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IBO Rating 322* fps 
29 3/4”* axle-to-axle 
7”* brace height 
3.75* lbs 
24 – 30”* draw lengths 
      24.5 – 29.5”* half sizes

*Approximately
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10 Martin Goes Modular
Terry Martin has been leading the design team for the
Washington bow-builder, a team that has embraced mod-
ular riser construction as a way to pack more high-end
features into bows that range between $400 and $600 in
suggested retail price. Terry is also behind the marketing

program that uses this attractive
Martin shooter to attract more
male buyers. Founder Gale
Martin is still directing the com-
pany that he and wife Eva found-
ed more than 50 years ago, and
he’s still bowhunting. Ryan
Martin is playing an increasing
role as his third-generation per-
spective helps Martin rebrand
and repackage accessories and
introduce a unique new kids’
bow. Find out why Martin sales
are soaring in Tim Dehn’s article.

6 From The Publisher: Retail Partners

28 Product Showcase

30 ArrowTrade Dealer Profile: Bow Nazi
If they know what’s good for them, customers
at Andrews Archery do just what Dave Andrews 
says. Business Editor John Kasun profiles one of 
the most firmly independent retailers we’ve ever 
had the pleasure to come across.

40 Climbing Aids
We’ve come a long way
from screw-in treesteps.

56 Bag & Block Targets
Mike Raykovicz on
how they’re made and
how to sell them.
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68 Understanding 
Bow Hand Basics
Coach and columnist Larry 
Wise shows you how you can
help customers grip the bow
so the bow can do its job of 
launching accurate arrows.

74 Selling Gobbler Gear To Bowhunters
No one is more qualified to explore the growing category of 
equipment designed to help bowhunters bag gobblers than our 
own Pat Meitin. This ArrowTrade veteran has taken more than 
50 turkeys with a bow over the past 25 years.

84 Industry News: Charting Important Changes
Losing a leader known for a higher level of precision in sights.
Gaining a new connection to the larger firearms industry.

90 Bowfishing Sales Are Increasing: By Tim Dehn
As nighttime 
bowfishing 
regulations 
relax , that 
market
segment 
seems likely 
to grow for 
a few years.

96 Dealer To Dealer: You’re Driving Me Crazy.
Here are a few of the things retailers hate to see others do.

98 Traditional Archery Trends For 2008
Bows and accessories targeting the modern-traditional, the 
youth and the primitive segments should be good sellers in 2008
according to the experts at 3Rivers Archery.

104 Behind The Brand-ATSKO & Scent Killer
John Kasun visits one of the top chemical formulators supplying
the bowhunting industry, and translates the UV camouflage 
issue into language we can all understand.

112 Business Break: Trade Show Tips

114 ATA News & Views: The ATA Show In Indianapolis

118 ArrowTrade’s Show Guide
Find details of exciting new products in our most colorful
guide to the winter trade shows ever.

154 Advertising and Product Directory

160 Youth & Adult Bow Reports by Jon E. Silks
Jon Silks checks out 
the affordable 
Adventure 62 recurve.
Then he tests a new
Firecat Pro-X, a 
hybrid-cam speed bow
from Martin Archery.

5

New Tracer® 
Now generating 
the most powerful 
lighted nock system.

Order Tracer Nocks today, 
call 1-888-327-8664.
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How should an independent retailer react when he reads
in the newspaper that a sporting goods superstore will
be built next year by Cabela’s or Bass Pro Shops, in the

trade area his full-service archery pro shop has been serving for
years? What should the response be when a fast-growing chain like
Gander Mountain or Sportsman’s Warehouse breaks ground on the
edge of “his” town?

First, that independent retailer should take a good hard look at
his (or her) business and see what ways the service and the atmos-
phere can be improved before the big new competitor opens. Then
when it does open they should walk in, not with their resume, but
with a welcoming handshake and a stack of business cards.
Welcoming their new competition is a far better approach than
stewing about it, bad-mouthing it or trying to match prices on prod-
ucts that overlap.

Business Editor John Kasun and I have made a point of profiling
successful archery pro shops in communities now served by one of
the sporting goods giants. Articles we’ve run in the past year and two
more that are in the works all point to the same conclusion: Not only
can an independent retailer running a sound operation survive in
the face of that kind of competition, the two stores can form a mutu-
ally-beneficial relationship. The superstore or box store introduces
new people to bowhunting and gains the initial sales and some
repeat sales. However both service work and the more sophisticated
equipment sales generally are won by the smaller, full-service retail-
er. 

