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The archery industry has been
hearing a lot about
Sportsman Channel over the

past year and that’s only likely to
increase for a couple of good rea-
sons. First, the Sportsman Channel
is now part of the InterMedia
Outdoors Group that also includes
titles well-known to the archery
industry, like Bowhunter, Petersen’s
Bowhunting, North American
Whitetail and their associated TV
programs. Second, the Sportsman
Channel seems committed to work-
ing with the ATA in helping
bowhunting and recreational
archery grow, as evidenced by its
participation in the 2008 ATA Great
Giveaway and the Archery Trade
Association trade show that took
place January 10-12 in Indianapolis.

Michelle Scheuermann is the
Director of Communications for the
Sportsman Channel and the morn-
ing after she spoke in front of 3,000
ATA Show attendees at Friday
evening’s Great Giveaway she sat
down with ArrowTrade Publisher
Tim Dehn for a one-on-one inter-
view on the trade show floor. At the
convention center she’d been busy
helping to film ATA officials and
trade show participants for footage
that will be used to create public ser-

vice announcements on the ATA’s
role. The company’s editors will also
be creating a DVD the ATA can use to
explain its role in the industry and
the many worthwhile programs that
are supported by the trade show rev-
enues. Scheuermann seemed excit-
ed about working with the industry
to expand the understanding of and
support for programs like NASP,
where contributions through ATA
have now topped $600,000.

“We went to Hayden, Indiana on
Wednesday and filmed elementary
students giving us a demonstration
of the National Archery in the
Schools Program. We filmed there for
half a day and the students thought
that was awesome. We interviewed
the principal who helped bring it in,
the phys-ed teacher that is teaching
the NASP curriculum, the guy from
the DNR who say ‘Hey, I want this to
happen in Hayden.’ And then we
interviewed the kids. We got them in
a circle all around us and just asked
them some questions. Sometimes I’d
point to one to answer and some-
times we’d say ‘We want all of you to
answer.’”

The Hayden fourth through sixth
graders were good candidates to
capture the fun of school-based
archery instruction on film, this

media professional said, because
they’d won the Spirit Award at the
previous state NASP tournament.
They didn’t have the top archery
scores, but the judges rewarded their
energy and enthusiasm. “So I’d ask
them ‘What are you guys going to do
this year at the state tournament’,
and they’d scream ‘We’re going to
win,’” Scheuermann said as she
mimicked their high-pitched
screams and waving hands. “Then
I’d say, ‘What do you guys think of
archery?’ and they’d yell back ‘It’s
awesome.’”

Up to now the Sportsman
Channel hasn’t been involved in pro-
moting NASP, but Scheuermann said
even before she met the enthusiastic
participants she knew it was some-
thing the media content provider
needed to get behind for 2008.
“Sometimes I think people segregate
us,” she commented, because creat-
ing and carrying hunting and fishing
programs seems so different than
the manufacturing and distributing
and retailing roles other readers of
this industry magazine occupy. “I see
us the same as Easton or Hoyt or G5,”
she said as she gestured to G5’s near-
by booth on the show floor. “We all
have to play in the same sandbox,
we’re all part of the same industry.
Heck yes, we want to help grow the
outdoor industry and specifically
archery, it’s our future too.”

Roots In Retailing
Like some other businesses I’ve

profiled in ArrowTrade over the
years, The Sportsman Channel was
the brainchild of an archery retailer.
Scheuermann said her boss, Michael
Cooley, was a bowhunter who went
on to own an archery shop in South
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Carolina. When he saw how popular
VHS hunting and bowhunting tapes
were getting for rentals and sales in
his own business, he decided he
should be producing his own tapes.
When Cooley saw televised hunting
programs begin to cut into tape
sales, he made another transition to
broadcast and cable distribution of
his programs.

Cooley might have been content
to continue working as a successful
hunting program producer,
Scheuermann said, except for the
impact of infomercials in the mar-
ketplace. As viewers served by cable
and dish networks understand, paid
programming that extols the virtues
of products takes up a big portion of
the bandwidth these days. Typically
the infomercial producers will agree
to share revenue from the sales with
the cable or satellite provider,

Scheuermann explained, so even
though they may drive viewers crazy
the infomercials can be more lucra-
tive for Time Warner Cable or Direct
TV than selling that same 30-minute
spot to the producer of a hunting or
fishing program.

“Michael was noticing that his
shows were getting pushed out of the
prime programming times on the
networks,” Scheuermann related. In
typical entrepreneurial fashion,
Cooley decided to launch his own
network, one that would eschew
infomercials for a steady diet of out-
door programs. With the support of
industry advertising and sponsor-
ships, hunting and fishing programs
had already helped build The
Outdoor Channel and Outdoor Life
Network (now known as Versus).
Cooley figured there would also be
demand for a channel that would

put the sportsman
first, and not just
give lip service to
that category but
then dig for profits
with infomercials,
extreme sports or
prospecting.

