
The 2011 ATA Trade Show
attracted a business-ready
crowd of more than 8,000

industry professionals earlier this
month, with archery and bowhunt-
ing manufacturers reporting heavy
booth traffic and order-writing.

The annual event — held
January 6 to 8 in the Indianapolis
Convention Center — hosted a
record-sized show floor featuring
513 exhibitors who rented 167,550
square feet of space, including a
record 55 shooting lanes, 11 more
than in 2010. In addition to booth
space occupied, there were 2,985
dealers, buyers and distributors on
the floor during the three-day event. 

“It was gratifying to see the
strong response of the industry’s
dealers, buyers and other folks who
came to Indy,” said Jay McAninch,
ATA CEO/president. “When every
company comes together in one city,
under one roof, business opportuni-
ties are maximized and the cost of
doing business is minimized. The
ability of our industry to unite and
get to work deserves applause and a

thank you to each company repre-
sented at the show this year.”

One of the broader goals of each
show is to strike a balance between
bringing back those show features
that benefit member companies,
while allowing the show to evolve
and adjust as industry needs change.
This year, attendees relied on the
proven online registration platform
introduced at the 2010 show and the
ATA express pass kiosks. Big Buck
Tags returned to deliver discounts to

dealers, while serving as a marketing
beacon for participating exhibitors.
Meanwhile, for 2011, the ATA intro-
duced the interactive floor plan and
directory, You Are Here, and the well
received Beer and Gear Exchange. 

“I think that’s one of the things
the ATA staff and Board always come
back to,” said Kurt Bassuener of Mike
Wieck Sales. Bassuener also serves as
the trade show’s committee chair on
the ATA Board of Directors. “We can’t
get stale, we have to gather feedback,
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Bullish Dealers Order, Save at ATA
CCoouurrtteessyy  ooff  tthhee  AArrcchheerryy  TTrraaddee  AAssssoocciiaattiioonn

Badge Type 20031 20041 20051 20061 20071 20081 20092 20102 20112

Dealer/Buyer/Distrib. 3,052 2,875 3,405 2,640 2,582 2,937 2,661 2,753 2,985

Sales Rep. 325 340 219 215 178 169 152 185 204

Visitor 111 45 108 41 35 58 178 14 176

Media 258 267 321 362 325 321 368 387 379

Exhibitor 3,564 4,042 3,909 4,476 3,939 4,262 2,653 3,281 3,838

Manufacturer 39 43 45 172 154 132 140 149 103

Sales/Service 30 39 54 70 96 145 109 221 400

Non-Profit
4

161 31 68 52 14 61

Staff/VIP/Volunteers 101 110 70 6 86 99 43 53 95

Registration Total 7,6411 7,7921 8,1991 8,0341 7,4091 8,1841

Verified Attendees 6,3043 7,0433 8,1803

2003-2008 counts of individuals who registered for the ATA Trade Show and 2009-2011 counts of individuals who actually attended
the ATA Trade Show. Please also see the footnotes below

1. Counts included all preregistered and on-site registered individuals. These are not the number of verified individuals
who actually attended each trade show.
2. Since 2009, non-profit attendees were placed in categories based on their purpose for attending the show.

The ATA welcomed Chevrolet and Outside Hub as co-title sponsors of the 2011 ATA
Trade Show.
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be considerate and thoughtful based
on what we hear and act on what we
learn. Our industry has always been
good to guide and speak up about
what they’re after. So the clues were
there for us to act on and, based on
how our members embraced You Are
Here and the sizable crowds at the
Beer and Gear Exchange, the show
benefited from member feedback
and we’d like to think our members
benefited too. Now, the challenge is
to refocus, emphasize this approach
for 2012 and deliver.” 

2011 ATA Trade Show:
Registration Report

The ATA has unpacked 2011
Trade Show numbers in the registra-
tion report featuring three tables.
The report provides registration
numbers for this year’s show as well
as shows dating back to 2003. 

Tables include: 
Table 1 at left: Counts of individ-

uals who attended the ATA Trade
Show.

Table 2 below: Companies with
at least one representative at the ATA
Trade Show.

Table 3 on page 38: Total square
feet of exhibit space available, total
number of exhibitors and total
booth space purchased at the ATA
Trade Show.

What They’re Saying
In the news business, journalists

often speak of letting a story breathe
so the facts and true representation
of a thing can surface. In the case of
the 2011 ATA Trade Show, the out-
comes hinge on unpacking paper-
work, shuffling through business
cards and putting things in order.
Getting perspective. And, often,
doing a little math.  

