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Everyone enjoys the cama-
raderie and reunion-like
atmosphere of the annual ATA

Trade Show, but veteran archery deal-
ers view this popular, all-inclusive
show as a can’t-miss investment in
their business.

“Without a doubt, the savings we
get there are the number  one reason
we always attend,” said Brian Brochu,
owner of Brian’s Archery in
Barrington, New Hampshire. “I write
about 75 percent of my orders at the
show. I enjoy socializing as much as
anyone, but it costs us about $3,000 to
attend. I don’t spend that kind of
money just to go to Indy to talk and
laugh.”

From the time many experienced
dealers leave home until they return,
they use every hour as an opportunity
to build and strengthen their store.
Just as they do when bowhunting,
they plan their hunt, hunt their plan,
and then analyze it afterward. This
methodical approach makes them
more efficient on the show floor as
they hunt down deals, study new
products, and glean business tips
from the industry’s top experts.

Likewise, the ATA has negotiated
better deals for parking, hotel rooms
and meals to offset the cost to attend
the show. These incentives have
boosted early registration for the 2011
Trade Show, January 6-8. Many ATA
member attendees have already
booked the least expensive hotel
accommodations in the show’s histo-
ry. With several new, first-class hotels
offering rooms for less than $100 per
night – these hotels are also connect-
ed by skywalk to the Indianapolis
Convention Center — more dealers
will step off their hotel elevators and
simply walk across the street to the
ATA Show.

Before August was one week old,
the ATA had already sold out the
main show floor, with 400 quality
exhibitors reserving space for their

display booths.
If that’s not enough

reasons to attend, here’s a
preview of show features
awaiting dealers:

— A lineup of down-
town Indy dining estab-
lishments that signed on
as official “ATA Trade
Show restaurants,” which
means significant dis-
counts for  attendees.

— Better rates and
more options for parking
at or near the hotels and
convention center.

— The second year of the popular
Big Buck Tags coupon book, which
offers dealers thousands of dollars in
savings for inventory ordered at the
show.

— The new ATA Beer & Gear
Exchange is a relaxing opportunity for
everyone attending the show to
unwind and network. Eight cash bars
will be located in the hallways sur-
rounding the Trade Show exhibit hall
on Thursday and Friday evenings.

— The popular ATA Members
Lounge, where archery dealers can
relax and socialize, or find a quiet
table to plan or review orders, or ana-
lyze deals and offers they discussed
with exhibitors.

Defining Priorities
Kurt Weber, the ATA’s marketing

director, said member-dealers feed-
back helps define the association’s
priorities when planning each show.
After the 2009 Trade Show in Indy, the
ATA commissioned a comprehensive
survey of show attendees. The survey
identified several factors, pro and con,
dealers deemed important.

For instance, 84 percent said they
liked the Convention Center and its
surroundings. Most of them (64 per-
cent) also liked the cost of local
restaurants, but 22 percent said food
was too expensive. Another dislike

was the cost of parking, which 22 per-
cent found excessive.

Weber said the show offers an
increasingly focused, polished and
professional business setting for deal-
ers and manufacturers, but the ATA
realizes those benefits will go unno-
ticed if dealers get bogged down in the
costs and logistics of attending the
show.

“We recognize the large invest-
ments of time and money dealers
must commit to the show,” Weber
said. “When the ATA sat down with
Indy’s representatives, we shared our
members’ concerns with them, and
we had the data to back up their con-
cerns. As a result, the 2011 ATA Show
will have the absolutely lowest room
prices we’ve ever had in our hotel
block. We also negotiated deeply dis-
counted parking prices, more free
breakfasts, and discount coupons for
downtown restaurants.”

John Larsen, owner of Bwana
Archery in St. Paul, Minnesota, is a
member of the ATA Dealers Council
and ATA Board of Directors, and he
also serves with ARRO. He said those
things Weber referenced sound basic,
but they can quickly become road-
blocks to attendance.

“Food and parking are an issue at
any show,” Larsen said. “If you’re stay-
ing at a major hotel near the show to
reduce the inconvenience of shuttles,
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you’re not very happy if you lose your
time savings to expensive food or
parking. That’s why I was very happy
to see the deals the ATA got for us this
year with the hotel packages.”

Great Show Deals
Weber said the show’s on-site

business deals start before the show
opens because of the ATA’s long-term
relationship with ARRO and NABA. By
working with these organizations, the
ATA helps ensure their members ben-
efit from consistent discounts at
ARRO’s HOT Show the day before the
trade show opens, but still have plen-
ty of unique deals to pursue from
manufacturers that display only at the
ATA Show.

“We also have NABA members
attending our show who can’t make it
to their show out West, so it’s impor-
tant that we help them network and
pursue deals with their fellow mem-
bers while in Indy,” Weber said.