Particularly if that retailer has a reputation for helping people
shoot their best, serious archery customers often prefer to get all
their bow gear at the specialty store even though they may save
some money by making a trip to the bigger retailer. 

I’ll continue to urge that manufacturers create and enforce
strong Minimum Advertised Pricing programs to protect the small-
er retailers. I believe it’s vital that dealer-only lines exist to support
the stores that can service bows and teach people to shoot on their
lanes. However, I’m feeling better about the future of archery retail-
ing, after hearing from more than one pro shop owner that the
archery department staff members from the “big store” now shoot in
their leagues.
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Nitrus
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www.apex-gear.com
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Steel Force Adds Thick-Bladed Phat Heads
Steel Force Broadheads has expanded the popular Phat

Head Series for 2008. Included in the new lineup is a 125-grain
Phat Head that is an inch wide, has 1 3/4 inch main blades and
3/4 inch bleeder blades. The Phat Head is also available in 75,

100  and 145-grain models.
Steel Force is offering the new

African Phat Head that weighs in at a
whopping 190 grains. This penetrat-
ing powerhouse was designed for
bowhunters hunting in Africa who
demand a broadhead that flies like a
field point but delivers enough kinetic
energy to bring down large game ani-
mals.The 100-,125-,145- and 190-grain
models are 100 percent stainless steel.
The 75- grain model is 100 percent tita-
nium. Steel Force President, Nick
Giannetti says the Phat Head broad-
heads are the toughest broadheads on
the market. “All of our stainless steel
Phat Heads come with a tough .080
thick main blade. The Phat Head is
over twice as thick as the competition’s
broadhead. The Titanium Head offers
a .055 main blade.”Reach the manufac-
turer at (570) 448-2845.

Minox Has Two New Compacts
Both the BV 8x25 BRW and the BV 10x25 BRW roof prisms

are a very compact 4-3/16 x 3-7/8 x 1-1/2 inches and weigh
just 10.4 ounces. Their aluminum body is armor-coated for
protection and for a comfortable, sure grip.

All glass/air surfaces are multi-coated for maximum light
transmission and image brilliance without glare, and the
prisms are fully phase-corrected.

Innovative sealing technology protects the internal system
from dust and waterproof to about 10 feet. Also, a nitrogen
filling ensures permanent protection against corrosion and
prevents fogging. With their long eye relief (5/8 on an inch)
these binoculars work well for those who wear glasses, allow-
ing them to see
the full field of
view without
vignetting. They
come with a strap
and a nylon case.

Suggested retail
is $149 for the
8x25 and $159 for
the 10x25. To con-
tact MINOX/USA
please call (866)-
469-3080.

28 Circle 167 on Response Card

It’s the new E-Z Flex foam core from McKenzie. It’s soooo easy
to remove arrows from an E-Z Flex core. And it’s economical to 
replace. Now you and your club can enjoy shooting the highest 
quality target all the time.

Available on XTreme Series premium targets from McKenzie. Find 
out more at www.mckenzie3D.com. Get them at your local dealer.

www.mckenzie3D.com 1-800-708-0673

So Easy to Pull,
So Economical to Replace.
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Journey New From Mission
After a year of strong  growth, Mission

Archery is introducing a new model
from the mind of Matt McPherson. The
Journey begins with a single solid piece
of aluminum that is machined into the
bow’s riser; whereas other bows in this
price range are typically extruded or
cast which the Sparta, Wisconsin firm
says can result in less strength and more
weight.

The parallel limb design and a single
JourneyCam incorporating a perimeter
weight help distinguish this bow from
others in its price class. The Journey is a
compact 31 inch axle-to-axle, has a gen-
erous brace height of 7.5 inches and an
80 percent let off. The Mission Journey
fires an arrow at approximately 315 feet
per second under the IBO standards.

The Journey also includes the popular
sound damping innovations that
launched Mission Archery such as
String Cushions, and Cable-X-Silencers.

Mission bows have a lifetime warran-
ty to the original owner. For more infor-
mation visit missionarchery.com or call
(608) 269-2719.

STRIKE FAST. STRIKE TRUE.

NEW LOOK.
NEW DESIGNS.

BE AFRAID.
BE VERY AFRAID.

29Circle 147 on Response Card
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Carbon Express, a leading inno-
vator of high performance carbon
arrows has developed a series of
retail displays to assist dealers in
merchandising Carbon Express
arrows and educating customers.