Below, find out what archery and
bowhunting manufacturers were
saying: 

“The people who are here are the
real decision-makers, not only on
the buying level but also on the sales
level. I’ve had a rep actually come up

The Burt Coyote Company
www.lumenok.net

309-358-1602

Get the free mobile app at

http://gettag.mobi

Type of Company 2009 2010 2011 
Exhibitor 453 479 513 

Nonexhibiting Manufacturer 76 72 44 

Media 203 183 182 

Retailer/Distributor 1,045 1,007 985 

Sales and Service 61 102 154 

Sales Rep 45 34 38 

Companies
with at
least one
representa-
tive at the
ATA Trade
Show.

Crowds gathered by 8:30 a.m. to await the Show's opening on Thursday, January 6.
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to me and say, ‘Ya
know, I see the
people here are
legitimate buyers,
and they’re the
people who really
should be here. I
think that really
saves a lot of time.’ But even with
that, almost every square inch of our
booth was filled with people the
entire show.” — Ben Summers, direc-
tor of operations, T.R.U. Ball Release
Products.

“We had a great show. First-day
attendance was incredible. We wrote
lots of orders. What I was happy to
see was the attitude of the dealers.

Everybody is much more positive
than they were last year. Things are
looking up. They’re buying. You can
judge a show by the amount of
orders you write, but for me it’s more
about the number of people coming
through the booth that you talk to.”
— Jimmy Primos, chief operation
officer, Primos Hunting Calls.

“This was our second ATA Show
and we did better
than anticipated.
We took more
orders and signed
up new dealers.
We took advantage
of everything we
could to sell our
products. We had a
20 by 30 booth,
because we had a
lot of traffic last
year and wanted
to make sure we
could accommo-
date it this year.”
— Brian Park,
owner, president,
Strother Archery

“The industry
mood was very
positive, especially
compared to a
year ago when we
were coming out
of 2009. There’s a
lot of hope that
things are getting

better. I sensed a lot of enthusiasm
out there, so hopefully that will be
true.” — Bob Link, vice president &
general manager, TrueFlight
Manufacturing Company.

“We consider ATA a must-go-to
show. If we’re not here, the cus-
tomers are going to miss us. Whether
we tie our presence to sales or not,
it’s important to be here and show
dealers our new wares. With Winner’s
Choice, we’ve never sold a lot of
product here, but the follow-up busi-
ness has always been well worth it.”
— Mike Slinkard, president,
Winner’s Choice Custom Bow
Strings and Human Energy
Concealment Systems.

“It looks like the numbers defi-
nitely increased at the show, and
we’re very pleased to see that. Booth
traffic was great throughout the
show, especially the first two days.
Saturday was even pretty steady
until right before the show closed.
Even though our reps hit the road
starting in October, and we get a lot
of our pre-orders written before the
show, we do some order-writing
here. There’s always a lot of dealers
the reps can’t reach, so they come
here to write orders and conduct
business.” — Ross Rinehart,
International Account Manager for
Bear Archery, Trophy Ridge and
Rocket Broadheads.

Author’s Note: For a complete
list of 2011 Trade Show testimonials,
go here: 

http://www.archerytrade.org/ne
w s / p re s s - re l e a s e s / a t a - t r a d e -
show/424-ata-manufacturers-bene-
fit.html

Total square feet of
exhibit space avail-
able, total number
of exhibitors and
total booth space
purchased at the
ATA Trade Show.

 
Exhibitor Info 

   
  2003 

      
    2004 

      
    2005 

      
   2006 

      
   2007 

      
    2008 

     
    2009 

      
   20103 

 
20114 

Total Exhibit 
Space 270,500 270,500 270,500 340,000 340,000 300,000 152,950 336,000 334,720 

Number of 
Exhibitors 475 472 478 499 459 495 453 479 513 

Total Booth 
Space 135,200 136,500 145,400 155,500 145,100 159,350 152,900 154,320 167,550 

 

Footnotes 

3. 2010 Show data includes 24 exhibitors and 720 square feet of space in the Innovation Zone, which was for 
companies who utilized less than a standard 10X10 booth. 

4. 2011 Show data includes 52 exhibitors with 1560 square feet of space in the Innovation Zone and 13 exhibitors 
with 390 square feet of space in the Supplier’s Showcase. 

The show acted as
a market indicator,
with manufacturers
reporting many
optimistic, business-
ready dealers.

Mar11AT036-039.qxp  2/4/2011  11:01 PM  Page 38



Locked and loaded.

Your arrow will 
remain locked 
and loaded ‚ 
totally contained ‚ 
until it’s released.

Unlike other fall 
away rests, the 
Revolution clears 
the arrow’s path 
in the blink of an 
eye with zero 
bounce back.

Total clearance at release.

Watch video of the Revolution in action.
youtube.com/offi  cialtrophyridge

X
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