atsko), which distributed
ski equipment and manufactured ski
poles, ski carriers and a waterproofing
material called Sno-Seal. During his
ownership he invented and distrib-
uted the Besser Ski Binding which
held the skiers’ boot to the ski but
which would release quickly in the
event of a fall drastically reducing the
knee and leg injuries normally associ-
ated with ski falls. In German the
word Besser means “better” and
Kurt’s better ski binding soon cap-
tured 28 percent of the Alpine ski
market. In later years components of
the Besser ski binding were actually
used in the bindings which allowed
for the mounting of a suction cup
platform to astronaut space boots
during space walks yet allowed them

to release quickly in the event of an
emergency. 

The volatile financial market dur-
ing the 1980’s brought with it high,
rapidly changing and unpredictable
interest rates for small businesses.
Combined with the seasonal nature
of the ski industry Kurt decided to sell
off the ski equipment inventory and
move from Chicago to Orangeburg,
South Carolina, the present home of
Atsko, to be near his 500 acre farm.
For a short period of time Atsko con-
tinued to make ski carriers and Sno-
Seal but soon ski carrier production
stopped and the Sno-Seal became the
first of a series of outdoor related
products aimed at solving specific
needs of the outdoorsman. Wet feet
are a major cause of ruined hunts
because wet feet are cold feet. Sno-
Seal is the original Beeswax water-
proofing that protects leather from
rain, sun, snow and salt and ensures
the wearer dry feet all day while pre-
serving the leather. Sno-Seal was orig-
inally developed during the 1930’s
after an archeological dig in Egypt
uncovered centuries old leather that
had been coated in a combination of

beeswax and petroleum which was
still usable. Today Sno-Seal is so com-
monplace and accepted that it can be
found protecting leather all over the
world. 

Once in Orangeburg, Kurt began
to develop Atsko’s complete product
line which today contains 24 stand
alone items. Being an avid sailboat
racer Kurt was not satisfied with the
line of waterproofing available.
“Many of the waterproofing products
at the time would just not hold up to
the rigors of sailboat racing,” Kurt
said. “Just a few minutes in heavy
spray would soak through the cloth-
ing treated with conventional water-
proofing sprays or coatings. I saw the
need for better waterproofing and set
out to produce it. Through testing we
found that many so called water-
proofing products contained as little
as one percent actual waterproofing
material. Our products contain as
much as 13 percent active water-
proofing meaning our products do a
better job and last longer.”  

The industry standardized test for
waterproof material is that a treated
sample must repel a steady spray of
water for 30 seconds. Atsko has an
internal test that subjects material
treated with its waterproofing to a

Dan Gutting is Atsko’s Vice President and
handles multiple duties at Atsko. Dan has
an in-depth technical background and
when he is not in the lab he can be found
handling problems in the plant or talking
to a customer about the right Atsko prod-
uct for a specific need.

Terry Yamagiwa is Atsko’s Controller and
Office Manager. Terry is a long-time
employee who originally worked with Kurt
in Chicago and decided to move to South
Carolina when Kurt relocated the opera-
tion.

Janice Sally handles the marketing side
of the operation and is also often the
pleasant voice you often hear on the
other end of the phone when you call
Atsko.
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steady spray of water for a period of
50 minutes or 100 times as long. As a
result of these stringent quality stan-
dards Atsko is the number one suppli-
er of waterproof sprays including its
top sellers such as Silicone Water-
Guard designed to apply water repel-
lency to suede and every kind of fab-
ric on boots, backpacks and duffels. It
also makes Permanent Water-Guard
to restore or apply new durable water
repellent, (DWR), to washable fabrics.
Both have numerous applications for
the outdoorsman. 

Atsko claims its waterproofing
sprays are not only better than the
ones offered by its competitors but
they are a better buy as well, offering
30 percent more product because its
sprays requires less propellant to
apply the coating. For those archers
who shoot feathers Atsko offers
Water-Guard Arrow Treatment. As
anyone that shoots feathers knows
when feathers absorb moisture they
gain weight and drastically change

the arrow flight.
Water-Guard pro-
tects feathered
fletching from
water absorption
and the resulting
weight gain.