The new fixtures are designed to
be versatile and attractively display
the retailer’s Carbon Express arrows
regardless of how they sell them.
Available in three sizes the displays
feature arrow holders that can
accommodate individual arrows,
bundles of arrows, or dozen boxed
arrows. Capacity of the displays will
vary from 18 to 144 dozen depending
upon the unit size and merchandis-
ing preference.  

“Arrows can be very challenging
to merchandise” stated Carbon
Express Director of Marketing
Stephen Graham. “These fixtures are
designed to help retailers highlight
this important category of business
and maximize arrow sales.”

With interchangeable signage
and three available sizes, the fixtures
are designed to fit the needs of virtu-
ally any pro-shop.  Each model is
available with or without built in flat
screen monitors.

For more information on how to
get the fixtures for your store contact
your sales representative or call cus-
tomer service at (800)241-4833.  

Carbon Express Has New Displays

Circle 116 on Response Card

Arrow Tax Increased
The Archery Trade Association

has notified arrow shaft manufac-
turers that the Federal Excise Tax on
arrow shafts is being increased from
$.42 to $.43 effective January 1, 2008.
The 1 cent increase is due to the
inflation clause that was part of the
legislation changing to a “flat tax”
that went into effect April of 2005.

Lansky Sharpeners Adds New Reps
Bob Kufahl, director of sales and marketing for Lansky Sharpeners, on

November 1 announced the appointment of new rep agencies to serve the
Midwest and Northeast. James Monroe Associates of Westerville, Ohio will
be servicing the states of Michigan, Indiana and Ohio. The Sports Marketing
Group of Norcross, Georgia now represents the sharpener line in Maine,
New Hampshire, Vermont, Massachusetts, Rhode Island, Connecticut, New
York, Pennsylvania, New Jersey, Maryland, Delaware and the District of
Columbia.

In making the announcement, Kufahl said “Lansky is pleased to
announce our sales relationship with these two outstanding companies.
Their experience, energy and enthusiasm will greatly assist us in exposing
the breath of the Lansky product line to the many markets we serve and they
will provide excellent service and follow-up for our customers.”

Lansky’s complete line of sharpening products and systems includes a
wide variety of diamond, alumina ceramic and tungsten carbide sharpeners,
as well as many types of honing stones. Brands include Lansky Sharpeners,
Crock Stick, Sharp Stick, Fold-A-Vee, and Nathan’s Natural. For more infor-
mation on the line, retailers can contact the Nevada firm at (702) 361-7511.
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Savage Sports Corporation, with
corporate offices in Westfield,
Massachusetts and BowTech, locat-
ed in Eugene, Oregon announced
October 8 the completion of an
agreement whereby Savage acquired
BowTech. According to the press
release BowTech’s family of brands
will continue to be promoted and
marketed independently as a wholly
owned subsidiary of Savage Sports
Corporation.”

“We are impressed with
BowTech’s vision and astonishing
success in the archery industry and
are thrilled to have them as part of
the Savage family. We are looking for-

ward to having the employees from
BowTech and its sister divisions join
us,” stated Ron Coburn, Chairman
and CEO of Savage Sports. “Their
growth record and solid values are a
great fit with our existing business
and management culture.”

Eugene, Oregon will remain
BowTech’s headquarters and the
existing management team will con-
tinue to guide the business as it has
since inception. “We recognize that
BowTech has a very successful busi-
ness plan in place and we intend on
keeping the winning formula intact”
added Coburn.

Announcing the agreement,

President, CEO and Founder of
BowTech, John Strasheim stated,
“This is an exciting time for
BowTech; our incredible growth, the
launch of our new 2008 lineup, cou-
pled with the many opportunities
created by this strong partnership
with Savage, who knows where
BowTech will venture next - the pos-
sibilities are endless.” In addition to
his other duties, Strasheim will serve
on the Savage board.

Savage Sports Corporation is a
privately held company and consists
of three (Savage) divisions: Savage
Arms is a leading manufacturer of
center-fire rifles, located in
Westfield, Massachusetts; Savage
(Canada) manufactures rim-fire
rifles in Lakefield, Ontario, Canada;
Savage Range Systems-PortaTarget,
which is also based in Westfield,
manufactures patented shooting
ranges, target systems and shooting
houses. Other corporate brand
names include: Stevens, manufac-
turer of center-fire and rim-fire rifles
and shotguns for the budget-con-
scious consumer andFox, a high
quality brand of American-made
shotguns. Savage claims to be the
largest rifle manufacturer in the
USA.

