
The 2010 ATA Trade Show, held
January 13-15 at the Greater
Columbus Convention Cen-

ter, drew nearly 12 percent more
attendees than in 2009. It featured
478 exhibitors, 25 more than in 2009.
The total included 90 first-time
exhibitors, as well as 24 start-up
companies in the ATA’s new
Innovation Zone. The exhibitors
combined to rent 154,320 square feet
of booth space, nearly 1,400 more
square feet than 2009. 

The Show — the industry’s
largest and most inclusive event —
achieved three things critical to pro-
viding value to ATA members:
· Boosted sales for manufacturers 
· Increased savings for retailers 
·Maximized industry investments

for archery and bowhunting pro-
grams nationwide 
“(The Show) is a unique, impor-

tant component of our overall strate-
gy,” said Gary Cornum, marketing
director for Easton Technical
Products. “Our sales force is here,

our retailers are here, our pro staff is
here, all the manufacturers are here,
and the ATA is here. There’s no other
place, or venue, or time of year
where we have the opportunity to
have everyone who matters in one
place.”

Michele Eichler, CEO of Muzzy
Products said, “The Show had a pos-
itive, upbeat atmosphere that was
absolutely wonderful. During the
few times we got a break in traffic, it
let us catch our breath and get ready
for the next onslaught. The dealers
were buying. Order-writing went
very well, at least even or above last
year.”

Steve Sims, the founder and
president of Sims Vibration
Laboratory said, “It has been a good
show for us for years. Being there is a
really important part of our busi-
ness. I was able to launch this com-
pany 12 years ago because of the ATA
Show. I wouldn’t have an archery
company without it.”

Mark Garcia, sales director of

TruGlo said, “Traffic was probably
average for us, but the retailers were
very serious about business. They sat
down and wrote orders. They weren’t
just kicking tires. They got down to
business. On a scale of 1 to 10, order-
writing was probably a 7, so it was a
solid show for us.”

Scott Slates, owner and presi-
dent of Toxonics said, “Everyone
attends the Show to see who’s got the
latest hot products. Whether they
buy there or go through their buying
group, they attend because the
entire industry is gathered under
one roof. It’s the one venue where
you see everyone, along with the lat-
est archery products. The ATA always
puts on a quality show. This year was
no different. We were very satisfied.”

At the ATA Trade Show, attendees
found the most exhibitors, the
widest range of products and the
greatest diversity of archery and
bowhunting professionals. There’s
also the direct contact, the ability to
touch and test the products and the
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2010 Trade Show Inspires Sales,
Savings, Long-Term Growth

By Amy Hatfield, ATA Communications Manager

The annual industry-owned trade show is an important order-writ-
ing opportunity for manufacturers.

The 7,000 on-line show registrations helped minimize the time
spent waiting in line for other attendees.
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opportunity to talk directly to those
who have developed the products. 

“Most importantly, we under-
stand that attending the show is a
business decision,” said Jay
McAninch, ATA president/CEO. “To
that end, we will continue to keep
our costs as low as possible and we
will urge exhibitors to offer show
specials and good pricing, we will
work with buying groups like ARRO
and NABA so they can service their
members at our show, and we will
pledge to maintain the largest, most
inclusive collection of archery and
bowhunting industry representation
in the world.”

Upward Trends
Externally, McAninch hopes sev-

eral show trends suggest the world
economy is improving. For instance,
international attendance continued
growing, with 51 percent more inter-
national retail and distributor com-
panies attending. International
manufacturers also showed
increased interest in the U.S. market
and the ATA Trade Show.

Further, exhibitors brought

more staff to the 2010 Show, a rever-
sal from 2009 when many cut
staffing to save travel expenses in the
face of a weak economy. The ATA
verified nearly 3,300 exhibitor staff
members at the Show, about 650
more than in 2009.

“We brought our normal
number of staff last year, but we
ramped it up this year,” said Johnny
Grace, vice president of new business
development at Parker Compound
Bows. “We increased our booth
space and our demo area this year
because we had a lot more happen-
ing, so we needed extra folks on the
floor.”