Kurt’s personal
interest played a
large part in the
development of
many of Atsko’s
new products. He
noticed that even

when his camo gear was freshly
washed it still carried the faint odor of
the soap in which it was washed.

“While a deer can see with his eyes he
also sees with his nose,” Kurt laughed.
“They are not only able to distinguish
a wide variety of scents but are able to
also detect them at very low levels.
Because of this fact I thought the
safest thing to do was to develop a
soap that had no smell at all. Of
course it had to also clean the cloth-
ing and I thought that once the soap
was done cleaning it should rinse
completely, leaving no residue.
Residue not only results in a smell of
some sort but it also clogs the carbon
so popular in much of today’s hunting
clothing rendering it ineffective.”
That combination of criteria led to the

From the air you can get an idea of the
scope of the 65,000 square foot plant,
which has to house offices, production
facilities like these formulating tanks at
right, and a massive warehouse which pri-
marily contains raw materials and empty
bottles and cans awaiting filling. Finished
product is typically shipped to vendors
soon after it is blended and packaged.

Circle 234 on Response Card
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birth of Sport-Wash. Sport-Wash is a
total care product for all sporting
wear. It not only does a thorough
cleaning job but it rinses so complete-
ly that it restores any fabric to its orig-
inal performance level of wicking,
breathability, insulation and rapid dry
features. It is biodegradable and con-
tains no UV brighteners which are
alarming for wild game. (More about
UV in a little bit.) 

When testing Sport-Wash against
other leading cleaning detergents
Atsko weighed samples of clothing
before and after washing with some
interesting results. Samples washed in
competitors’ detergents actually
gained a small amount of weight after
washing. This meant that the deter-
gent did not rinse completely leaving
a residue in the fabric. Samples
washed in Sport-Wash showed
absolutely no gain in weight proving

that Sport-Wash rinsed out complete-
ly. While this may not seem important
at first glance it is very important to
the hunter especially when it comes
to the proper care and maximizing
the performance of today’s high-tech
fabrics and it offers a great selling
opportunity for the dealer.

Atsko also supplies Sport-Wash
Carbon Care formulated for use with
today’s popular carbon clothing.
Rounding out the Sport-Wash line-up
is Sport-Wash Hair and Body Soap
designed for personal hygiene. It
removes bacteria, odor and residues
of previously used soaps. It leaves the
hunter truly scent free with nothing to
alert game, attract insects or irritate
skin. Today’s hunters are well aware of
the importance of scent control cloth-
ing but total scent control must start

with personal hygiene. This makes
Sport-Wash Hair and Body Soap a
natural and easy add-on sale for the
dealer.

Bruce Ryan, President of Ryan
Outdoors and a marketing consultant
recently told ArrowTrade, “When it
comes to the proper care of all hunt-
ing clothing and especially the new
product lines of base layers that are
showing up in the marketplace Atsko’s
Sport-Wash is light years ahead of the
competition. New high-tech clothing
is based upon a technology that
allows the tiny threads within the
material to wick away moisture-cap-
turing odor and/or act as an anti-
microbial for effective scent control.
All of this hinges on the ability of the
clothing to effectively perform its
function as designed and that means

• Easy, just aim like a rifle.
• Eliminates low-light 

shooting issues.
• Ensures proper and consistent

shooting form.
• Quick on target with 

enhanced pin selection.
• CNC machined.
• Dealer inquiries welcomed!

SHOOT EARLIER • SHOOT LATER
SHOOT QUICKER • SHOOT BETTER

With rifle-like accuracy.
For the first time ever,

PEEP ELIMINATOR DOMINANT EYE SIGHT 
Shoot With Dominant Eye Without Changing Bows

deien@sbcglobal.net - (618)526-4427
www.peepeliminator.com

Production lines are reconfigured as
needed for whatever product is being pro-
duced. Sport Wash was being bottled dur-
ing ArrowTrade’s visit, with labels going
through a heating station to shrink them
to the filled bottles. Above, aerosol cans
are readied for filling the next product.

Circle 180 on Response Card
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it must not only be clean but it must
be free of any detergent residue.”