BowTech manufactures and dis-
tributes compound bows and
archery equipment. Founded in
1999, BowTech divisions include
BowTech and Diamond Archery,
Stryker Crossbows and a sophisticat-
ed film-dipping operation known as
WaterDog Surface Technologies.

Firearms Firm Acquires BowTech Archery

Circle 261 on Response Card 85

Broadhead and sight builder G5
Outdoors announces the conver-
gence of Ninja bow strings
and G5 Outdoors to
launch Metrao Precision
Bow Strings.  Metrao
brings together the knowl-
edge and experience of
Ninja Strings with the
process manufacturing
expertise of G5 Outdoors. 

“You are only as good
as you can measure.” A
statement made by G5
Outdoors President Lou
Grace is now the premise for the new
Bow String Company – Metrao
Precision Bow Strings.

“Most manufacturers guarantee
string length to +/- ¼ of an inch,”
Stated G5 Production Manager,
Rodney Ellsworth.  “Our proprietary
process allows us to measure our
strings out to a tolerance of +/- 0.010
inch. The string is the critical link in
your archery setup and if the length is
off, you will not be able to maximize
your performance.” 

Ellsworth said each string is digi-
tally measured using a custom built
measuring gauge accurate to that fine
tolerance.  Every Metrao bowstring is
measured twice for these tolerances
during the manufacturing process
and any string that does not meet this
requirement is destroyed. “These pre-

cise measurements significantly
increase peak performance poten-

tial,” he said. “In addition,
quality Brownell Excel
materials, combined
with a superior construc-
tion process virtually
eliminates any string
stretch, serving separa-
tion, or peep rotation.”

“We have invested
heavily into a custom
construction process to
make sure we can deliver
a superior bow string,”

stated G5 Outdoors CEO Matt Grace,
“We are very pleased with the perfor-
mance we have been able to achieve
with these strings. ”

Metrao Precision Bow Strings
come in signature black and blue. 

G5 Enters String Market
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On November 18, 2007 the world
of archery lost Steve Gibbs of Sure-Loc
Archery Products. Surrounded by
family and friends, including his wife
Dianne and daughter Stephanie West,
he passed away at home in Holton,
Indiana, after a valiant battle with
cancer. Gibbs fought the disease since
March with the same tenacity which
earned him eight NFAA
Championship bowls, an IBO World
Champion title and allowed him to
build an archery manufacturing busi-
ness known world-wide. He was the
president of C.S. Gibbs Corporation,
the parent company  of sight and
scope manufacturer Sure-Loc.

Born Charles Stephen Gibbs in
1948 in rural Wayne County, Illinois,
Gibbs was working as an engineer at a
Commonwealth Edison nuclear
power plant in Rockford, Illinois,
when he discovered his irrepressible
enthusiasm for archery. During the
next decade, he began competing
nationwide on a professional level
and enjoying the solitude of bowhunt-
ing during fall months. All the while,
he was taking existing archery equip-
ment apart to its basic components
and rebuilding arrow rests, sights, and
bows to enhance performance. 

It was Gibb’s self-professed per-
fectionism that led him to invent a

radically new angle-lock mounting
block and one piece detented exten-
sion system in the mid-80s. By 1988
he had completed and sold his first
sight design to a manufacturer. In
1992 the first Sure-Loc sight debuted
at the Olympic Games in Barcelona,
Spain, on the bow of U.S. Team
member, Richard “Butch” Johnson.
That same year C.S. Gibbs
Corporation formed with Steve
Gibbs as president. The following
year he left his job at Commonwealth
Edison and started selling his sights
full-time. 

Initial manufacturing headquar-
ters were in the couple’s basement—
with friends and family building
sights on the pool table. Then the
operation moved to the garage, com-
plete with machining center and the
company’s first employee. By 1995,
Dianne had joined the growing busi-
ness full-time and Sure-Loc moved
into an industrial park building in
Beloit, Wisconsin. In 2000 Gibbs
relocated the company to its present
location in Versailles, Indiana.