The Trade Show must also offer
programs that consistently benefit
dealers and manufacturers of all sizes.
“You need solid programs with stay-
ing power, and that means flexibility
to grow with the show and deliver
long-term value,” Weber said. “More
and more, as the ATA Board and staff
propose and build the show’s pro-
grams, they look for those that serve
the industry’s long-term strategies.
The first thing we do is the same thing
any smart business does: We study the
program’s costs to the association. If
it’s a high number, it better have some
compelling reasons to implement it.
The ATA Board won’t just throw things
against a wall to see if they stick.”

For example, Weber thinks the Big
Buck Tags program – now in its sec-
ond year — will generate substantial
new business for manufacturers while
providing dealers significant savings.
“Big Buck Tags is our take on the time-
tested community coupon books
you’ve see around the country the
past 25 years,” Weber said. “The
coupons in that book benefit both
dealers and exhibitors. Every dealer
will receive a Big Buck Tags coupon
book at registration, and then it’s up to
them to make it pay. Last year, the
book delivered more than $5,000 in
product savings, so dealers could

more than recover their Show expens-
es.”

Strong Foundation
Year in year out, however, the

show’s foundation is built on funda-
mental strengths. Weber calls it the
industry’s number one business
opportunity. “Everyone is in one
place at one time for the only time all
year,” Weber said. “You not only see,
but you can meet, the industry’s key
players, thinkers, designers, engi-
neers and salesmen. You can com-
pare their products head to head on
shooting ranges, and get direct
answers on any questions you have.
The more you know about equip-
ment and how it works, the stronger
your credibility with your customers,
and the more times you attend the
show, the more you’ll build that
credibility.”

Larsen said he learned long ago
that he can’t afford to miss the ATA
Show. “It behooves all ARRO members
to be there,” Larsen said. “Some of
those buys only happen once. If you’re
not there, you’ll miss out on lots of
good specials. We’ve gotten some real-
ly good show deals by walking in, cash
in hand, ready to do business.

“Some deals you’d never hear
about if you weren’t there. Maybe a
manufacturer discounted a quiver or
release, and is selling them pennies
on the dollar. They’re unique situa-
tions that happen just once. A classic
example was a deal a couple of years
ago when a distributor got stuck with
a bunch of custom, exclusive arrows
after a program didn’t go as planned.
I basically bought a full season’s
arrow supply of carbon arrows, and
made a lot of money off of it. You
don’t get deals like that by staying
home.”

Butch Herold, owner of Butch’s
Sports World in Palmyra, Missouri,
said he hits the ARRO’s HOT Show
and then follows a list of can’t-miss
manufacturers when the ATA Show
opens. “You learn to have a plan for
the show, otherwise you get side-
tracked because there’s so much to
check out,” Herold said. “One year
we went unprepared, and by the
third day we were just getting to the
third aisle. You can’t cover it all, but

we always visit the Featured
Products area, and we visit the tree-
stand manufacturers, boot and
clothing manufacturers, and new
manufacturers we heard about. We
check out new products. We need to
make sure they’ll fit well with our
current inventory. They have to fill a
gap, whether it’s a price point or a
line we don’t carry.”

Brochu said he’s learned not to
waste time – his or the manufacturers’
— when visiting their booths at the
show. “You want to be friendly, but get
to the point of why you’re there,”
Brochu said. “I start with companies
I’ve been doing business with. If I’ve
already seen their new products from
their reps in November and
December, I might have some ques-
tions. I’m kind of blunt. I ask what
specials they have that won’t be
offered later. If they don’t have any-
thing, I keep moving, but maybe
swing back later in the show.

“I’m also looking for new com-
panies that don’t have reps yet,”
Brochu continued. “If they make
something I like, I’ll try to stock it
before the reps get their hands on it.
That way I can have products my
competition hasn’t seen yet.”

Experience Equals Efficiency
Working the show is never easy,

but experienced dealers improve
with time. Never forget the reason
you’re there in the first place, which
is simple: to hunt down the savings.

“I take the savings any way I can
get them, whether it’s free shipping,
getting bakers’ dozens on something
I can’t get later; you name it, I’ll lis-
ten,” Brochu said. “I have a game
plan, a list and a map, and I mark the
booths we need to visit,” he said.
“The only reason to attend the show
is to make your shop as profitable as
possible. That’s your number one
responsibility. Too many little shops
are vanishing, and I don’t want to be
one of them. I work with many reps,
but I don’t trust them to run my busi-
ness. They have their own business
to worry about. Dealers must take
charge of their own success. That
means learning all you can at the
show so you recognize savings that
are good for you.” 
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