“I think an excellent example to
look at is the air filter in your car or
truck,” Ryan continued. “If you don’t
change it when required it simply
plugs up with dirt making it harder for
your vehicle to operate efficiently. You
wind up paying for performance that
you are not getting. Your high-tech
hunting clothing is the same thing. If
it is not cleaned properly it won’t work
and if it is not cleaned with a deter-
gent that rinses out completely the
soap residue actually plugs up the
fabric keeping it from performing as
designed. Sport-Wash solves both of
those problems by cleaning the fab-
ric, leaving it scent free while rinsing
away completely restoring the fabric
to its like new efficiency. The problem
is, this is something that you can’t see.
Your clothing may look clean but if it
contains detergent residue it just isn’t
working as it should. With just about
every hunter now buying high-tech
scent control and moisture wicking
base layers and scent control outer-
wear Sport-Wash makes an easy add-
on sale. I believe that it pays the deal-
er to not only stock Sport-Wash but to
educate his customers as to how a few
cents of Sport-Wash can make those
hard earned dollars they spent on that
high-tech clothing pay the biggest
dividends.”

Ray Weasner, owner of Weasner
Archery located in Bloomfield, Ohio
echoed Ryan’s feelings. “I won’t sell
anything in my shop that I don’t have
confidence in or would not use in the
field,” Weasner said. “Based on my
personal experience I know that deer
have spotted me in the past even
though I was camo’ed up and thought
I was completely hidden. Then I tried
Atsko’s UV-Killer and the problem
stopped. Does it work?  I think so but
I am not taking any chances so I use it.
Often I have customers come into the
shop and tell me about a deer spot-
ting them and they can’t understand
why. I tell them about UV-Killer and
once they try it their problems go
away. That is enough proof that it
works for me. I also believe that no
scent is the best scent and that is why
I like Atsko’s N-O-DOR oxidizer. The
fact that you don’t mix it until you

need it means that it has an indefinite
shelf life before being mixed and once
mixed it is good for a least a year. I
know it is always fresh and ready to do
the job. Personally I don’t think there
are any products on the market as
good as Atsko’s. They are a company
dedicated to producing the best. Not
only can I sell them with confidence
they provide me with the extra profit
of easy to make add-on sales.”    

Atsko helps the hunter remain
scent free with its N-O-DOR series. N-
O-DOR does not cover, absorb or
mask odors but is formulated to actu-
ally destroy them. N-O-DOR spray
deodorizes clothing, skin, hair and all
wetable surfaces quickly and safely by
permanently oxidizing the organic
molecules creating odorless, non-
volatile compounds allowing the
hunter to remain scent free all day. 

Atsko also has its odor adsorption
technology available in a powder
form called N-O-DOR II which when
applied to carbon clothing helps
improve its performance by increas-
ing its adsorbent ability. The powder
can be used on both hair and body
and is ideal for deodorizing the inside
of your hunting boots. The powder
washes away easily and completely
with any Sport-Wash product.

As with many of Atsko’s products
its UV Killer was born out of Kurt’s real
life experience in the field and his
desire to put the advantage on the

hunter’s side. “All of our products are
driven by need and like they say
‘Necessity is the mother of inven-
tion,’”  Kurt said. “That is how we dis-
covered the need for UV-Killer. It was
while I was on a sheep hunt in Alaska
a number of years ago that I first
encountered the UV problem. I had
just purchased some new camo cloth-
ing specifically for the hunt. After five
days of climbing up and down the
mountain we couldn’t get into rifle
range of a sheep. We kept getting
busted. It seemed no matter what we
did they spotted me like I was wearing
a big sign. Finally the guide made me
take off my new camo and he outfit-
ted me with some of his old extra
clothing. The very next day I not only
took a sheep but I got to within 150
yards and he never spotted me.
Something was different but I still
didn’t put my finger on exactly what.”