All the while, Gibbs continued to
compete professionally, as well as
attend archery trade shows and
shoots, and he kept pursuing his
dream of developing the perfect
sights and archery accessories. Often
Gibbs could be seen at a shoot talk-
ing with a promising new archer, giv-
ing advice and adjusting equipment.
Gibbs was a vocal supporter of the
National Archery in the Schools
Program (NASP) and believed
strongly in the physical and mental
benefits of archery. Under the lead-
ership of Steve’s wife, Dianne
Gibbs—who has been handling daily
operations of the company for many
years now—Sure-Loc will continue
on its path of providing high quality
archery and bowhunting equipment.
The corporation will strive to stay

true to the legacy of perfectionism
and the promise of excellence that
symbolizes Steve Gibbs.

Sure-Loc Archery Products Founder Dies

BURR & COMPANY

INSURANCEE   PROGRAMS
FORR   THEE   ARCHERYY   INDUSTRY

Property

General Liability/Product Liability

Range Liability

Life/Health

JEFFREY A. DEREGNAUCOURT, A.R.M.
1 800 878-2877
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Steve Gibbs

Youth Archery,
The National Archery in the

Schools Program (NASP) was the
focus of a briefing and archery clinic
on Capitol Hill this fall. The event took
place in the Rayburn House office
building and caps 5-1/2 years of
remarkable growth for NASP.  Roy
Grimes, NASP president, along with
ten students from Roanoke, Virginia
assisted more than three dozen sena-
tors, congressmen, and other digni-
taries as they learned to shoot and
improve their target archery skills.

The event was sponsored by the
Congressional Sportsmen’s Foun-
dation and was hosted by the
Congressional Sportsmen’s Caucus.
Caucus co-chairs Congressman Ron
Kind (D-WI) and Congressman Paul
Ryan (R-WI) kicked off the breakfast
briefing by expressing their support
for innovative outdoor and physical
activities for America’s youth.
Foundation  President Jeff Crane was
quick to point to the economic impact
of hunting, shooting and outdoor
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Edge Trusts Providence Marketing Group
Edge Hunting Products is

pleased to announce that it has
retained Providence Marketing
Group to assist in strategic market-
ing efforts and media negotiations.  

“We were impressed by the mar-
keting knowledge and retail experi-
ence Providence is able to bring to
the table” stated National Sales
Manager Ken Rimer.  “Jeff
Bergmann’s considerable retail expe-
rience from both a merchandising
and marketing angle will help us
capture market share and grow
together”.

Providence Marketing Group
(PMG) is a marketing consulting firm based out of Maple Grove,

Minnesota that specializes in strate-
gic marketing for brands serving the
outdoor enthusiast.  PMG clients
include G5 Outdoors, Carbon
Express, Gorilla Treestands, Away
Hunting Products, Ross Archery, and
others.  

PMG will help Edge develop
comprehensive marketing plans,
retail promotions, creative elements

and press relations.  
Edge by Expedite is a premier

manufacturer of quality hunting
accessories, decoys, and wild game
attractants designed to give hunters
the extra edge.  For more informa-
tion look online at www.edgebyex-
pedite.com or call Edge in Hudson,
Wisconsin at (715) 381-2935.

Jeff Bergmann has acquired an impres-
sive client list in a relatively short time as
head of Providence Marketing Group. The
group’s logo reflects both his passion for
hunting and his strong Christian faith.

Bergmann can be reached on his cell
phone at (763) 232-5452.

NASP Is A Hit On Capitol Hill
related recreation. “Having a program
like NASP helps wildlife conservation
through the sale of bows, arrows, and
equipment.”

Grimes said to date, more than
2.3 million kids in 43 states, Canada
and Australia have taken archery
lessons from their PE teachers.

Following the breakfast, everyone
was invited to the basement of the
Rayburn House Office Building to
shoot Genesis Bows with ten students
from Hidden Valley High School in
Roanoke, Virginia. David Whitehurst,
Director of the Virginia Game and
Inland Fisheries Department and
Karen Holson, VGIF NASP coordina-
tor hosted the 2-hour clinic. “We’re
proud of our NASP program and
especially these great high school stu-
dents from Roanoke. They showed
remarkable poise and confidence as
they taught congressmen and their
staff members to shoot,” said Director
Whitehurst. 

Security requirements were strict

but  Kevin Stay, president of Mathews
Manufacturing, Inc. said there was
great cooperation from the United
States Capitol Police. 
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A  medal-winning archer and
two men whose contributions to
the sport helped to spark the
growth of modern bowhunting
are the latest inductees into the
Archery Hall of Fame. They were
enshrined September 21 at the
Wonders of Wildlife Museum at
Bass Pro Shops’ National
Headquarters in Springfield,
Missouri. 

