
The most effective way to pro-
vide the kind of Trade Show
ATA members prefer is to sim-

ply ask, so we did. We tracked and
recorded your answers, compiled a
spreadsheet and looked at the big
picture. It wasn’t an easy task, but we
found patterns, and through those
patterns we found solutions.

What we learned was pretty
straightforward: You want a trade
show that emphasizes business.
More specifically, we found four
aspects that outrank all others: 

1. See and learn about new prod-
ucts. 

2. Talk with key manufacturers,
distributors and sales reps.

3. Increase technical expertise
and knowledge. 

4. Save money on buying prod-
ucts. 

Since each ATA member took the
time to share their expectations, we
have weighted show features and
services to focus on those critical
four components. Below, is a list of
show features that add value for
every dealer who attends the 2012
Show in Columbus, Ohio, January
10-12. 

What’s In It For The Dealers? 
Location: More than 70 percent

of all the dealers in the ATA’s data-
base are within 600 miles of
Columbus, including 25 percent
within 200 miles or less.

Shooting Lanes: There are 74
shooting lanes this year for product
demonstrations.

Member Lounge: Two member
lounges are open during show hours
free of charge. You can access the
Internet, grab a snack and conduct
business.

Booth Personnel: Speak directly

to company owners, engineers, sales
staff, make key contacts and direct
contact with the experts. 

Diversified Exhibitors: More
than 440 exhibitors that cover every
archery and bowhunting product as
well as supporting categories like
cutlery, clothing, optics, cooking,
camping and ATV will be attending
the show.

Show Discounts & Promotions:
Exhibitors offer plenty of show dis-
counts that more than offset the cost
of attending the show. See new prod-
ucts revealed at the show.

NABA: NABA holds one of their
two annual shows in conjunction
with the ATA Trade Show. NABA
members find their “buy group” dis-
counts at participating company
booths on the ATA Show floor. 

ARRO: ARRO holds their annual
HOT Show in conjunction with the
ATA Trade Show. ARRO’s Hot Show

will be held Sunday, January 8 and
Monday, January 9 also at the
Greater Columbus Convention
Center. ARRO retailers may be eligi-
ble for travel reimbursement based
on the orders they place at the Hot
Show.

Other Events: Outtech will hold
their Innovations event on Monday
before the ATA Show opens. Beer and
Gear Exchange, the Celebrity Can
Cooker Event and the Baldies event
to support cancer research in the
evening. Hudalla and Associates will
also sponsor a cash giveaway event.

Hotels: Negotiated discounted
hotel packages for members that
include complimentary Internet as
well as complimentary or discount-
ed breakfast and parking.

Haven’t Registered?
If you’re looking at this column

and have every intention of attend-
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2012 ATA Trade Show:

Previews, Prep & Planning

By  Amy Hatfield, ATA Communications Manager

Based on recent survey data, the No.1 reason dealers attend the ATA Trade Show is to
see and learn about new products. Here, a crowd gathers at a Show floor product
launch.
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ing the Show but haven’t registered,
you can still make it happen online.
Plus, you’ll avoid the wait at the
show registration desk onsite. Online
registration is open until the week
prior to the Show and is simple. To
register, simply visit
archerytrade.org. You’ll see “Trade
Show Registration,” on the home
page, bottom right. Click there. You’ll
need to use your member sign-in
information to access the registra-
tion screens. If you have trouble, ATA
staff can walk you through online
registration. Call (866) 266-2776. 

Express Pass 101
After the ATA receives your pay-

ment and your registration is com-
plete, you will receive a confirmation
via email featuring your
“ExpressPass,” as well as hotel links
and an access code to discounts in
the ATA hotel block.

When you pack for the show, be
sure to bring along your ExpressPass
to expedite your arrival at the
Columbus Convention Center,
where you’ll find ExpressPass kiosks
at two convenient locations inside.
Just swipe your ExpressPass, grab
your badge(s) and you’re ready to hit
the Show floor!

Beer & Gear Exchange Is Back! 
This fun get-together begins

immediately after the Show floor
closes Tuesday and Wednesday,
January 10-11. The event runs from 6
to 7:30 p.m., and CanCooker will
again sponsor the Celebrity Cook-off
on Tuesday. Hudalla Associates is
sponsoring the Tuesday event, and
will provide entertainment and a
cash-prize giveaway. Wednesday’s
event will feature the Baldy Awards.
In addition, Outtech will give away
prizes Tuesday and Wednesday
night. Cash bars will be set up
throughout the venue, and you can
redeem drink tickets or buy a draft
beer for $3.50.

You Are Here:
Find What You Need. Now.
You Are Here is an interactive

floor plan and exhibitor directory.
Find what you’re looking for before
the show, on the show floor and on-

the-go via your desktop computer,
kiosks located strategically through-
out the show floor or using your
smartphone. How? Go to archery-
trade.org and click on the promo box
at the bottom of the page. The idea is
for you, the attendee, to scout your
companies and their locations
before you go to the Show. Plus, You
Are Here is nice because it houses
the show’s seminar schedule and
exhibitors are going online and
adding special, booth events as they
are planned. Check back frequently
to find new events.

