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The times they are a-changin’”
are the closing words and title
of a 1963 song by Bob Dylan,

the singer/songwriter and icon for a
revolutionary era. Those times were
the 1960s, and many of us who grew
up during that decade learned
change isn’t always bad.

And so it is with the archery
industry. Nearly 50 years later, the
times are indeed changing. The indi-
cators are all around us. Consider all
the new people at this year’s trade
show. Old companies have hired
faces fresh from college to learn the
business. New faces also stand along-
side the thousands of shop owners
from across the country. And many
new ATA members journeyed to
Indianapolis for their first ATA Trade
Show. And if that isn’t enough, you
can’t help but notice the many arti-
cles in trade magazines highlighting
the changing of the guard as one
owner retires after 30 years in busi-
ness while passing the torch to a son,
daughter or another archery evange-
list to take over the business.

Another sign of change at this
year’s trade show was the record
number of people attending the
morning seminars. When asked if
they would attend seminars at other
times and in other places during the
year, nearly 90 percent responded
with an overwhelming “Yes!” This
new generation is hungry for infor-
mation to fuel their businesses.
Internet use is also up among ATA
members, who seem more eager than
ever to succeed. Their open minds
easily embrace new technologies and
techniques for running a successful
business. They’re looking near and far
for inside information on the indus-
try, and they’re more adept at search-
ing for it.

Indeed, a high priority among
ATA members — as reported in the
latest ATA survey – was for their trade
organization to provide “member
training and education seminars.” In

fact, from 60 to 70 percent of all sur-
veyed retailers said they would attend
regional or online seminars on both
business and technical topics. 

Seeking Help and Change
A recent nationwide telephone

survey by the ATA asked its members
to assess how well the ATA is doing its
job, and what changes would be ben-
eficial. Of the 460 dealers who
responded, 89 percent were con-
cerned about the influence of big box
stores and their effect on pro-shop
business. Dealers wanted advice on
how to handle a big-box neighbor,
and if it’s possible to coexist in the
same neighborhood. The key to the
answer is determining how much a

small dealer is willing to change,
adapt and make tough decisions. To
further help, future ATA seminars will
address this issue and other chal-
lenges from our new economy. We
hope to provide and explain strate-
gies used by successful dealers to turn
lemons into lemonade.

One common concern voiced in
this same survey was the declining
number of shooters and younger
people entering archery. Whether
they were retailers or manufacturers,
one of their top three concerns was
bolstering those ranks. Ironically, in
my conversations with several retail-

ers over the past few months, some
report that the big-box retailers are
providing an incubator for archery
beginners by attracting a clientele
that would not normally go to a pro
shop because they’re intimidated by
the pro shop’s atmosphere. These
new archers find the box store’s
generic, department-store atmos-
phere more comfortable because of
its feeling of anonymity. Their unfa-
miliarity about archery, shooting and
archery equipment are not impedi-
ments to browsing inside a box store.
This anonymous atmosphere lets
them explore archery at their own
pace, whether as a spectator or active
participant. Inevitably, new shooters
outgrow the generic, basic knowledge
of most big-box staff and seek a high-
er level of professional expertise and
equipment. That’s where the pro
shop comes into play, especially
those whose staff and owners have
adapted to create a direct link to their
shop from the big box store.

Changing Challenges
Box stores, of course, present

many challenges that require energy
and creative thinking to resolve, espe-
cially for retailers with multiple big-
box outlets nearby. The fundamental
problem is that box stores sell many
products at prices lower than a small-
er dealer must pay. Volume purchas-
ing is the biggest box-store advan-
tage, which means a pro shop’s core
inventory must be dealer-only prod-
ucts. Thankfully, many archery com-
panies that provide product to box
stores also provide different, often
high-end products, for dealers. The
bottom line is that retailers must con-
sider new ways to do business.

Another looming change uncov-
ered by the ATA-member survey
starts with the No. 2 benefit for

By Bob Ives, ATA Director of Member Services

Modern Archery Retailing

Today’s archery dealer
not only has new needs and
demands, but also new
opportunities. The ATA
works with its member-
retailers to help them capi-
talize on this evolving envi-
ronment.
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belonging to the ATA. That is, 87 per-
cent of ATA members appreciate the
ATA’s efforts to “connect local dealers
with school and community
archery/bowhunting programs.” The
new generation of dealers recognizes
the need to connect to their commu-
nity at levels not previously pursued.
They realize many potential shooters
and bowhunters are introduced to
archery through school and commu-
nity-based programs. How will retail-
ers get involved in these programs?
Will new or younger staff be needed,
and how much training will they
need? Which obstacles make it diffi-
cult to get involved in these pro-
grams? Can we identify those bottle-
necks? Are local ordinances creating
barriers, or perhaps a lack of shooting
lanes, ranges or instructors? Which
youth and new-shooter programs are
available, and how do dealers get
involved?

As the Director of ATA’s Member
Services Programs, I can assure you
all these changes to the retail land-
scape — and to dealers — have not
gone unnoticed. We must adapt to
meet the needs of this new genera-
tion. That’s why we’re working on sev-
eral changes that go to the heart of
the ATA.