Ohio native Bill Bednar
launched his competitive
archery career in 1958 and in less
than three years was a member
of the team that captured gold at
the world championships in
Oslo, Norway. He turned pro in
1962 and a year later won the first of
an unprecedented three Professional
Archery Association (PAA) titles. At
the peak of his career Bednar won
numerous titles and was hailed as
one of the nation’s top competitive
archers. Rick Bednar of TenPoint
Crossbow Technologies presented his
father with his induction plaque.  

Ishi, a so-called primitive who
was the last survivor of a California
tribe of Yani Indians, was captured in
1911 and later transferred to the
University of California where he
befriended Dr. Saxton Pope. Ishi
taught Dr. Pope and his friend Arthur

Young how to make and shoot Yani
bows and arrows. Together the three
men bowhunted deer, bear, and other
northern California game until Ishi’s
death in 1916. Pope and Young later
paid due tribute to Ishi in their pub-
lished writings which have inspired
many thousands of bowhunters.
Today Ishi is recognized as the bridge
to modern day bowhunting. Glenn
Hisey, Records Chairman of the Pope
and Young Club, presented Ishi’s Hall
of Fame plaque to John Hernandez, a
Native American and a member of
the staff of the  Museum.

West Virginia University

Professor Emeritus Dr. David
Samuel was the evening’s final
inductee. Dr. Samuel is a noted
conservation advocate and
bowhunting activist. His books,
magazine articles and columns,
and television appearances
rebut antihunting myths while
presenting the public with facts
about the beneficial role hunter’s
play in modern game manage-
ment. He received his AHF
plaque from M. R. James,
Bowhunter Magazine Founder
and Pope and Young Club
President

In addition former retailer
Glenn St. Charles received the

Karl E. Palmatier Award of Merit for
his many contributions to archery.
Additionally, Dave Staples, President
of the Hall of Fame presented former
distributor Jim Dougherty with the
2006 Icon Award for his lifetime con-
tributions to the sport. The evening
concluded with the unveiling of a 12-
foot bronze Fred Bear statue present-
ed to the Hall and Fred Bear Museum
by John Morris of Bass Pro. 

For additional information about
the Archery Hall of Fame & Museum,
Inc., contact Executive Director
Diane Miller at 58 N. Main St., Union
City, PA 16438. 

Circle 210 on Response Card

Three More Enter Archery Hall of Fame

Shown in front of the new Fred Bear stature are (left to
right) Bill Bednar, Rick Bednar, John Hernandez, Glenn
Hisey, David Samuel and M.R. James.
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Mossy Oak announces the
appointment of Tim Anderson as
their new Pro Staff Manager.

Tim brings with him over seven
years experience in the outdoor
industry, overseeing some of the
biggest brands on the market.

“Tim’s experience and enthusi-
asm are great additions to our team,
and we are happy to have him as part
of the Mossy Oak family,” said Ben
Maki, Mossy Oak’s Director of
Marketing.

Tim lives with his family in Delhi,
Iowa. He and his wife Karen have four
children. “I am excited about the
opportunity to join the Mossy Oak
team. The chance to be a part of one
of the top brands in the outdoor
industry doesn’t come along often,”
said Anderson. “Mossy Oak is so much
more than a name, logo, or pattern. It
is about a lifestyle and all the enjoy-
ment and privileges that go with it.”

Anderson goes on to say, “As Pro
Staff Manager, it will be my responsi-
bility to build on an already solid
foundation of Pro Staff personalities.

We will be working with our partners
on both the retail and manufacturing
sides to build a staff that benefits all of
us in a very competitive environ-
ment.”

PR Agency Added
Mossy Oak has joined forces with

Howard Communications, Inc., for a
partnership designed to carry the
Mossy Oak message and information
on Mossy Oak Partners to the outdoor
community and beyond.

“The outdoor media has always
played a big part in the success of
Haas Outdoors and the Mossy Oak
brand,” said Toxey Haas, Mossy Oak’s
founder and CEO. “In the early years
the Mossy Oak message was often first
carried to the consumer through out-
door writers or on outdoor radio or
television programs.”

“Our relationship with Howard
Communications will enable us to
better serve the media and provide an
additional benefit to our partners,”
said Butch English, Executive Vice
President of Marketing and Sales. “We

will be able to communicate impor-
tant information on products and ser-
vices for both the Mossy Oak brand
and the companies licensed to use
our patterns.”