“The next year while hunting in
Montana I was staying in the bunk
house and we had to walk across the
back yard to eat our meals,” Kurt con-
tinued. “There was a large UV bug
light mounted on a pole in the back
yard and one evening while walking
back from supper I noticed that the
hunter walking in front of me was
glowing like a big blue bulb. I looked
down at myself and found I was glow-
ing too. We were both wearing camo
clothing but we looked like neon signs
in that light. Sometime later I was

TM

NEW
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descending a steep trail in the dark
with a 1,000 foot drop-off on one side.
The guide instructed us to tie the
reins to the saddle horn and leave the
horse pick his way down the trail say-
ing that the horse could actually see
in the dark.”

“All of these facts kept rattling
around in my brain and when I got
home I contacted a vision specialist at
the local university to learn more
about how an animal’s vision differs
from that of humans,” Kurt explained.
“Animal and human eyes differ in
their physical makeup which results
in not only how they see different col-
ors but how they observe different
wavelengths of light. To simplify a lot
of complicated data lets just say that
humans can see a wider range of col-
ors while animals see fewer colors but
are sensitive to short wavelengths,
(blue and UV), and as a result they
have excellent vision in the dark.”

Atsko has a booklet available enti-
tled How Game Animals See which
explains in detail the differences in
vision capabilities between humans
and animals and it is filled with terms
like, rods, cones, pigments, photore-
ceptors, wavelengths, dichromatic
color vision, dichromats and
protanopes to mention just a few. It
makes for interesting but tough read-
ing while Atsko’s newly released DVD
called Whitetail Sight and Scent
Strategies does an excellent job of not

only explaining the process but pro-
vides easy to understand visual exam-
ples. 

The bottom line is you don’t have
to understand how gravity works to
know that you don’t jump out of a
plane without a parachute. We have
all been busted by a deer while we
were sitting still as a stone in our tree-
stand. At the same time we all know
that if we jump a deer in the dark they
can run off through the woods at full
speed and never hit a tree.  You don’t
have to understand why they can do
that to understand that they see dif-
ferently than you and I. Deer can do
these things based upon the fact that
their eyes are rich in rods and defi-
cient in cones, the opposite of a
human’s eye. Again you don’t have to
understand rods and cones to know
that we are different and that differ-
ence includes a deer’s ability to see
UV light. Because of this fact they can
detect UV light and UV brighteners
that exist in our cleaning detergents
and in the fabrics from which our
hunting clothing is made. You and I
only see these increased UV effects as
brighter colors but deer see them as a
huge blue and unnatural glow. In
other words, you’re busted if your
clothing or gear is giving off UV. As
Kurt von Besser told ArrowTrade,
Atsko did not discover UV or how an
animal’s vision works they just put the
facts together to develop a UV detec-
tion system and UV-Killer which
allows the hunter to treat his clothes
and eliminate the UV problem
increasing their chances for hunting
success when afield.

The problem with UV is that
humans can’t see it so to us camo
looks like camo. But if that material
contains UV brighteners it shines like
a beacon when a deer sees it. Atsko
has a UV flashlight that allows a
hunter to easily check his gear to
know if it requires treatment. I
obtained one of these lights recently
and used it to check my clothing and
hunting gear. While most of my gear
checked out OK a few items jumped
right out of the closet at me. In some
cases it was one of the colors within a
camo pattern and in others it may
have been a logo or in some cases
even the threads used to sew a gar-

ment together. I actually had a tee
shirt where the body of the shirt was
dull camo but the sleeves and pocket
shined when hit with the light. It sim-
ply showed that the shirt was made
from different fabrics that to my eye
all looked the same but some were
treated with UV brighteners before
being assembled. In one instance I
had three dimensional leaves that I
had fastened to my hat to break up
my outline. The leaves appeared nat-
ural to my eye but the UV light
showed them to glow a bright blue.
After treating them with UV-Killer I
eliminated that gross error.

When the bad effect of UV was
originally discovered the camo indus-
try did a good job of eliminating the
problem by eliminating the brighten-
ers. However in recent years with the
majority of clothing products being
made off-shore, the UV problem has
returned and the hunter must be
aware that it is important to check
and treat his clothing and gear if
required. UV is the problem and
Atsko’s UV-Killer is the answer. 

