
As the Archery Trade Associ-
ation’s communications manager,
Amy Hatfield manages the associa-
tion’s website, e-newsletter, press
releases and its written contribu-
tions to industry trade publications.

Hatfield, a graduate of the
University of Georgia, previously
worked in public relations for the
National Wild Turkey Federation
before becoming its Web editor. She
also served as an editor of Realtree’s
newsletter, “Headlines from the
Treelines.”

In addition to directing the ATA’s
communications, Hatfield has been
its resident expert, teacher and e-
prophet on the internet and social
media. Whether through one-on-
one phone calls and e-mails, or
through a popular seminar at the
ATA Trade Show and industry meet-
ings, Hatfield helps the ATA and its
members stay abreast of fast-paced
trends and technology in modern
communications.

In this installment of “ATA News
and Views,” Hatfield answers fre-
quently asked questions from ATA
members.

Question: You often discuss the
importance of “messaging” in your
writing and presentations. What is
messaging, and what constitutes
good messaging?

Hatfield: Messaging means pre-
senting the simple, fundamental
idea about who you are, what you’re
after, what you offer, and what you
stand for. Good messaging must
always have a selfless beginning that
focuses on audience first, not the
messenger or the messenger’s needs.
On one hand, it’s common sense.
But, on the other hand, it’s some-
thing we often miss.

Question: Why do businesses
often overlook the needs of their
audiences?

Hatfield: When you’re in busi-

ness and you’re thinking about drop-
ping money on a radio spot, for
instance, it’s easy to focus on your-
self. You want your money’s worth
and you want to squeeze as much
message in as possible. The trouble
is, if you want customers to act on
what you’re saying, you must focus
on what they want to hear; not what
you want to say. What can you give
them that will pull them through
your door with the least amount of
information possible? 

Question: If I own a small busi-
ness and I’m building my first web-
site, what are the most important
things to know?

Hatfield: There are varying start-
ing points depending on needs and
type of business. But there are a
number of things to consider that
can shape your next steps.

Decide if your website will serve
as an online brochure, or if it will
serve a larger need and include
interactive components.

Know your audience, and why
and how they would use your web-
site.

Decide what information you
must include on your website, and
how its presence helps you and your
audience.

Strong imagery is more impor-
tant than lots of imagery. Meaning,

don’t worry about having a ton of
graphics, but make sure you do
whatever it takes to feature images
with professional quality that show-
case your business and products in
the best light.

Writing on your website must be
brief, error-free and easy to read. 

Don’t be afraid to use a template
for a basic website.

If you know nothing about
building a website and you don’t
know anyone who builds them, e-
mail me, amyhatfield@archery-
trade.org.

Question: Should archery deal-
ers list the owner, bow mechanic and
other key contact people on their
website?

Hatfield: Yes. That’s important.
Use names and show photos of your-
self and your employees at work.
Archery retailers survive on ideas of
community, building relationships
with customers, and capitalizing on
a wide array of services. This is the
local dealers’ niche. Dealers should
convey and live up to that niche on
their website. Show your experts at
the work bench and bow press.
Detail your repair services, and show
your shooting ranges. Show you’re a
family-based shop.

Question: What are some
strengths you notice on websites for
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small businesses in the archery and
bowhunting industry?

Hatfield: They do a great job of
keeping their sites simple, with few
pages. A lot of small businesses think
a reputable website requires lots of
pages, but too many of those pages
offer little value. Most archery retail
shops get that part right. They keep
their sites clean.

Question: What are some weak-
nesses you notice on their websites?

Hatfield: The area needing the
most improvement is photos. The
imagery is often weak, exposure is
off or the photo isn’t focused. The
photos often don’t showcase a cen-
tral, eye-catching subject. Websites
are built on imagery. That’s their
foundation, even if it’s built around a
well-conceived logo and limited
imagery beyond that one graphic,
that’s OK. I’d rather see less imagery
that’s really well done, than more
imagery that’s suspect. If you can’t
afford to hire a photographer, ask a
friend or family member with a good
camera and a knack for photogra-
phy. Good photos deliver good infor-
mation. Poor photos, whether
they’re cloudy or poorly composed,
hurt a Web page. When that hap-
pens, your credibility also suffers.

Question: Earlier you men-
tioned “template” websites. Please
define the term and discuss both
their pros and cons.

Hatfield: A lot of companies now
do template-based websites, which
are what the word implies: Each
page is built off one template. You
just drop in different copy and differ-
ent images. True, they’re scorned by
some advertising agencies and mar-
keting insiders, and they don’t deliv-
er the branding and many other
important qualities you’ll get in a
custom website. But if the budget
simply isn’t there, or you’re just stick-
ing your toe in the Web’s water, tem-
plate sites deserve some respect. You
can often find regional or industry-
specific companies that specialize in
template sites. Spark Websites is one,
but there are many, many others as
well. 

Question: Should social media
be an important part of a small busi-
ness’s marketing toolbox?

Hatfield: It depends on the audi-
ence. Do your regular customers use
Facebook, Twitter or YouTube? If so,
go where your audience is. I also love
the fact social media allows regular
people to occupy real estate on the
Web for free.