Howard Communications, Inc. is
a public relations agency specializing
in the outdoor industry. It is known by
the outdoor media for quick response
to information requests and attention
to details.

“We are honored and excited to
have the opportunity to work with an
outstanding company like Haas
Outdoors, Inc. and the Mossy Oak
brand,” said Kevin Howard, President
of Howard Communications, Inc.
“The people at Mossy Oak and
Howard Communications, Inc. have
the same business philosophy that is
based on developing personal rela-
tionships that in turn help everyone
achieve their business goals. We look
forward to working with the media on
behalf of all the Mossy Oak entities.”

In Praise of John Kasun
I just got home from work and

saw the November ArrowTrade
magazine on the table. I wanted to
let you know that the Cover Story on
Neil Newkirk and Tom Pappas was
the best by far that I have ever seen.
Thank you for taking the time to
come to the shop and presenting  a
man that has given a big portion of
his life to archery. It was such a
great tribute. I hung on every word
that you wrote and it made me  even
more proud of this man than I
thought I could be.  You  certainly
capture his true essence. You are a
great writer and  again, THANKS.

Pat Newkirk, Wife of Neil Newkirk

WE WANT YOUR LETTERS:
Share your comments or your criti-
cism about ArrowTrade coverage, or
raise issues the industry needs to
address. Write ArrowTrade Letters,
3479 409th Ave NW, Braham, MN
55006 or email comments to Tim
Dehn at arrowtrade@northlc.comNeil Newkirk (left) and Tom Pappas.

Mossy Oak Has New Pro Staff Manager, PR Firm

Circle 135 on Response Card
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American Whitetail-See page 62-
63, 137. See ad page 97. Circle 
198.

America’s Best Bowstrings-See 
ad page 101. Circle 267.

Ameristep-See page 48-50, 80.
AMS Bowfishing-See page 92-94.

See ad page 89. Circle 135.
Apex Gear-See ad page 7. Circle 

130.
API Treestands-See page 50.
Apple Archery-See ad page 71. 

Circle 157.
Archery Talk-See ad page 170. 
Arrow Dynamics-See ad page 85.

Circle 261.
ASAT Camo-See ad page 121.

Circle 150.
ATA Show-See pages 114-158.
Atsko-See page 104-111. See ad 

page 171. Circle 203.
BCY-See ad page 87. Circle 121.
Bear Truth Bow-See ad page 43.

Circle 235.
Big Dog Treestands-See page 44. 

See ad page 39. Circle 258.
Big Game Treestands-See page 

52-54.
Black Hole-See page 60-63.
Bohning-See page 31.
BowJax-See ad page 88. Circle 

210.
BowTech-See page 85.
Browning Archery-See page 92.
Buck Stop Lure Co.-See ad page 

157. Circle 207.
Buck Wear-See page 96. See ad 

page 79. Circle 193.
BuckWing Decoys-See page 76.

Bull-Pacs-See ad page 110. 
Circle 262.
Burr & Company-See page 86.

Circle 200.
Cajun Archery-See page 94-95. 

See ad page 93. Circle 119.
Carbon Express-See page 84. See

ad page 51. Circle 163.
Carter Enterprises-See ad page
169. Circle 246.
Cobra-See ad page 29. Circle 

147.
Compound Bow Rifle Sight-See 

ad page 108. Circle 180. 
Copper John-See page 79.
Cougar Claw-See ad page 133. 

Circle 240.
C.W. Erickson’s-See ad page 161. 

Circle 217.
Delta-See page 58.
Doinker-See ad page 163. Circle 

241.
Double Bull Blinds-See page 74, 

79, 80.
Duravanes Stringtamer-See ad 

page 63. Circle 132.
Eastman Outfitters-See page 76. 
Easton-See page 101, 103. See ad

page 5. Circle 257.
Edge Hunting Products-See 

page 87.
Feather Vision-See ad page 95. 

Circle 197.
Field Logic-See page 60-61.
Flex-Fletch-See ad page 73. 

Circle 169.
G5-See page 85. See ad page 117.

Circle 164.
Game Plan Gear-See ad page 

140. Circle 265.
Genesis-See page 86-87. See ad 

page 159.
Gordon Composites-See ad page

119. Circle 165.
Gorilla Treestands-See page 42, 

44.
Grayling Outdoor Products-See 

ad page 129. Circle 264.
Hickory Creek-See ad page 77. 

