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The 2012 ATA Trade Show – fea-
turing a record 513 exhibitors 
for the second straight year 

–attracted more than 2,700 retailers 
from 49 states and more than 30 coun-
tries during its January 10-12 run at the 
Greater Columbus (Ohio) Convention 
Center. 

A half-hour into the show’s �rst 
day, over 1,000 of those retailers gath-
ered at BowTech’s booth where the 
company launched its new Insanity 
compound bow. �e launch helped set 
the pace for the show itself. “It’s excit-
ing to see companies unveil new prod-
ucts at the show,” said Jay McAninch, 
ATA CEO/President. “It builds excite-
ment on the show �oor, and gives deal-
ers a heightened reason to be there 
and see the latest innovations and new 
products.”

�e Insanity's launch went o� 
with a bang, literally, and then the 
bow rose from beneath the explo-
sion's smoke cloud. Lance Andrews 
of Redneck Booda Outdoors in Texas 
said, “Product launches like this are 
a lot of hype and they raise a lot of 
curiosity. Customers complain about 
being teased, but once the product is 
unveiled, they forget their impatience. 

companies to consumers.
Internationals were also well rep-

resented at the show by 315 individual 
attendees and 16 exhibiting compa-
nies. 

“�e best thing about this show 
for Toxonics is the customer base it 
brings from Germany, Estonia, Italy, 
New Zealand, Canada and Australia,” 
said Dave Coldwell, President/CEO 
of Toxonics Manufacturing. “We do a 
lot of order writing (here) and it’s the 
perfect show for me to see our foreign 
customers. �at’s the thing that makes 
this show so valuable for us. No other 
show can deliver the foreign markets 
like the ATA Show.”

In addition to the 513 exhibi-
tors on the show �oor, 57 manufac-
turers occupied all available space 
in the Innovation Zone. �e Zone 
is open only to start-up companies 
not yet ready to rent full-size booths 
on the show �oor. �e show feature 
bene�ts companies like Quick Draw 
Bow�shing. A couple of years ago, this 
arrow rest manufacturer wanted to 
bring their product to the show, but 
couldn’t a�ord a booth on the main 
�oor. �e Innovation Zone allowed 
them to make those �rst contacts with 

It creates a great buzz for us.”
Samuel Coalson, BowTech’s direc-

tor of marketing, said the ATA Show 
is the perfect venue for unveiling 
product. “All the other manufacturers 
unveil their bows at di�erent times, 
but we look at the ATA Show as part 
of our organization and one of our top 
partners,” Coalson said. “For orders, if 
things continue the way they’ve been, 
we’ll break every record BowTech ever 
had for sales. Compared to last year, 
this year’s show was bigger and better 
for us.”

�e 2012 exhibitors rented a show-
record 180,836 square feet of booth 
space, up nearly 8 percent from the 
previous record 167,550 in 2011 and a 
17 percent increase from the 154,320 
rented in January 2010 at Columbus. 
Exhibitors also reserved all 73 of the 
show's shooting lanes, which covered 
20,100 square feet. �at was the high-
est number of shooting lanes ever seen 
at the show. Meanwhile, the 2012 show 
in Columbus attracted a record num-
ber of 408 journalists with media atten-
dance spiking upward by about 7 per-
cent from last year, giving the show and 
its new products increased exposure 
and a stronger delivery from industry 

By Patrick Durkin, ATA contributing editor

Industry Surges Ahead at ATA
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TABLE 1. 2003-2008 counts individuals who registered for the ATA Trade Show. 2009-2012 counts individuals 
who actually attended the ATA Trade Show. 
 