“Here at the
Sportsman Channel,
we could make more
money right now if
we allowed infomer-
cials,” Scheuermann
pointed out, “but
we’re based on the
fact that people
don’t like watching
infomercials. They
don’t want to watch
bodybuilding gear;
they don’t want to
watch Ginzu knives
being hawked for
half an hour. We
know that and that’s
what separates us
from everybody
else. Even at 2
o’clock in the morn-
ing, you third
shifters, you can
watch hunting and
fishing.”

If you have  seen
the video or print

ads for The Sportsman Channel, you
know it’s promoted today as “All
Hunting. All Fishing. All the Time.”
Actually that’s been the theme since
the start of the channel five years
ago, when this former retailer took a
leap of faith.  Scheuermann said
Michael Cooley had some shows and
put them up on a satellite with no
guarantees that cable providers or
broadcast stations would want to
download and distribute them. “He
had no signed contracts whatsoever
when he pushed that button and we
launched April 7, 2003. He was kind
of going on a whim and a prayer. He
knew that hunting and fishing were a
viable industry. Being an outdoor
program producer himself, he knew
that this kind of programming was in
demand and it was something peo-
ple we’re not getting enough of,”
Scheuermann said. “He had that
going for him.”

Just surviving for five years in the
rapidly evolving cable industry is an
accomplishment. Lots of special
interest channels that were launched
never attracted enough viewers or
advertisers to last, and more than a
few current ones seem oddly posi-
tioned. “There used to be a channel
called The Puppy Channel, that one
didn’t last,” Scheuermann said.
“There is still a channel on satellite
called the Baby Channel. The idea is
you’re going to sit your 18-month-
old down in front of the TV. And peo-
ple think we have problems at The
Sportsman Channel because of pres-
sures the anti-hunters could bring,”
she said. “People get down on us
sometimes because they think we
haven’t grown our viewers or adver-
tisers fast enough,” Scheuermann
said. “But they should remember a
particular outdoor network that
grew very fast and is no longer with
us, and the bad business model that
represents. Obviously we have a
great business model. We’re now
owned by InterMedia Outdoors
Holdings, which also purchased 17
print magazines from Primedia
Outdoors last year. The Sportsman
Channel is now part of the nation’s
largest hunting and fishing media
conglomerate.”

Michelle Scheuermann spoke from stage during the ATA
Great Giveaway. Behind her is the custom camo motorcycle
donated by Ross Archery that helped bring the evening’s prize
total to more than $200,000.
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How This Channel Operates
I’ve spent my whole career in

media on the print side of things,
first in newspapers, then as the edi-
tor of industry and bowhunting
titles, and for the last 12 years as edi-
tor and publisher of this family-
owned ArrowTrade Magazine. I
asked Scheuermann to explain how
The Sportsman Channel functions
and what role it plays in bringing a
nationwide audience of hunters and
fisherman together with the outdoor
programs produced for them.

I’d already spoken with ASAT
Outdoors President Rob Smollack
on the ATA show floor, who was
excited that company’s new outdoor
show was available on The
Sportsman Channel. Smollack
wants to convince more sportsmen
that this 20-year-old geometric pat-
tern may have some advantages
over better-known patterns, particu-
larly in the 3-D version. He said TV
programs offer a great opportunity
for his brand because he’s been able
to film hunters taking game that’s
just a few yards away from the
bowhunter, yet unaware of his pres-
ence.

Smollack said he’s been fortu-
nate that several other outdoor
hosts are already wearing ASAT
because it helps them get great
footage, even though he hasn’t paid
them to be a sponsor of their pro-
gram. Typically, as Scheuermann
confirmed, hunting shows are pro-
duced with the aid of a group of
sponsors who help pay the bill for
the travel, licenses, producer’s time
and the work in the editing suites
where what may be hundreds of
hours of footage are distilled down
into 13 half hour programs. Actually
the programs run more like 24 min-
utes: two to three minutes are used
for sponsor commercials.

Producers then buy air time
with The Sportsman Channel or one
of its national competitors. Some
place their programs directly with
local or regional cable or broadcast
providers. That content provider
also gets to sell the advertising slots
that round out the half-hour pro-
gram, which is why manufacturers
in the archery industry have proba-

bly heard from The Sportsman
Channel sales team headed by
General Sales Manager Graig Hale.

There are 168 hours of program-
ming to fill every week for The
Sportsman Channel, but just
because you can afford the price of a
30-minute slot for a 13-week quarter
doesn’t mean your program will be
accepted. “Our director of program-
ming turns down a lot of pilots,”
Scheuermann said. “You can get a
really nice digital video camera
today for under $1,000. So everyone
thinks they can go out and film their
brother or their buddy hunting with
some over-the-shoulder shots.

