
Archery and bowhunting could benefit from a
national marketing effort like the popular ‘Take
Me Fishing’ campaign. To get there, the archery

and firearms industries must work with wildlife agencies
to launch their version of the Recreational Boating &
Fishing Foundation, which created “Take Me Fishing.”

Through print ads, television commercials, Web-
based marketing and other initiatives, the nationwide
“Take Me Fishing” media campaign generated more
than 1 billion consumer impressions in 2008 alone to
benefit the fishing and boating industry.

Archery and bowhunting could receive similar atten-
tion if the Archery Trade Association (ATA) can help create
a foundation like the one responsible for “Take Me
Fishing.” That group,the Recreational Boating & Fishing

Foundation (RBFF), developed and sustains the “Take Me
Fishing” program to attract and recruit anglers.

The ATA believes the archery and firearms industries
can and must create a similar foundation to grow its
sports. The RBFF formed in 1998 after Congress passed
the Sportfishing and Boating Safety Act. This provision
required the secretary of the Interior Department to cre-
ate a national outreach and communication plan to
increase fishing and boating participation. Funding for
the RBFF is provided through the Sport Fish Restoration
and Boating Trust Fund, i.e., federal excise taxes (FET). 

The ATA began laying the groundwork for such an
initiative in 2007 when Jay McAninch, the ATA’s
CEO/President, helped convene high-level meetings
between the U.S. Fish and Wildlife Service, state wildlife
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agencies and the archery, firearms, boating and fishing
industries. 

The industry/agency coalition has met regularly
over the past two years to re-establish the partnerships
that built our nation’s conservation programs over the
past 75 years. The coalition’s most important contribu-
tion is its funding of wildlife conservation efforts
through federal excise tax. The newly resurrected coali-
tion is tasked with a different challenge, though equally
as important as those who made history as pioneer con-
servationists. 

A Structured Partnership
Mitch King, the ATA’s director of government affairs,

is working with this coalition team to create a marketing
plan that educates the public and reminds wildlife agen-
cies that recreational hunting and shooting benefit from
FET paid by archery and firearms manufacturers. It did-
n’t take long for King’s group to realize the importance of
the RBFF and the teamwork it inspires.

“Our job would be a lot easier if we could go straight
to the public to inform them how hunters, anglers, and
the hunting and fishing industries shoulder the nation’s
conservation burden,” King said. “The trouble is, in
recent years many agency people have viewed these
industries as adversaries, not partners. They’ve forgotten
the roots of our nation’s conservation programs. Some
don’t even realize how much of their salary comes from

FET paid by the industries. Until all agency people rec-
ognize their industry partners, our communications
with the public won’t be reinforced by the agencies that
put our money to work.”

That’s why King’s agency-industry marketing com-
mittee believes it must target three distinct audiences:
agencies first, hunters and anglers second, and general
wildlife watchers third. Once agencies and hunters take
pride in their contributions and partnerships with the
hunting and shooting industries, they can share that sat-
isfaction with non-hunting outdoor enthusiasts who
benefit from their contributions to wildlife.

“When hikers, birdwatchers and other folks are
walking in wildlife areas, most of them don’t realize they
owe the experience to hunters and the hunting indus-
tries,” King said. “But it’s tough to spread our message
without an established group like the Recreational
Boating & Fishing Foundation, which receives about $14
to $15 million annually in FET funding. We need a reli-
able funding source to carry our message year after year,
like the ‘Take Me Fishing’ campaign is doing. Otherwise,
people hear your message once or twice and forget it.”

A Vital Step
McAninch said the ATA Board of Directors discussed

how a hunting/shooting foundation could benefit
archery and bowhunting during its meeting in January.
“The Board agreed this is probably the most important
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thing we’ve ever worked on with state agencies,”
McAninch said. “Forming a foundation to work full-time
on a national level to recruit and retain shooters and
hunters is extremely important. It would be a unifying
force to help grow our sports.”

According to McAninch, a hunting-shooting founda-
tion would guide and coordinate the national effort to
increase everyone’s efficiency. It’s too inefficient and
redundant for agencies and industries to launch and
maintain independent programs. A foundation would
allow the agencies and industries to tap into existing pro-
grams, learn from them, and sometimes modify them to
meet specific needs unique to their states or sports.

But creating such a foundation won’t happen on its
own. “We have to meet some significant challenges, but
we’re already discussing how to create the process to
form a foundation and get it operating,” McAninch said.
“The foundation will need to be incorporated, it needs to
create a board of directors, and it needs to identify sever-
al funding sources to ensure its programs have strength
and continuity. But the foundation’s concept had strong
support from those attending the industry-agency coali-
tion meetings in December.”

