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My mission as director of the ATA’s Membership
Services Program (MSP) couldn’t be more
clearcut: We want to be your advocate and

ombudsman in reducing your costs of doing business.
If you think of a way we can help you and your fellow

ATA members save money and work more efficiently, call
me or send an email with your questions and suggestions.
My guarantee to you is that we’ll give every idea serious
consideration. Because we want you to succeed, we’ll do
all we can to improve your business’s bottom line and prof-
itability.

Since the ATA created the MSP in January 2004, we’ve
stressed that it’s a partnership between ATA staff and mem-
bership. The more ATA members we can enroll as service-
provider users, and the more we harness our collective

power, the more everyone will benefit. Likewise, the bigger
the pool of businesses these service providers serve, the
lower their rates and the better their offerings will be.

That’s why you need to let us know how we can help
you. Fortunately, many ATA members take this program
seriously. For instance, a year ago a fellow named Larry
asked if the ATA could talk to Federal
Express to see if we could get better
shipping rates for dues-paying ATA
members. That suggestion was such
an obvious benefit to ATA members
that we went to work on it immediate-
ly.

I’m happy to report we now have a
program with PartnerShip to reduce
shipping costs for ATA members who
use PartnerShip/FedEx. In fact, you
can also receive discounts by working
with Meridian One and its
Customized Shipping Solutions. We
weren’t a minute too soon in working
out those deals. As we know all too
well, fuel costs have jumped dramati-
cally in 2008 and we must search
everywhere for savings.

The Two-Way Street
Since we launched the MSP near-

ly five years ago, you’ve helped us

carefully build a list that includes not only PartnerShip/Fed
Ex and Meridian One, but also 21 other “member service
providers.” These are businesses that provide skills and
services to help ATA members cut costs and improve effi-
ciencies on many fronts. Whether you’re seeking discounts
on healthcare, insurance, hotel stays, car rentals, advertis-
ing, bill collections, legal advice, telecommunications,
office supplies or other services, check out ATA’s service
providers at (www.archerytrade.org/membership.html)
before going it alone.

And rest assured, this isn’t a one-way street that simply
gives service providers access to our industry. Rather, it’s a
two-way street that allows you to tap into resources that
likely wouldn’t be available at an affordable rate if you
weren’t under ATA’s umbrella. This is especially important
for independent retailers and small manufacturers. Most
large stores and companies already have access to many of
these services in-house because the large volume of their
business commands discounted rates.

The mutual rewards don’t end there. When you work
with ATA service providers, most donate a percentage of
that business back to ATA to help us grow archery and
bowhunting nationwide. Meanwhile, you maximize the
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rewards due you for being an ATA member. After all, you’ll
never get maximum value from your membership if you
joined ATA only to get a discount for attending the ATA
Trade Show or a price break on your booth on the show
floor.

As ATA CEO/President Jay McAninch says, our daily
mission is to provide ATA members with deals and value-
laden benefits they can’t afford to pass up. “Our philosophy
is that when people become members of this organization,
they’re entitled to tangible benefits that far exceed the dues
they pay,” McAninch said. “When they ask what they get
for paying hard-earned money to their trade organization,
we can provide an impressive list of benefits. Our mission
is to provide a great return on our members’ investments.
On the flip side, it’s up to each member to take advantage
of those benefits. They lose value on their dues if they
ignore our service providers and their discounts on health-
care, office supplies or credit-card processing, to name a
few.”

Seize Those Benefits!
It’s no coincidence that McAninch mentions the

healthcare benefits available for ATA members. The
Archery & Bowhunting Industry Benefits program has
been especially popular since becoming part of our mem-
bership package in January 2007. If you’ve been scared
away from buying healthcare coverage for yourself and/or
your employees, you should contact the folks who admin-
ister this program and obtain a quote. This is yet another
example of how the ATA is pooling our collective strength
to provide affordable services for its members.

Many ATA members are also taking advantage of great
services and prices from the Staples Business Advantage.
When ATA members said they wanted to save money on
everyday business supplies ranging from stationery to
printers, we contacted Staples to see if they could help.

As a result, here’s the kind of service you can expect to
receive as an ATA member: Let’s say your shop is located
far up a remote valley in western Montana, and you run
short on staples, envelopes and printer labels. By signing
up for the free Staples Business Advantage plan, you can
order more products tonight, receive a 35 percent discount
on your purchase, and have everything delivered the next
business day.

And remember, those are just two of the 23 service
providers now working with the ATA. The more you learn
about each provider, the greater your savings will be at the
end of each year. Meanwhile, we continue to check out
new service providers and fine-tune our list of existing
providers to ensure we’re getting you the best deals possi-
ble for your membership.