There’s a lot more that goes into it,
you’ve got to be able to tell a story.”
The communications director said
members of the sales team also end
up advising producers on how to
improve their programs, even
though they know only a few of the
people they advise will ever get them
up to the level needed to hold a
nation-wide audience. Sometimes
they’re able to steer the producers to
schools for more training, or recom-
mend they learn by viewing estab-
lished programs like Cooley’s own
Wingshooting Adventures. 

Programs that have been
accepted and contracted for come
on tape into the headquarters in
New Berlin, Wisconsin, not far from
Milwaukee. While everyone pays the

same price for the time,
Scheuermann said the channel
rewards producers that have sup-
ported the channel for years with
the best program times. Everyone
will get at least one prime time seg-
ment, (evening or weekend hours
when the largest audience will be
available) and then the program will
air two or more additional times to
help fill the 168 hours that need to
stay filled. This early in the year,
Sportsman Channel was able to give
ASAT Outdoors five air times.
According to the channel’s website,
you can catch the new program
Sunday at 2:30 a.m., Monday at 9
p.m. Tuesday at noon, Thursday at
midnight or Thursday at 4 p.m.

Tapes are reviewed at the head-
quarters to make sure they don’t
carry offensive language and don’t
linger on animals after the impact
shot is shown. The producers should
know the guidelines right down to
the number of seconds the camera
can show the animal between arrow
or bullet impact and recovery.
Sometimes a tape goes back not for
ethical violations but because the
editors need to lower the music level
or improve the voice quality.
Approved program segments are
then shipped to an Arizona facility
where they are uploaded to the
satellite that distributes the signal.
There it’s picked up by the cable ser-
vice providers that have signed an
agreement with The Sportsman
Channel to use its programming 24
hours a day on one of their available
slots.

Because The Sportsman
Channel doesn’t encrypt its signal, it
can also be pulled off the satellite by
broadcast stations that run its pro-
grams during selected time periods.
That content is made freely available
because the more broadcast stations
use the programming, the more
viewership results for the commer-
cials and the more awareness there
is for The Sportsman Channel. The
practice is known as “cherry pick-
ing” Scheuermann said, and it gives
local broadcast stations an alterna-
tive to the less than inspired pro-
grams the networks offer. “It’s the
local broadcasters saying ‘I don’t

Some programs produced by InterMedia
Outdoors magazines are already on The
Sportsman Channel. Scheuermann said
others would follow once existing con-
tracts with other cable channels expired.

Mar08AT126-129.qxp  2/5/2008  11:14 AM  Page 128



129

want to run Montel Williams or Jerry
Springer crap, I want to run some-
thing that brings the viewer some
value.’ And obviously some of the
broadcasters making those decisions
are outdoorsmen themselves.”

The director of communications
gave me an example. “Say you live in
Indianapolis. Bright House Networks
is the local cable provider and they
carry The Sportsman Channel. But if
they didn’t and the local NBC station
wanted to carry us 10 hours a week,
we’d say ‘Great.’ People are going to
see our logo bug (which is always on
at the lower right of the screen.) And
they’re going to see our commercials
for the channel and for our maga-
zine.” If they like what they see and
know who is behind it,
Scheuermann said a percentage of
their viewers will call their cable
provider and ask to receive it. “They
may say, ‘Hey, I want The Sportsman
Channel as part of my cable sub-
scription. I’m only getting it 10 hours
a week now on NBC and I want to see
it all the time.’”

Not knowing just who is broad-
casting the signal and what hours
the channel is being tapped to fill

makes it hard to pin down viewer-
ship. The channel’s 2007 Media Kit
said as of January 1 of last year, the
channel airs in 48 states and in over
2,300 cities. It was claiming to reach
14,831,308 households by cable plus
“Full Time Equivalent” of 5,311,542
households through broadcast. “But
it could be 30 million households,”
Scheuermann said. ‘We don’t know.” 

Broadcast is the only way this
programming can reach rural sub-
scribers who are outside cable sys-
tems, because up to now The
Sportsman Channel hasn’t been car-
ried on The Dish Network or Direct
TV, the two giant satellite TV
providers. It’s not that they haven’t
tried, Scheuermann said, but they’re
competing with the burgeoning
number of ethnic channels, with
multiple shopping networks, and
with new HD channels that take up
more of the available bandwidth. For
now, the business she works for will
expand its ties with the archery and
hunting industry while it keeps
reminding viewers to “call your cable
or satellite TV provider and ask for
The Sportsman Channel.”

Melissa Miek of The Sportsman Channel helped dealers spin the
wheel and win some prizes during the 2008 ATA Show. Playing on
the monitor in the background is A-Way Outdoors, which has
prime slots at 4:30 p.m. Saturday and 8 p.m. Wednesday. All pro-

gramming is now also available through the Internet, for a
monthly fee of $4.95. For more information about programming
or advertising opportunities with The Sportsman Channel, call
(262) 432-9100.

Circle 116 on Response Card
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