In fact, McAninch believes a hunting-shooting foun-

dation would be one of the most important outcomes of
the industry-agency coalition’s work over the past two
years. “Some ATA members might think this sounds like
just another organization,” he said. “But this foundation
would have power and influence that reaches across all the
state and federal agencies, as well as the archery and
firearms industries.”

Common Strengths
The foundation has potential because it could tap into

the hunting public’s tremendous pride in their heritage
and historical role in wildlife management. That support is
evident in the nation’s many private conservation organi-
zations, from ducks to elk to bighorn sheep. In turn, agen-
cies and manufacturers could do even more to energize
that base by taking more active, supportive roles in pro-
grams to grow the sports.

The foundation could be that catalyst. Many aspects of
the RBFF and “Take Me Fishing” are already in place with-
in the hunting-shooting coalition. For instance, this infor-
mation from the RBFF (www.rbff.org) might sound famil-
iar to ATA members:

The foundation needs to “give people the informa-
tion, tools and motivation they need to get started or to
reconnect with recreational boating and fishing. The
partnerships RBFF forms with state and federal agen-
cies, retailers and manufacturers, recreation and tourism
groups, and conservation, advocacy and educational
organizations help get people involved.”

Conclusion
It’s easy to look at the RBFF and its “Take Me Fishing”

campaign and think they just happened on their own. In
reality, those who created them had to overcome the
same startup challenges every foundation faces.

“Most people go into a marketing plan or strategy
program and think only about how much it’s going to
cost,” King said. “The more difficult question is how
much it will cost if they do nothing. The folks who got
Congress to pass the Sport Fishing and Boating Safety
Act in 1998 had a plan that centered on creating the
RBFF and making sure it was funded far into the future.
They also knew that once it got rolling, they would justi-
fy their foundation’s expenditures.

“That’s what we hope to accomplish with our foun-
dation,” King continued. “We want to make sure that
people enjoy hunting, shooting, fishing and other out-
door activities well beyond the next 10 years. But that
will be difficult if we don’t get organized quickly.” 

Several representatives from state and federal agen-
cies attended the ATA Trade Show in January to build on
the relationship with the archery and bowhunting indus-
try and thank the group for all it does to grow archery
and bowhunting through recruitment, retention and
shooting facility development opportunities.

“We’ve been building momentum with the state agen-
cies, especially during the past 18 months,” McAninch
said. “We’ll continue to work to better integrate our indus-
try with the agencies and their missions.”
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TV Sponsorship and Commercials

2009 Print Advertising

2009 Consumer Shows

Outdoor Writer Camps

Promotional Samples

Internet Advertising

U-V-Killer®, Sport-Wash®, Water-Guard®, Sno-Seal®

ATSKO is airing 390 (Stand Alone) 60-second commercials on The Outdoor Channel 
during PRIME TIME Hunting Blocks on Tuesday, Thursday, Saturday and Sundays, for 
39 Weeks (10) per week.  This equals time of Sponsoring 20 Hunting Shows for a full 
year, but spread over more programs.

ATSKO Sponsors; The QDMA Television Show for 52weeks, Seen on The Outdoor 
Channel in 28 Million Households.

ATSKO is also sponsoring “The Outdoor News” 3 times per week in 
78 Million Households.

30 Ads in 8 Major Magazines will reach 28.4 Million Hunters.

Full schedule of Hunting Shows to educate customers and drive 
sales to local dealers.

ATSKO will be sponsoring (4) hunts, that will be attended by leading 
Outdoor Writers to generate editorial coverage in print magazines, internet 

articles and blogs reaching 100’s of thousands of consumers.

Pillow Pack Samples of our products are available for attendees of 
Hunting Banquets and events.  Dealers contact Atsko about local events 

you are supporting.

Our website, www.atsko.com, Informs and educates the visitor on products and strategies.  We host a short version of the video 
“Whitetail Sight and Scent Strategies” and complete Book “How Game Animals See”

Bowhunting.net / www.bowhunting.net The largest Bow Hunting site reaching 250,000- 450,000 unique visitors each month. 
ATSKO sponsors monthly articles, Streaming video segments and Field Evaluations, along with Banner Ads.

Links to Hunting and Outdoor Websites and 
Blogs are to numerous to list.

Shelf Display “Camo Check 

Station” with 18” BLB Black 

Light, 10 Books and 10 videos.
Book, LED 

Black Light 

plus DVD

Atsko, Inc. 2664 Russell St., Orangeburg, SC 29115
Ph: 800.845.2728 / 803.531.1820 / Fax: 803.531.2139

www.atsko.com / info@atsko.com
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