Badge Type  2003  2004  2005  2006  2007 2008 2009 2010 2011 2012 
Dealer/Buyer/Distrib. 3,052 2,875 3,405 2,640 2,582 2,937 2,661 2,753 2,985 2724 
Sales Rep. 325 340 219 215 178 169 152 185 204 206 
Visitor 111 45 108 41 35 58 178 14 176 150 
Media 258 267 321 362 325 321 368 387 379 408 
Exhibitor 3,564 4,042 3,909 4,476 3,939 4,262 2,653 3,281 3,838 3,818 
Manufacturer 39 43 45 172 154 132 140 149 103 94 
Supplier          343 
Sales/Service 30 39 54 70 96 145 109 221 400 425 
Non-Profit2 161 31 68 52 14 61     
Staff/VIP/Volunteers 101 110 70 6 86 99 43 53 95 74 
Registration  Total 7,6411 7,7921 8,1991 8,0341 7,4091 8,1841     
Verified Attendees       6,304 7,043 8,180 7,933 
 

Footnotes 
 

1. Counts included all preregistered and onsite 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. 
3. Supplier badges were included in exhibitor and manufacturer badge counts previous to 2012. 

 
 
 
 
 
 
 
 
 

Mar12AT034-037.indd   34 2/3/12   12:22 PM



35

we talked to seemed more optimistic; 
they seemed real optimistic.”

Blake Shelby, marketing director 
for venerable bow-manufacturer PSE, 
said, “It seemed like a lot of people sat 
down with our sales reps and wrote 
orders. I don’t have the totals yet, but 
it’s been looking pretty good. … �e 
dealers who were here were writing 
orders.”

“�is is the best ATA Show we've 
ever had,” said Dave Robb, vice presi-
dent of marketing for industry stal-
wart TenPoint Crossbows. “We had 

with the right people.”
�e overriding feeling that dealer 

quality, optimism and order writing 
was up emerged as a common theme 
throughout exhibitors’ accounts of the 
2012 show.  

 “Tra�c seemed down for us in 
our booth, but orders were way up,” 
said Doug Springer, president, Copper 
John Corporation. “I didn’t get the feel-
ing the aisles were as full, but I know 
we had just as many total orders in 
terms of order forms. �e size of those 
orders, though, was bigger. �e dealers 

dealers, distributors and other manu-
facturers and those networking oppor-
tunities have since snowballed. “When 
we came back (to the show) the next 
year we met with some manufacturers 
again like PSE and Cajun Archery. �ey 
were still thinking about our product, 
and they both picked us up, and so did 
Cabela’s,” said Pennie Montgomery, 
co-owner of Quick Draw Bow�shing 
in Jonesboro, Louisiana. “All that came 
from the contacts we made at the ATA 
Show. It also put us in distributor cata-
logs, and into more dealers’ stores than 
we ever would have gotten into on our 
own. We’ve met a lot of dealers here 
and made orders here that will allow 
us to get onto the main �oor in 2013.”

On the retail side, while retailer 
numbers fell slightly from 985 shops to 
947, a decline of less than 4 percent, the 
numbers remained within the show’s 
historical attendance averages. ATA 
sta� cited the Tuesday-�ursday show 
format, which did create some sched-
uling problems for part-time retailers 
who work second jobs. �ere are also 
more shows for dealers to choose from 
today including buying group shows 
like the Western NABA, NBS and Sports 
Inc. shows and the shows hosted by 
Mathews and Kinsey’s.

“We understand that dealers have 
multiple ways to connect with manu-
facturers and whichever means is cost 
e�ective for each dealer to work their 
accounts, is what that dealer must do,” 
said McAninch. “Yet, the consistent 
increase in exhibitor participation and 
their commitment to the show is tell-
ing: there remains great value in hav-
ing that single, large show. �e quality 
of dealers attending is high and the 
volume of business done is substan-
tial.” 

Monte Bennett, regional sales 
manager of Summit Treestands, noted 
the value of a single, broad-reaching 
show, “�is show always does good for 
us because it gives us the opportunity 
to see our good, quality dealers, all in 
one location.”

John Burgeson, president of 
Wildlife Research Center, a well-estab-
lished company and longtime show 
attendee said, “We had good tra�c, 
and we had the right people coming 
into our booth. (�is) show is always 
important for us, it puts us in touch 
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record-breaking sales. Our booth space 
was � lled throughout the show, except 
the � nal few hours the third day. It 
wasn’t just people walking around 
kicking tires.”

Don Dvoroznak, VP of marketing, 
Ripcord Arrow Rest, said, “I noticed 
on the � oor that (retailers) were very 
eager to get back to doing business the 
way they had been doing business in 
the past. Instead of just ordering 2s and 
4s and saying they’ll call you later, a 
lot of people sat down and wrote their 
program for the entire year.”