David White, president and CEO
of Cajun Archery said the 2010 Show
exceeded expectations. “This was
the best show we ever had,” White
said. “We had great traffic in the
booth, we wrote orders, and we had
better sales than a year ago. We were
very busy, and the people we saw
were serious.”

Bill Levin, founder and owner of
Doinker said, “The show was very,
very successful for us. There didn’t
seem to be any downtime. We were
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The 12 percent boost in attendees over the 2009 show in Indianapolis set a very posi-
tive tone for the 2010 event.
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busy from the time the show opened
until late into the third day. We do a
fair amount of order writing at the
show, but most of our orders come
later.” 

Exhibitors also rented a record
40 shooting lanes for the Show. “We
had a lot of people trying out our
bows in the shooting lanes,” said
Jeremy Eldridge, marketing manager
for Hoyt. “Our shooting lanes were
packed nonstop.” 

Big Buck Tags 
Saved Big Bucks

Many exhibitors took part in the
ATA’s new Big Buck Tags coupon pro-
gram, which offered retailers $5,000
worth of coupons to use when plac-
ing orders. Every retail shop attend-
ing the show received the coupon
book, which helped drive dealers
into exhibitors’ booths.

“We were very pleased, very
excited about how we did. The ATA’s
Big Buck Tags program was a hit,”
said Jimmy Primos, chief operating
officer at Primos Hunting Calls. “A
ton of dealers came through. We

launched several major product
lines, and dealer acceptance was
tremendous.” 

Taylor Edwards, sales represen-
tative for Gold Tip said, “Order writ-
ing was definitely up. The Big Bucks
Program worked out well. I personal-
ly wrote probably 20 orders off those
coupons. It seemed like a lot of deal-
ers were there. I was happy with the
show.”

The Big Buck Tags program
addressed exhibitor and retailer
demands highlighted in a 2009 post
Trade Show survey. The survey – ini-
tiated by ATA and conducted by
Responsive Management – found
nearly 70 percent of retailers rated it
“very important” to save money on
product by attending the show. 

“You can’t afford not to come
here,” said Bill Ernst, owner of The
Archery Shop in Minster, Ohio.
“There’s always good deals. You just
have to watch what you’re buying
and make sure you understand the
deal. I’ve been here five days total,
and it’s not cheap, but it’s well worth
it. You more than cover your costs.”

Dealers attending the show also
took advantage of other savings and
incentive programs to help offset
travel and lodging costs. For
instance, the ATA offered reduced
hotel rates — some as low at $99 per
night —through its reserved hotel
block. Show attendees were also
offered exclusive discounts for eater-
ies in the Convention Center’s food
court, and discount coupons for
high-end restaurants near the show
venue.

Savings, Efficiency and
Education

Also this year, the ATA launched
an online registration system.
Registration opened November 12 to
everyone in the industry. By January
8 — four days before the Show
opened — 7,000 people registered
online, with more than 1,000 pour-
ing in during the final week before
the Show.

“Online pre-registration was so
overwhelming that it was the biggest
Trade Show story of the past year,”
McAninch said. “Pre-registrations
for the all-important dealer-buyer-

distributor category met or sur-
passed its three-day attendance fig-
ures at several previous shows.”

Each time attendees register
online, they save the ATA money by
reducing the workload at ATA offices.
A faxed or phoned-in registration
requires someone to manually
record the registration, but online
transactions automatically register
attendees.

Those weren’t the only programs
that benefited attendees. Buddy
Poindexter, of Poindexter Bait Inc.,
Gallatin, Tennessee said the show’s
morning seminars are consistently
valuable. “The seminars are one of
the best benefits of coming here,”
Poindexter said. “I’ve heard all the
speakers at least once, and even the
ones I’ve seen more than once
always have something different to
say. Going to the classes helps us do
a better job for the customer, helps
justify charging a little more for our
services, and allows us to talk to
other dealers to find out what
they’re going through. It’s a great
opportunity to learn about the
industry.”