Circle 138.
High Country Archery-See ad 

page 53. Circle 189.
High Point Products-See ad page 

107. Circle 234.
Hind Sight-See ad page 147. 

Circle 131.
Hips Targets-See page 63-65.
Innovative Treestands-See page 

48.
Jim Fletcher-See ad page 84. 

Circle 116.
Kinsey’s-See ad page 125. Circle 

108.
Kishel’s Scents-See ad page 131. 

Circle 229.
KME Sharpeners-See page 102. 

See ad page 143. Circle 122.
Kowa Optics-See ad page 19. 

Circle 245.
Kustom King Arrows-See ad page 

102. Circle 256.
Kwikee Kwiver-See ad page 81. 

Circle 139.
Lansky Sharpeners-See page 84.
Limbsaver-See ad page 33. Circle 

162. 
Loggy Bayou-See page 52.
Lone Wolf-See page 44-46.
Magic Stop-See page 64-66.
Maple Leaf Press-See page 66. See

ad page 145. Circle 136.
Martin Archery-See page 10-24, 

67, 99, 100, 164-171. See ad back
cover. Circle 216.

Call our toll-free sub-
scription line at (877)
538-4416 to change
where your magazine is
sent or to verify your
subscription is current.

Circle these 
numbers on the bound-
in Reader Response
card to receive more
info from advertisers.
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Circle 145 on Response Card

Mathews-See ad pages 2-3. Circle 
101.

McKenzie Targets-See page 56, 
60. See ad page 28, 153. Circle 
167.

MDR-See ad page 116. Circle 160.
Metrao Strings by G5-See ad page

123. Circle 164.
Minox-See page 28.
Mission Archery-See page 29.
Mossy Oak Camo-See ad page 49.
Moxy Scents-See ad page 59.

Circle 258.
Muzzy Products-See page 75. See 

ad page 13. Circle 191.
NC Manufacturing-See ad page 

111. Circle 204.
New Archery Products-See page 

82. See ad page 21. Circle 115.
October Mountain Products-See 

page 160-163. 
Ol’ Tom Technical Gear-See page 

82.
Patton Archery-See ad page 167. 

Circle 183.
Pearson-See ad page 83. Circle 

194.
Pine Ridge-See ad page 109. 

Circle 107.
Pole Mountain Outdoors-See ad 

page 144. Circle 244.
Primos Hunting Calls-See page 

76. See ad page 45. Circle 268.
ProString-See ad page 149. Circle 

104.
Ram Products-See ad page 150, 

151. Circle 225.
Rancho Safari-See page 78, 80.
RDT Crossbows-See ad page 141. 

Circle 161.
R Enterprises-See ad page 162. 

Circle 220.
Rinehart Targets-See page 62-63. 

See ad page 67. Circle 102.
Rivers Edge-See page 50-52.
S&P Scents-See ad page 135.

Circle 242.
Scent-Blocker Clothing-See ad 

page 26-27. Circle 146.
Scent-Lok by ALS- See ad page 
15.
Scent Shield by Robinson-See ad 

page 8-9. Circle 146.

Scorpion Venom-See ad page 103.
Circle 248.

Specialty Archery LLC-See ad 
page 127. Circle 143.

Spot Hogg-See ad page 139. Circle
128.
Steel Force Broadheads-See page 

28. See ad page 34. Circle 140.
Summit Treestands-See page 40-

42.
Sure-Loc by C.S. Gibbs-See page 

86. See ad page 61. Circle 117.
Target Deer & Turkey Expos-See 

ad page 100. Circle 149.
TenPoint Crossbow Technologies-

See page 88. See ad page 23. 
Circle 155.

Toxonics-See ad page 35, 37. 
Circle 159.

Trophy Ridge Arrows-See ad page
47.  Circle 235.

Truglo-See ad page 16-17. Circle 
144.

Trueflight Feathers-See ad page 
60.

Vital Gear-See ad page 55. Circle 
192.

Winner’s Choice-See ad page 168.
Circle 227.
Wyandotte Traditional-See ad 

page 72. Circle 148.

155

See additional
brand coverage in
the big annual
Show Section of
this ArrowTrade
issue, with details
and photos of more
than a hundred new
products. You will
find manufacturers
listed alphabetically
on pages 118-158.

Jan08AT154-155.qxp  12/10/2007  10:05 PM  Page 155


	Jan2008-coverContentsColumn.pdf
	Jan2008-ProductShowcase.pdf
	Jan2008-IndustryNews.pdf
	Jan2008-productDirectory.pdf