Michigan DNR Director Meets 
State ATA Members

If Michigan approves its � rst 
increase in hunting license fees since 
1997, the Michigan DNR would work to 
provide grant money for state conser-
vation groups to do habitat-improve-
ment projects on state-owned hunting 
properties.

� at was one idea proposed by 
Rodney Stokes, director of the Michigan 
Department of Natural Resources, 
when meeting with ATA-member deal-
ers and manufacturers January 10. In a 
Q&A session arranged by Mitch King, 
ATA's director of government a� airs, 
Stokes spoke with manufacturers such 
as Greg Sesselmann, founder and 
president of Scent-Lok; Larry Gri�  th, 
president and owner of Bohning Inc., 
and several Michigan archery dealers.

Sesselmann encouraged Stokes 
to look for ways to make Michigan a 
destination for deer hunters, instead 
of a source of hunters traveling to 
Wisconsin, Illinois, Iowa and other 

states. Sesselmann believes Michigan 
can produce far more quality deer if 
hunters realize all it takes is better 
habitat and self-restraint on shooting 
young bucks.

Stokes agreed Michigan has that 
potential, but worries that the DNR no 
longer has the funding to do neces-
sary habitat work on many of its public 
lands. “I don’t know any household 
anywhere that can get by today on an 
income level that hasn't changed in 15 
years,” he said. “We are not preserving 
the quality of habitat on state proper-
ties the way we’d like.”

Gri�  th said the Michigan DNR has 
a poor reputation in his area, some-
times because conservation wardens 
are rude and disrespectful to citizens. 
Stokes agreed that could be a prob-
lem if wardens make law-enforcement 
their number one priority, not cus-
tomer service. “I want our wardens 
to understand that hunters, anglers 
and campers provide 96 percent of the 
DNR's operating funds,” Stokes said. 
“If our customers go elsewhere to hunt 
and � sh, or quit visiting our parks to 
camp because they feel harassed, our 
people could � nd themselves out of a 
job.”

U.S. Fish & Wildlife Service 
Director Talks Wolves

Daniel Ashe, director of the U.S. 
Fish and Wildlife Service, discussed 
the status of wolf management during 
a breakfast meeting January 11 with 
several ATA Board and industry mem-
bers and Miles Moretti, president/CEO 

at Mule Deer Foundation; and David 
Allen, president/CEO of the Rocky 
Mountain Elk Foundation.

Mitch King, ATA director of gov-
ernment relations, moderated the 
meeting. Ashe said he's optimistic 
environmental groups won't � le a law-
suit to halt the wolf's removal from 
the federal Endangered Species List in 
the Great Lakes states, which will take 
e� ect January 27.

By de-listing wolves, the federal 
government allows state wildlife agen-
cies to take over wolf-management 
work, which can include hunting and 
trapping seasons. Allen said it's impor-
tant for hunters to seek aggressive 
wolf-control plans while stressing they 
do not favor eliminating wolves. “You 
don't want to get the wolves below the 
state's population goal or else they’ll go 
right back on the Endangered Species 
List, and then you'll lose state control 
again,” Allen said.

Ashe said that while it's important 
for states to manage their wolf pop-
ulations, he doesn't consider wolves 
the biggest challenge to healthy pop-
ulations of big-game animals in the 
United States. “Predators exist for every 
game species we hunt, whether you're 
hunting ducks, geese, elk or deer,” he 
said. “� e bigger threat to all game 
species isn't hawks, eagles, wolves or 
mountain lions. � e biggest threat is 
declining habitat, loss of habitat and 
fragmentation of habitat. Habitat pro-
tection must be our number one goal if 
we're to enjoy healthy wildlife popula-
tions far into the future..

Emerging as a common theme throughout exhibitor accounts of the 2012 Show was the 
overriding feeling that dealer quality, optimism and order writing was up.

The 2012 exhibitors rented a Show-record 
180,836 square feet of booth space, up 
nearly 8 percent from the previous record 
167,550 in 2011.
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