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ArrowTrade asked retailers at
the ATA Show why that trade
show was important and how

it could be improved. Let’s hear from
retailers who stopped by our booth in
Indianapolis this past January 10-12
for the industry-wide event sponsored
by the Archery Trade Association.

Les Wynne of Right On Target
Family Archery in Waynesville, North
Carolina said the store had to close
while staff attended the ATA Show. It
was worth it. “We get to talk to people
who make the product, not just to the
salesmen. We take advantage of the
hands-on demonstrations and the
show specials. We see old friends in
the industry and we keep the relation-

ships with manufacturers flowing.”
“We closed the shop for the show

but our customers are very under-
standing and look forward to what we
bring back,” commented Jill Hejza of
Creekside Archery in South Dayton,
New York.

Charlene Morgan said that
Freedom Archery of Duncansville,
Pennsylvania operated on reduced
hours while she and husband Barry
attended the ATA Show. It was impor-
tant for them to see new products and
take advantage of the show specials.
One area that disappointed her was
the limited amount of practical
women’s hunting clothing available
for sale.

The Indy location is convenient
for Steve Roe of Sportsman’s Lodge in
Decatur, Indiana. Since it’s a two hour
drive he has half his staff attend one
day, the rest the next. Roe is a member
of NABA, the buying group that gets
special pricing from member manu-
facturers during the ATA Show, and he
said he does most of his year’s buying
at the event.

New Hampshire retailer Scott
Pelletier also belongs to a buying
group, which holds its event after the
ATA Show. “This show provides us
with the opportunity to review the
product early, as well as meet the
industry’s best people. By the time we
attend the buying show we’ve already
completed our ordering plans for
Pelletiers Sports and know all about
the new products.”

The owner of Keith’s Archery in
Muscadine, Alabama raised a good
point. “We get to see how the compa-
ny demonstrates its product, which
gives us ideas on how to demo it to
our customers,” Keith Upton said.

Gene Hobbs of Hobbs Archery,
Douglasville, Georgia, said the show
specials and the ability to experience
the new products are important. But
then so is the PR value. “I totally enjoy
spending time with others who love
this sport.”

For Howard Smallwood of Hog
Wild Archery in Belleville, Michigan,
the trade show allows him to learn
about products the sales reps don’t
bring to him. “Small manufacturers
that don’t have rep groups rely on the
show to bring new products to mar-
ket. Without attending, I would have
to find out about new stuff when my
competitors sell it, and some products
you would never find out about. We
closed the store to attend, but to not
come to the show would have meant
not knowing what was new and
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improved for the coming year.”
David Nesbitt owns Automatic

Gunsmith & Supplies in St. Louis,
Missouri, and said he counts on the
ATA Show to help him find the type of
merchandise that sets him apart from
the big box stores.

“This show keeps me in the loop
on everything new in archery and the
surrounding categories,” Bill Hahn
said from the Clare, Michigan loca-
tion of Jay’s Sporting Goods.

Making It Better
Several retailers told us the show

was valuable but could be improved
in one or more areas. “I really wish
there was a way of ‘seeing’ the new
products in an ad or promotion
before coming to the show, so I would
know what booths to check out with-
out a random tour.” That response
was from Mark Irlbacher, a retailer
we’ve profiled at Doc’s Archery in
North Tonawanda, New York. He may
have missed ArrowTrade’s 40-page
January Show Guide.

As a buyer for Hulme, a full-line
sporting goods store based in Murray,
Kentucky, Bob West is responsible for
ordering more than bowhunting
equipment. He found the timing of
the show in early January posed a con-
flict with other trade shows scheduled
that month. Still, the ATA Show was
worthwhile due to the show specials
that increased his buying power.

Jason Lane of Family Archery in
Rushville, Illinois said the pro shop
had to eliminate some hours for him
to make the trip and he’d like the show
to go back to a Friday through Sunday
format.

David Williams manages Wyvern
Creations in Lee, New Hampshire,
and said he would have liked the sem-
inars to be spread out more so he
could have attended more of them. “I
had to miss quite a few because they
all happened at the same time.”
Williams also suggested posting what
manufacturers are at each demo lane,
so it’s quicker to locate the brands you
want to try shooting.

“I do not like the zig-zag setup, it’s
difficult to follow,” commented Tina
Jenkins of The Archery Spot in
Camden, Michigan. Breaking up the
floor into a mix of large and small

booths interrupts the aisles, so she
said it’s easy to miss booths you
intended to visit.

Not all exhibitors have signs up
with their booth numbers, Doug
Grimes said, so even though the
Village Archery staff tried to map a
route across the show floor it was dif-
ficult to find some booths they had on
the list. The pro shop is located in
Pefferlaw, Ontario.

Travis Van Daelin of Jo-Brook
Enterprises, Brandon, Mississippi,
said people working booths need bet-
ter identification showing so it’s easier
to identify them. (Many retailers ver-
bally told ArrowTrade’s staff that the
single-hanger name tags were a prob-
lem, as it meant the badges were often
turned wrong side in.)

Jim Smith owns Big Creek
Outdoor Supply in Mt. Pleasant, Iowa.
He likes being able to handle products
and test them out on the demo lanes
before placing orders. But with the
investment in time and money to
attend, he would like to see the show
stay open later each day.

“There were not enough tables in
the ATA Lounge and any area where
food is sold on the show floor should
have places to sit,” Ray Weasner com-
mented from Weasner Archery of
Bloomville, Ohio.

“Make registration faster,” said
David Lange of Shooters Gun Shop in
Cape Girardeau, Missouri. “I pre-reg-
istered but had to wait 30 minutes to
verify the dealer information through
my tax number and yellow pages ad.”

Tom Hackbardt of Traditional
Outdoor Supply in Sand Lake,
Michigan also commented that regis-
tration “was messed up and took too
long.” Other than that he said it was a
very well-run show.

While the survey was targeted to
dealers Dennis Holden of Archery
Tech told us how valuable it is to ser-
vice suppliers like that Wolverine,
Michigan firm. “I’m in manufacturing
and when I come to the show it’s for
more than to put a face to a name. It’s
like accomplishing a three-week busi-
ness trip in three days. I can meet with
current customers and potential new
customers. It’s hard to put into words
how valuable it is for my business.”

FallGuy Vest & 20 Foot Retractor with
the features serious hunters demand

• Intelligent Tether allows for

movement

when making the shot

• Lightest vest on the

market

• Safe all the way up

& all the way down

• Fast tangle-free

design

• Vest snaps free

for washing

Integrated Safety

866-477-6723     www.fallguysafety.com

™

Circle 254 on Response Card

May08AT093-094.qxp  4/7/2008  11:39 AM  Page 94



Circle 235 on Response Card

May06AT095-097, 100-103.qxp  4/7/2008  9:25 AM  Page 95