Something New.
It Involves Your Gadgets.
This year the ATA is placing four

Business Hubs on the Trade Show
floor. Each Business Hub features
three items: 1) For the first time,
power charging stations so you’re
not walking around conserving your
one bar that remains on the battery-
life graphic of your phone’s display
screen. 2) You Are Here kiosks featur-
ing the interactive floor plan and
directory. Plus, use the kiosks to find
what you’re looking for and print the
location and company information.
3) Literature kiosks, where you can

grab free materials on products and
companies that meet your interest. 

Big Buck Tags 411
Every shop, individual buyer or

retailer will receive one coupon book
at registration. Every participating
company will have a poster in their
booth indicating their coupon book
contribution. Plus, the book
includes a table of contents listing all
participating companies along with
numbered pages so the books are
user-friendly and dealers can find
what they need quickly as they’re
walking up and down the show floor. 

Big Buck Tags was designed to
address exhibitor and dealer
demands highlighted in a 2009 Trade
Show survey, initiated by the ATA and
conducted by Responsive
Management. The survey confirmed
distance, fuel costs and airfare were
important factors for dealers in deter-
mining whether to attend the 2010
show. Given the potential value of the
Big Buck Tags, discounts in the
coupon books could easily offset trav-
el costs for many dealers. Coupons are
only valid at the Show, so make sure to
take advantage of these while on the
show floor

Since 2003, the ATA Trade Show has not only been a platform for the
industry to conduct business, but has provided a tool for all companies to
unite and support archery growth. By owning and operating the show, the
Archery Trade Association could run a more cost-effective event, increasing
net revenues for investments after expenses.

Since adopting this model, the event has generated more than $15 mil-
lion and has been used to fund hundreds of projects that put bows in the
hands of new archers and created facilities for archers and bowhunters.

“One of the most important attributes of the Trade Show as a revenue
generator is its design to capture funding from all participating companies,”
said Jay McAninch, ATA CEO/president. “Every industry business con-
tributes, as opposed to the voluntary Save Our Heritage contribution, which
wasn’t supported by all companies.”

While revenues raised at the ATA Trade Show are vitally important to the
extension and growth of archery, investing in the future is often a tough sell.

“The trade show model is designed to accomplish two very different goals,”
McAninch said. “One facet of the Show must meet today’s business needs and
do everything possible to offer a cost-effective and efficient venue for the
industry to network, write orders, extend branding and otherwise do business.
We work to support the business side of the show by negotiating below-market
convention center, hotel, parking, food and venue rates. Yet, the other facet of
the show must drive revenues for tomorrow’s growth opportunities.” 

How Your Show Attendance 
Improves Your Business Bottom Line
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In some ways, the
trade show model is
similar to a 401K
plan. Through the
show, industry busi-
nesses can invest in
the future. The
option is always
there, the ATA is
invested, as are most
industry companies.
When companies
find their business
fortunes down, they
can sit out while oth-
ers in the industry
carry the ball, provid-
ing the support needed to sustain growth programs. Oftentimes sectors of
the industry hit peaks and valleys at different times, so they complement
each other.

“The unity of the ATA Trade Show and, really, the overarching concept of
our trade association, is what makes a united effort among archery and
bowhunting companies possible,” McAninch said. “In any business, not just
archery and bowhunting, you find common ground where you can.”

And, when it works, companies achieve collectively what each cannot
achieve independently. Admittedly, sharing in the context of business can be
a venture fraught with skepticism, but there’s an unheralded twist that’s
often overlooked: In shared goals, common ground is narrow, therefore, the
goal is more precise. 

In a recent issue of “Bloomberg’s Businessweek,” the magazine profiled
the Green Bay Packers and the organization’s success as a community-
owned professional football franchise. The community is united in “sharing”
a team and their end goal is narrow and clear. Like the ATA and its Trade
Show, the Packers “must constantly walk that fine line between profitability
and community,” wrote BusinessWeek contributor Karl Taro.

In a nutshell, that’s the Trade Show. It’s a business venue conceived to
serve our trade association members by gathering more than 500 manufac-
turers in one place to meet, network and trade with more than 1,000 archery
retailers. Yet, the Show must remain profitable so revenues are generated for
growth investment. A show model designed to generate revenues for growth,
on behalf of an entire industry, cannot and will never compete with a private
show that’s designed to generate revenues for one company’s bottom line.

There are a couple of gems in Taro’s comparisons between the Packers’
organizational model and that of a traditional NFL franchise: “The Packers
occupy a unique niche in the NFL. It is hard to question their financial
motives since there is no individual owner in Green Bay who stands to ben-
efit from any particular league policy. Former Commissioner Tagliabue calls
Green Bay’s position ‘moral purity or economic objectivity. Whatever it is, it
is useful.’” 

It comes down to this: There are always desired outcomes and there are
always distractions that interfere with those outcomes. The Packers’ struc-
ture allows them to focus primarily on producing good football, the on-the-
field, end-result. If they succeed, the support will be there. For the ATA and
its Trade Show, the structure as a trade association frees the organization
from the competitive posturing that’s natural and necessary to private busi-
nesses.

When liberated as such, the ATA is free to focus on a long-term growth plan
that’s best suited to grow the number of archers and bowhunters using tactics
and partners that work to benefit the industry equally and effectively.
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The ATA Trade Show has generated more than $15 million
to fund hundreds of projects that put bows in the hands of
new archers and create facilities for archers and
bowhunters.
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