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Most deer hunters are looking 
for an edge, something that 
will help them take a better 

buck or more meat for the freezer than 
they did last season. Chris and Casey 
Keefer are intent on providing that 
edge with a sophisticated mix of deer 
minerals, attractants and feeds bear-
ing the Rack One brand. � ey drew on 
their guiding and deer ranching experi-
ence to develop the products and now 
they’re drawing on their popularity to 
help market them.

If you watch hunting shows, you’ve 
probably heard of the Keefer brothers. 
� ey’ve been the hosts of BackCountry 
Quest since 2008. Like other hunting 
programs, BackCountry Quest consists 
of stand alone episodes. � e empha-
sis on the adventure, not the harvest, 
plus extremely high production values 
have helped that big game program 
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win numerous awards. However, 
what has really drawn attention to the 
Keefers and the Rusted Rooster Media 
Company they co-own with Jason 
Brown is Dropped: Project Alaska. � at 
series forced the Keefers to live o�  the 
land and it forced viewers to tune into 
the following episodes if they wanted 
to follow the brothers’ progress on their 
28 day wilderness adventure.

Jason Brown was the Executive 
Producer for Dropped: Project Alaska 
and I interviewed him at the classy 
Rusted Rooster Media offices in 
Sanford, Michigan in mid-July. We talk-
ed about that ground-breaking series 
that aired on the Sportsman Channel 
the � rst and second quarters of 2012 
and the potential the continuing series 
has to improve hunting’s image with 
the wider public. Learning about the 
other video and print marketing work 
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Sanford, Michigan in mid-July. We talk-
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that aired on the Sportsman Channel 
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that Rusted Rooster Media is already 
doing for clients and program sponsors 
also gave me a better understanding of 
the level of advertising support retail-
ers can expect if they begin selling the 
Rack One brand.

Brown earned a broadcast jour-
nalism degree at Central Michigan 
University in 2000 and always knew 
he wanted to work on outdoor videos. 
His professors thought it was funny 
that every assignment he turned in 
was related to hunting or the outdoors, 
but by the time he was a senior, he was 
producing a hunting program for Greg 
Abbas of A-Way Outdoors. Brown’s 
skills and his list of credits grew. Five 
years ago, when the Keefer brothers 
were looking to improve the quality of 
the Backcountry Quest program they 
had launched a year earlier, they met 
with Brown and the trio went into the 

Jason Brown started working on hunting videos while he was still in college, and is 
proud of the work being done at Rusted Rooster Media on its own programs and on 
programs and ads for its clients. At left, Brown stands by just some of the awards the 
Sanford, Michigan media company has garnered. Early in June, it learned that it had won 
11 awards (requiring the purchase of a second display rack) during the 33rd Annual Telly 
Awards Ceremony. Dropped: Project Alaska with the Keefers won awards in � ve catego-
ries, and BackCountry Quest won in two. In addition, Rusted Rooster Media won a silver 
(top) award for a 30 second commercial produced for Nikon, as well as bronze awards for 
commercials produced for Buck Knives, Strother Archery and Dream Season.
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outdoor media business together. 
“� e thing with Chris and Casey 

is on the production side, they ‘get it,’’’ 
Brown remarked. “� ey know what it 
takes to make something good and dif-
ferent. Yes, I push the buttons on the 
cameras and in the editing suite, but 
we conceptualize together and togeth-
er we produce some of the best stu�  
out there.”

You don’t have to be a fan of the 
Keefer brothers to see the work of 
Brown or the rest of the members of 
the Rusted Rooster team. � e same 
studio produces the Family Traditions 
program hosted by Haley Heath, fea-
turing her husband G.O. and their chil-
dren, Gunner and Dakota. Levi and 
Samantha Morgan came to Rusted 
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Rooster with their Name the Game, 
which chronicles their adventures in 
the woods and on 3-D courses. Rusted 
Rooster Media has also produced video 
and/or print commercials for some of 
the better known brands in the hunt-
ing business: Nikon Optics, Rage 
Broadheads, Buck Knives, Hunters 
Safety Systems, Millennium Treestands 
and Strother Archery. “Our commer-
cials are everywhere, our shows are 
everywhere,” Brown commented after 
telling me about the 11 Telly Awards 
the business had garnered this year 
alone. Now in their 33rd year, the Telly 
Awards are open to all non-broadcast 
programs and commercials, and this 
year drew more than 12,000 entries. 

Dropped: Project Alaska won two 
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 won two 

of the coveted silver Tellys, the highest 
award possible. “� at was the show we 
developed that changed the mindset 
of the outdoor industry from a pro-
duction standpoint,” Brown continued. 
Until it premiered, the hunting world 
had been stuck in an episode by epi-
sode approach, he said, while outdoor 
programs like Gold Rush and Deadliest 
Catch had evolved into series where 
the storyline carried views from one 
episode to the next. Some hunting pro-
grams are little more than “deer porn,” 
Brown commented, as they focus way 
too much on the kill. � at’s not where 
this production team gets it’s inspira-
tion. Instead, its watching and learning 
from some of the most popular pro-
grams on the Discovery channel and 

outdoor media business together. Rooster with their Rooster with their Name the GameName the Game of the coveted silver Tellys, the highest of the coveted silver Tellys, the highest 

Chris (left) and Casey Keefer can come across as fun-loving but they also inherited a competitive streak that helps push them to try 
to be the best in whatever arena they enter. They are breaking new ground both with their approach to outdoor television and with 
the Rack One whitetail nutrition products that provide a year-round method of improving herd health. Their father, Chuck Keefer, has 
extensive business experience and was instrumental in developing the Rack One product line and setting up the business model.