Tracy and Sandy Taylor of
Lynchburg, Tennessee, operate
Taylor’s Archery, which enjoyed its
best year ever in 2009. “We’re hoping
for even better things this year
because we plan to expand the
shop,” Sandy said. “We go to the
classes to learn all we can. We
attended the grass-roots marketing
class this year to improve our mar-
keting for the shop. The class was
very good.”

Investing in 
Archery’s Future

Conservative estimates indicate
the event generated $8 million to $10
million in direct spending by ATA
Trade Show attendees in Columbus,
a substantial economic impact. The
event creates a ripple effect that ben-
efits not only the host city, but also
long-term efforts extending far
beyond the show.

Not the least of those benefits
goes to growth of archery and
bowhunting, a return on invest-
ment for the industry. The ATA
Trade Show net revenues are direct-
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ed into projects to grow archery and
bowhunting, including:
· School-based archery instruction,

primarily through the National
Archery in the Schools Program
(NASP). Other programs include
the Olympic Archery in Schools;
After-school archery programs
such as the After School Archery
Program (ASAP) and the Junior
Olympic Archery Development
program (JOAD) 

· ATA’s development and imple-
mentation of the new Explore
Bowhunting Program 

· Constructing and refurbishing
archery ranges 

· Planning and construction of
indoor and outdoor community
archery parks and shooting cen-
ters 

· Protection and promotion of new
or existing bowhunting programs 

· Support for recruitment staffing
for selected state agencies 

· Contributions to the Easton
Sports Development Foundation
Centers for Archery Excellence.

In addition, the centerpiece of
ATA’s efforts to grow archery and
bowhunting is its Community
Archery Strategy, a concept that typ-
ically begins with developing an
archery shooting park and facilities
where archers can shoot year-round.
This is followed by a concerted effort
to establish introductory archery
and bowhunting programs into
schools and recreation programs.

“We attend the ATA Show not
just to see our dealers and introduce
our product lines,” said Blake Shelby,
PSE marketing director. “We’re here
to support the ATA, because the ATA
is supporting the entire industry by
working for our sports’ future. This is
a long-term investment for PSE. It’s
not about the show’s location or how
many orders we write here. The bot-
tom line for everyone in this building
is that we need to be here for our
sport.”

All of it, however, depends on a
strong annual Trade Show. Without
the show’s tremendous funding
capabilities, many established pro-
grams would have to look elsewhere
for their operating revenues.

McAninch said ATA maximizes show
revenues for these programs by
using its own staff to run the show,
and relies on volunteers wherever
possible.

“Our purpose is to create busi-
ness forums for industry profession-
als attending the show, rather than
coordinate social functions for
them,” said McAninch. “We want
programs that save time, money and
effort for everyone attending the
show. If a program doesn’t meet
those objectives, we improve it or try
something else.”

The 2011 ATA Trade Show
returns to Indianapolis, January 6-8.
“We’re excited about returning to
Indianapolis – the site of our show’s
long-term success – and Indy’s revi-
talized downtown,” he said. “The
Convention Center is connected to
three new hotels, where we can offer
rooms for less than $100 a night. The
city is also packaging substantial dis-
counts for convenient parking and
restaurants. I think Indy has the
potential to be another record show.”

Other news from the 2010 ATA
Trade Show

– Attendance at the ATA
Academy – the Trade Show’s morn-
ing seminar series – attracted 1,015
people during its three-day run.
Attendance at Wednesday’s seminars
hit 362, a record for Day 1 atten-
dance.

– Industry professionals came to
Columbus from every state except
Hawaii. Ohio topped the list with 820
attendees, and then it was Michigan,
628; Indiana, 406; Wisconsin, 393;
and Illinois, 337.

– ATA CEO/President Jay
McAninch received the Muzzy Tall
Man Award from the Muzzy
Products Corporation. Muzzy’s CEO,
Michele Eichler, said McAninch’s
vision and the comprehensive pro-
grams he established the past 10
years ensure the industry’s strength
and continued growth. In accepting
the award, McAninch gave the credit
to his staff and the ATA’s Board of
Directors.
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