Is a Facebook page a good alter-
native to a website? No. But is a
Facebook page better than no web-
site at all? Yes. We have some stats,
gathered in a survey of recent Trade
Show attendees, that are relevant to
this question:
· Seven percent of retailers current-

ly use at least one social network-
ing or marketing tool to promote
their store or product, or to pro-
vide instructional information.

· 37 percent of retailers have used
social networking or marketing
tools to look for information
related to the archery industry.

· 39 percent of exhibitors currently
use social networking or market-
ing tools to promote their prod-
uct or company, or to provide
instructional information.

· 42 percent of exhibitors have used
social networking or marketing
tools to look for information
related to the archery industry.
Question: Of the social media

you mentioned, are any of them
popular with middle-aged and older
archers and bowhunters?

Hatfield: Nearly 10 percent of
Facebook users are age 55 and older.
But it’s growing. One year ago, less
than 3 percent of users were in this
age group. Thirty percent of
Facebook users are ages 35-54. I
don’t have stats on hand for the
other social media, but I would say
Facebook is probably the leader
among them when it comes to
reaching an older audience. The rel-
evance of social media is growing,
not every year, but every quarter. I
would say that social media has
already made its way into our indus-
try and its role will only broaden and
be more relevant as we move for-
ward. 

Question: What is the most
effective marketing tool that requires
the least amount of money?

Hatfield: I love the returns of a
good mailing list. Capture your cus-
tomers’ email addresses and hit
them with promotions, discounts,
giveaways and product highlights.
You could say this is a fairly old-
school technique, but email cam-
paigns touch your crowd and let
them know about you, your promo-
tions and your events. These con-
tacts remind them you’re out there. 

Capturing emails is as simple as
putting a notebook by the cash regis-
ter and asking customers to sign-up
when they’re checking out. As with
Web writing, keep email content
short. 
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Question: What will be the most
effective new marketing tool for our
industry’s businesses during the next
three years?

Hatfield: I really believe it’ll be
mobile marketing, and here’s why:
we know many of our industry’s con-
sumers are rural Americans and
workers in this demographic are
often upright workers. They aren’t
sitting at desks and working on com-
puters, so you could never hit these
guys on email and know, with confi-
dence, that they were sitting there
and getting the messages you sent
consistently. Computers, because of
the nature of non-desk jobs, never
really helped a messengers cause
with this group. But smart phones
and text messaging are changing
things. The agricultural industry
offers fascinating clues about the
growing power of mobile communi-
cations. The latest technology survey
from the American Farm Bureau
Federation indicates cell phone use
among agricultural producers is now
92 percent. Further, the National
Agricultural Statistics Service found
in 2008 that more than 44 percent of
farmers under age 36, and more than
25 percent of farmers 36 to 55, fre-
quently send text messages. That’s
not a reflection of our industry, but it
means something, I believe. There is
foreshadowing there about what’s to
come. 

Question: So, Baby Boomers
have become texters? There’s texting
after age 40?

Hatfield: Absolutely. In the
United States alone, 276 million cell-
phone users send billions of texts
weekly. When the earthquake struck
Haiti in January, the Red Cross – for
the first time – made it possible for

people to make $10 donations by
texting “REDCROSS” to 90999.
Within 72 hours of the earthquake,
texted donations exceeded $8 mil-
lion, according to CNN. By early
March, the Red Cross had raised $50
million for the earthquake victims,
and 65 percent came from texted
donations. Again, more foreshadow-
ing and another trending clue.

Question: What’s your favorite
traditional advertising medium?

Hatfield: There is no favorite
advertising medium, because it
depends on your audience.
Regardless of where you advertise,
tracking results is the key to your
success. You must be able to track
your results. If you don’t, you’ll never
know what’s working and what isn’t.
Here are some tips:

• Most newspaper art depart-
ments don’t get the job done. If you
must use them, make your ad as
simple as possible. 

• For radio, don’t hit just one sta-
tion, and don’t run 60-second spots.
They’re too long. You can cover
everything important in 30 seconds.
Sponsorships are awesome. Sponsor
a traffic report or weather report.
They’re affordable and you get a
prime audience. Learn the station’s
demographics. For example, classic
rock radio stations almost always
skew male.

• For billboards, don’t exceed the
six-word rule. Drivers must grasp
your message as they zip past. Give
them one large graphic. Billboards
are the least favorable medium of
those I’ve mentioned. 

Question: Small-business own-
ers often feel lost when making
advertising and marketing decisions.
How can they build their knowledge

of core basics and tactics of advertis-
ing/marketing?

Hatfield: I recommend they buy
a book called “Guerrilla Marketing,”
by Jay Conrad Levinson. It’s easy to
read, and you can quickly glean
information from the parts relevant
to your business. If you want to do a
radio spot, read a few pages and
you’ll acquire a lot of knowledge
about how to do it right. It’s a great
resource for every aspect of market-
ing and advertising. 

Our inner hunter has not changed 

throughout time, only our tools.
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One quick
tip about
billboards:
Don’t
exceed the
six-word
rule.
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