By Tim Dehn with additional photography by Rich Schultz
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National Geographic channel.
“I think Dropped has gotten people 

to start thinking outside the box, about 
how they can hook the wife and kids 
into watching by focusing more on the 
drama and the danger,” Brown said. 
� e approach seems to be working. 
“We’ve got hundreds of emails from 
people writing us about Dropped, and 
many of them start o�  with ‘I don’t usu-
ally watch outdoor TV...”

Here’s an admission from this 
writer. I don’t watch outdoor TV or 
indeed TV in general, but watching 
the � rst episode on DVD, I was hooked 
by the time bush planes had dropped 

the Keefers, two � eld producers, all 
their gear and no food along a remote 
Alaskan river. So it was fun for me to sit 
down with the brothers and ask how 
they came up with the concept for what 
has become one of the most popular 
programs on the Sportsman Channel 
this year. 

BackCountry Quest is produced 
from fair chase hunts in remote loca-
tions around the world, the Keefers 
said, but if you ask most hunters from 
the lower 48 where they’d love to pur-
sue big game, it is Alaska. Unfortunately 
guided hunts in Alaska can be extreme-
ly expensive as, for example, a hunt for 

Alaska Yukon moose can range from 
$18,000 to $25,000. Yet moose and 
most other Alaska big game can be 
hunted without guides, if you do your 
homework and don’t mind roughing 
it. � e program was an opportunity to 
showcase the pristine Alaska wilder-
ness, an invitation to hunters to get out 
there and experience it and an enter-
taining adventure in its own right.

“All of us went on a diet and a 
physical exercise regime,” Chris Keefer 
explained. “We started eating six small 
snacks instead of three big meals, so 
our stomachs would shrink up and the 
hunger pangs wouldn’t be so intense. 
� e last couple of weeks before we left, 
we were limiting ourselves to just 1,000 
calories a day. We knew our diet once 
we were along the river would consist 
of � sh, meat and berries. In fact, it was 
blueberries for breakfast, � sh for lunch 
and � sh for dinner the � rst three days.” 

After a couple grueling days of 
hunting, Casey Keefer was able to kill 
an old bull caribou, though the meat 
from that was totally exhausted in 14 
days. What is easy to forget is that the 
brothers were not only feeding them-
selves, but the two � eld producers who 
never appear on camera as well. “We 
were all in on it,” Chris commented. 
“When we talked it over beforehand, 
they said, ‘We’re not going to sit around 
eating freeze dried meals while you two 
are starving.’”

 � ey survived the adventure, obvi-
ously, which is why I was able to ask 

StrotherArchery.comToll Free: 888-QLTY-BOW Phone: 810-648-6480

NEW FOR 2012

Join the Strother Team....
Check out our
bows for 2012

Starting with the!

....DO YOU FEEL IT?

TECHNOLOGY
DRIVEN....

PERFORMANCE
ENGINEERED!!!!

the Keefers, two � eld producers, all Alaska Yukon moose can range from 

The two-story o�  ces of Rusted Rooster Media are screened by trees at the 
344  East Saginaw Road location in Sanford, Michigan. At left, Arron Bleise 
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about their background in the hunting 
business and their expansion into the 
Rack One product line. 

� e Keefer brothers grew up in 
Pittsburgh, Pennsylvania and enjoyed 
hunting and � shing with their father 
and grandfather. � e outdoors had 
to take a back seat once they started 
playing hockey, however, a sport that’s 
still a big part of family life. (� eir 
younger brother, Cody, has helped 
St. Norbert College win back to back 
NCAA Division III Championships.) 
Casey himself graduated from high 
school at 17 and went on to play Junior 
A hockey in Canada, with teams in 
Yorkton, Saskatchewan and Dauphin, 
Manitoba. It was real torture to be in 

great whitetail country with no time 
to hunt, he said. His fall schedule was 
� lled with training and games as he 
bulked up and gained experience for 
the college hockey he hoped to play.  

Casey Keefer did make the college 
team, � rst for Mercyhurst College in 
Pennsylvania and then for Ferris State 
University in Michigan. However, he 
left school before graduation to work as 
a big game guide in New Zealand and 
Saskatchewan.