Educational Values
I can also assure you that the ATA’s impressive lineup

of service providers isn’t the only valuable aspect of our
Membership Services Program. In fact, one of our most
important functions is providing a never-ending supply of
information and educational opportunities for ATA mem-
bers.

Never before have ATA members attending our trade
show had such an array of in-house seminars featuring
technical and business topics. Our members believe the
road to bigger profits requires hard work and continuing
education, and they prefer to learn from experienced peers
whenever possible.

They also let us know that they want more access to
seminars during the trade show throughout the day, not
just at 7:30 a.m., before the show opens. In reviewing their
comments after this year’s trade show, we found 55 percent
of the dealers thought one round of daily seminars wasn’t
enough. They also suggested we offer popular seminars
more than once or twice.

Because we take your feedback seriously, we plan to
narrow the list of seminar titles this year, but hold the most
popular seminars two or three times. We’ll also hold semi-
nars at noon on Saturday, the third day of the show. If the
turnout for noon seminars is adequate, they could become
a staple of the annual seminar lineup.

We also heard — loudly and clearly — that you want
access to ATA-branded seminars year-round. Several ATA-
member dealers asked us to videotape the seminars and
make DVDs available so they can watch the presentations
at their leisure. We’re looking into this idea, and studying
the possibility of making the recordings available through
our Web site for members only. We might not be able to
offer every seminar electronically, but we would like to
record the most popular sessions. We will keep you
apprised of these possibilities as the show nears.

Other Membership Values
As you can see, our membership services are diverse,

but we still haven’t covered everything. In fact, our
approach is to make the ATA a “one-stop-shop” for a
diverse membership that encompasses everything from
one-man archery shops to multi-million-dollar corpora-
tions whose influence is felt worldwide.

Never before in the history of the archery indus-
try’s trade organization has it worked so extensively to

Randy Phillips, owner of Archery Headquarters in Chandler,
Arizona,(and chairman of the ATA Dealer Council), and his wife,
Gladys, left, met with representative C. Danielle Powell at the ATA
Show to learn about the Archery & Bowhunting Industry Benefits
insurance program.
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grow the sport and create a healthy business environ-
ment for its members.

For instance, consider these benefits of being an ATA
member:

— McAninch, Mitch King (ATA’s director of govern-
ment relations), Michelle Doerr (ATA’s director of archery
and bowhunting programs) and ATA Board members work
year-round to build and maintain one-on-one relation-
ships with state and federal wildlife agencies nationwide.
These efforts are creating and expanding opportunities for
our sports while defending existing programs in the face of
urban sprawl.

— McAninch and the ATA Board also work continu-
ously with manufacturers and federal
agencies to create and fine-tune a
more equitable federal excise tax sys-
tem for archery and bowhunting
equipment. In fact McAninch has
helped many ATA-member compa-
nies deal with difficult FET questions,
problems and disputes, and has
helped many companies get through
IRS audits. FET support is a major,
confidential service ATA provides, so
call or email McAninch to ask for his
help: the phone is (703) 266-4134, or
use jaymcaninch@archerytrade.org.

— Doerr and McAninch are also
working to grow archery through
Community Archery Programs that
involve schools, city and county
recreation programs, hunting and
shooting organizations, local busi-
nesses, and state wildlife agencies.
Contact them to learn what you can
do to provide the support and exper-
tise needed to recruit new archers
while retaining existing archers and
bowhunters.

Conclusion
I’m confident we’ve only gotten

our toes wet these past five years
since ATA launched its Membership
Services Program. We’ll continue
growing and searching as we explore
ways to serve members while seeking
alternative revenue streams to grow
archery and bowhunting.

A large part of our success
requires a relentless commitment to
providing value to all ATA members.
We want you to enjoy affordable
healthcare, business insurance and
shipping services. We also want to put
you in touch with experts who pro-
vide sound legal advice, creative pro-
motions, and reliable debt collection.

We realize that archery dealers,

retailers and small manufacturers are often so busy and
spread so thin that they overlook cost-effective solutions to
routine dilemmas. Still others fail to pursue long-term
money-making endeavors because they don’t have time to
study new programs carefully.

It’s our responsibility to fill that void. We’re here to help,
and I hope you’ll contact me with questions and sugges-
tions.

Editor’s Note: Contact Bob Ives at (866) 266-2776, ext.
207, or bobives@archerytrade.org, with questions or com-
ments concerning these or others membership services
offered through the Archery Trade Association.
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