Changing to Meet
Members’ Needs

Based on the foregoing, I’ve rec-
ommended the ATA Board of
Directors consider changes to the
ATA membership structure. Instead
of lumping all “retail” members into
one category, we’re discussing several
membership categories custom-fit
for our diverse retailers. These cate-
gories would allow the ATA to better
know our retail members, more accu-
rately monitor their needs, and pro-
vide more meaningful services. These
categories might start with our regu-
lar “brick-and-mortar” retailers who
provide standard archery sales and
service, and add another group
labeled “archery resellers,” which
would include box or department
stores, as well as Internet and catalog
sellers. Still another category would
identify pro shops that go beyond
general retailing to provide archery
and service programs for the commu-

Circle 271 on Response Card
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nity and schools.
A fourth retail category, one that

offers a basic or “provisional” mem-
bership, would target new businesses
working to get into the industry. A
basic membership would grant a new
retailer or manufacturer limited
access to the trade show, as well as
ATA publications and member ser-
vice-provider benefits for set time
lengths. At the trade show, these
developing retailers could be
required to attend specific seminars
to get much-needed business and
technical information from our
industry experts. In other words,
basic members would get a jump-
start into the industry and benefit
from ATA’s guidance. At the same time
these retailers would be expected to
build their business and technical
expertise through the trade show, as
well as their network of industry rela-
tionships.

The ATA is considering this idea
because we’ve received many calls
asking the same question: “How can I
get into the business, and what can
you do to help me be successful?”
What can ATA do? How can ATA help
me? One way to address those and
similar questions would be through
the proposed basic retailer member-
ship.

The ATA is Listening
In the coming months several

things will become evident to our
members. They’ll see that ATA is lis-
tening, watching, planning and wel-
coming change. To help our mem-
bers maximize their profits, the ATA is
developing a new approach to semi-

nars and training. Seminars will pro-
vide members specific help with their
businesses, and teach them how to
be more unique in the eyes of their
customers. We’re also looking at ways
to deliver information every way you
want it. For instance, some members
want seminars available 24/7 via the
Internet, and we’re working on that
opportunity. Others want to attend
seminars close to their shops and at
times other than during the ATA trade
show. We’re working on that too. In
essence, education will play a much
larger role in ATA Member Services.
Our basic approach is to open train-
ing opportunities to all who wish to
be involved year-round.

We’re also discussing a new pro-
gram to reward dealer excellence. By
emphasizing more relevant and
focused seminars for those desiring
to become better dealers, we could
recognize those retailers who are
demonstrating their commitment to
their customers and their businesses.
That means we must identify, sup-
port and reward dealers who are
working to move ahead and make the
changes necessary to improve. 

We’re also strengthening our
Member Service Provider program by
thoroughly evaluating new providers
as they come on board. These service
providers offer basics that every busi-
ness needs, whether it’s lodging,
office supplies, shipping discounts,
or legal and tax help, to name a few.
Many service providers go the extra
mile and donate a portion of their
proceeds to the industry to help fund
our archery and bowhunting pro-
grams and conservation efforts. It’s

crucial to connect these providers to
businesses that can benefit the most
from their services.

Even the most-cited benefit of
ATA membership — attending the
annual ATA Trade Show — continues
to evolve and change. The 2008 show
was one of the best ever for retailers
and exhibitors. Member comments
solidified the fact that the Trade Show
attracts the industry’s movers and
shakers, and provides a forum where
everyone can mingle. We also contin-
ue to add and refine Trade Show fea-
tures for retailers such as the Real
Deal, which doubled in size in its sec-
ond year, with a record 103
exhibitors. The member lounge and
Featured Products area also had con-
stant traffic. We’re working on how to
provide more member benefits,
especially for retailers needing a
place where they can discuss and
write orders. All of these activities are
a reflection that you, the ATA mem-
bers, are seeking new opportunities
and new ideas to help you change
and become better.

Changing Opportunities
In summary, the ATA recognizes

that change is necessary and healthy,
but sometimes difficult. New rela-
tionships and new ways of doing
things are crucial to survival, and
those who seek and embrace them
will prosper. Retailing in today’s
world is complex and full of chal-
lenges. What has been the norm
won’t necessarily work going forward.
At the same time, the key is discern-
ing what’s relevant for each dealer.

Opportunities for change are
everywhere. If you look around your
business you’ll find some aspect
where the ATA can help. Your ATA is
working to make the industry better
than ever. An energetic staff, Board of
Directors, Dealer Council and Sales
Rep Committee are eager to meet the
needs of members. Whether it’s new
programs, expanded membership
categories, governmental relation-
ships, educational opportunities or
just answering a phone call, the ATA
is on the job and working for you.

Make sure you’re a part of it!
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MAXIMUM PERFORMANCE
IBO SPEED 320-330 Feet per SECOND
Speed measured with a 30” bow, set at 70 pounds, shot with a 350-grain arrow
• Draw Lengths: 26”, 27”, 28”, 29” or 30” •  Poundage:  40lbs., 50lbs., 60lbs., or 70lbs.
• Draw Lengths: 23”, 24”, 25” •  Poundage:  40lbs., 50lbs., 60lbs.

CONTACT YOUR LOCAL DEADZONE DEALER TO ORDER YOURS TODAY.
LIMBSAVER.COM • TOLL FREE: 877.257.2761

Bruce Cull, Owner
Dakota Archery

$74999

M.A.P. 

Patents
Pending

QUALITY PRODUCTS DESERVE
TOP QUALITY COMPONENTS!
DZ-32 Upgrades:
• Winner’s Choice Bowstrings

• LimbSaver® accessories
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