As hunters the brightest color we
deal with is Blaze Orange. We all real-
ize how bright it appears to our eyes
and in most cases it is loaded with UV
brighteners. However Atsko offers a
UV-Killer treated blaze orange vest

BULL-PACS
PREMIUM PACK FRAMES

DESIGNED AND MANUFACTURED
BY IDAHO ELK HUNTERS

Built solid and quiet for 
serious hunters who 

depend on their pack frames

www.bullpacs.com

208-798-3299
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An in-depth pamphlet entitled, "How
Game Animals See" and a recently
released excellent video called "Whitetail
Sight and Scent Strategies" are now avail-
able from Atsko. They are useful tools for
anyone wanting to learn more about wild
game and increase their hunting success
at the same time. Also available is a new
handy UV light the will allow the hunter to
check his clothing and gear on a regular
basis for harmful UV which can alarm the
game he seeks.
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that allows the hunter to be legal, safe,
totally visible to others hunters but
not alarming to animals. It is a perfect
example of how effective UV-Killer
can be.

In spite of Atsko’s wide variety of
products and on time manufacturing
process it remains a small friendly
and informal place to work. “I have
been here 15 years and I am the
youngest employee,” laughed Mike
Jordan, Atsko’s Vice President of
Technology. “We have six office
employees and 15 in the plant. It is
like one big family; everyone knows
their job and is more then willing to
pitch in when we need to get a rush
order to the customer. I am proud to
say that nothing we sell is done better
by anyone else. Our ability to have
total control of both our quality and
our cost means that we can make a
profit while passing the savings onto
our customers. Personally I can’t think
of working anywhere else. I get to help
develop new products to help the
hunter and outdoorsmen while per-
sonally testing them in the field.  What
better job is there for a guy that loves
to hunt?”

Atsko is the maker of some excel-
lent products that provide tremen-
dous opportunities for add-on sales
for the pro shop dealer but if anything
they are under-marketed. In other
words they concentrate on making

quality products and don’t waste time
blowing their own horn. I think a per-
sonal story that occurred during my
visit to Atsko best illustrates this
point.

While at dinner one evening with
Kurt Besser, Mike Jordan and Dan
Gutting they were busy trading stories
about Atsko’s products. Kurt told of a
lumberjack that was having problems
with the weather and his rough work
causing his hands to crack and bleed,
a problem which he had discussed
with his doctor. He started using Sno-
Seal to treat his work boots and soon
the problem with his hands cleared
up. When his doctor questioned him
on what he had done differently he
couldn’t give him any reason except
the fact that when coating his boots
with Sno-Seal on a regular basis his
hands felt better. The doctor called
Atsko to inquire what “magic” ingre-
dient was in Sno-Seal. Everyone at the
table enjoyed the laugh as Kurt
explained to me that Atsko also makes
a similar product called Pro-Tech-
Skin that seals in the natural moisture
in the skin and helps the skin heal
itself.

As we were eating dessert a man
and his wife stopped at our table on
their way out of the restaurant and the
man said, “I didn’t mean to eavesdrop
on your conversation but I am having
problems with my hands cracking.
Where can I get the products you were
talking about?”  “Stop over at the fac-
tory tomorrow and I will give you
some,” said Dan Gutting. It was typi-
cal Atsko, which makes great products

but in the past has often depended on
word-of-mouth to spread the word
about them.

For more information on Atsko’s
complete product line call (800) 845-
2728 or visit www.atsko.com where
you can also watch the video
“Whitetail Sight and Scent Strategies.”
Editor’s Note: In addition to his writ-
ing duties, John Kasun is an outdoor
seminar speaker and a business con-
sultant with experience in corpora-
tions large and small. He can be
reached at 126 Hickory Lane,
Duncansville, PA 16635, by phone at
(814) 695-5784 or by email at
kasun@atlanticbb.net.

Jr. Eisem is a long-time employee and is
head of production. Eisem is typical of
Atsko’s employees who are friendly and
dedicated to getting the job done on time
and done right the first time.

Sam Felder heads up the shipping department and is kept busy keeping finished prod-
uct heading out the door. Atsko ships to both large and small retailers world-wide with
the same dedication to quick and accurate service.
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