His older brother Chris earned 

about their background in the hunting 

Working as guides has helped give Casey and Chris Keefer more than average hunting skills. They also know it’s important to be in 
good physical condition to endure the rigors of the type of wilderness hunting adventures they’re known for. The Dropped: Project 
Alaska adventure centered around a � oat-drag trip down a pristine river within the Arctic Circle. The “drag” refers to the sections of 
the river that were so shallow, they had to drag the heavy rafts along. At left above, the pair in familiar face paint is shown in a scene 
from the BackCountry Quest program that airs from July through December on the Sportsman Channel. Below, Joel Hopkins works on 
a program in one of the editing suites connected by soundproof windows. The Keefers are planning to build new o�  ces for themselves 
upstairs to provide room for additional production work on the ground � oor.
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a degree in graphic design and print 
management, but couldn’t see himself 
working in an o�  ce or operating a 
printing press. While his brother was 
still playing hockey at the college level, 
Chris was starting to guide. He got a job 
with � e Sanctuary, a premier whitetail 
ranch in northern Michigan. It was a 
great place to study whitetail behavior 
and learn to score them on the hoof. 

Chris next guided and helped man-
age Vahalla, a deer ranch near Grayling, 
Michigan that his father bought after 
selling his security business. Casey 
joined his brother and father at that 
whitetail business, learning how deer 
feed and minerals could be used to 
enhance the deer herd and help the 
bucks grow bigger antlers. Both broth-
ers said their years of guiding gave 
them skills it would be impossible to 
acquire any other way. “When you’re 
guiding, you get to do absolutely every-
thing involved with taking an animal 
but pull the trigger,” Chris said. 

“It’s like being able to kill 15 white-
tails in a season,” Casey said. With all 
the practice the pair has had in caring 
for game, he said, “We can cape and 
debone an animal in about 18 minutes. 
� at’s part of the skill set we got from 
guiding.”

Guiding also opened a door-
way into the world of outdoor tele-
vision. It started when Chris guided 
Jason Housley, who was producing 
the Hunter’s Journal television show. 
Housley then hunted at Vahalla and, 

after getting to know the Keefer family, 
suggested the brothers go on a non-
guided hunt that had been o� ered to 
him. It was a far from routine loca-
tion, a hunt for Siberian Caribou on 
a remote Aleutian island. Chris and 
Casey � lmed each other during the 
hunt and when Housley aired the epi-
sode on his Hunter’s Journal it got a 
pretty big response. � e Keefers decid-
ed launching their own outdoor pro-
gram, BackCountry Quest, would be 
a good way to utilize their big game 
hunting knowledge and build a career 

a degree in graphic design and print 

A scienti� c approach to game manage-
ment at Vahalla Ranch has helped produce 
bucks with signi� cantly greater antler 
mass in just a few years. Above, a photo 
from a Covert game camera shows a 
whitetail coming into one of the Rack One 
attractants during daylight hours.

half island Pape's for A Trade  12/3/10  5:05 PM  Page 1
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where they would both love their jobs.
� at was back in 2008. Two years 

later, as well-known outdoor TV hosts, 
the brothers teamed up with their 
father Chuck and his friend Scott Neal 
to launch the Rack One product line. 
Chuck Keefer’s experience in own-
ing several businesses in his lifetime 
helped ensure the success of the ven-
ture. Getting into the deer feed and 
supplement business in 2010 was a 
way for the four of them to capitalize 
on what they’d learned at the “science 
lab” they call Vahalla Ranch. � e Keefer 
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brothers don’t hunt 
bucks at that operation 
and they never � lm for 
their programs there or 
at any other high fence 
operation. However, 
the years they worked 
to help build up the 
herd taught them a lot 
about whitetail nutri-
tion. 

“You can’t grow 
big-racked deer by put-
ting out 5 pound bags 
of attractant in the fall,” 
Casey said. “� e only 
way to grow big deer is 
to keep them healthy 
365 days a year.” To 
help hunters under-
stand the concept, the 
Rack One product line 
is divided into four color-coded phases.

Whitetail bucks push their bod-
ies to the limit each fall as they � ght, 
chase and breed, and Chris said that 
for their own survival, they have to 
build themselves back up before they 
can start developing signi� cant antler 
mass. More good genetics are passed 
through the doe’s side than the buck’s, 
Casey added, so it’s just as important to 
ensure the health of the does that are 
carrying fawns through the lean win-
ter and early spring months. For this 
“Condition” phase, the company sells 
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Overload in a bright blue bag, a 20 per-
cent protein premium deer feed. � e 
pellets are packed in 25 pound bags, 
light enough to easily tip into feeders. 
Bowhunters can feed Overload year 
round, but if there is plenty of natural 
feed hunters can switch over to the 
XCellerator product as the woods and 
� elds green up.

Packed in 5 pound, red labeled 
bags, XCellerator contains minerals 
that promote deer health and maxi-
mize antler development during Phase 
II, the “Grow” phase of the Rack One 

the toughest, easiest 
to install vane ever

brothers don’t hunt 
bucks at that operation 
and they never � lm for 
their programs there or 
at any other high fence 
operation. However, 

The color-coded Rack One products are designed to be fed 
year-round so hunters can see the maximum bene� t to the 
deer. To get the most from the XCellerator antler growth min-
eral (above), the Keefers want your customers to have been 
� rst feeding the Overload pellets (below) through the tough 
winter months when deer are recovering from the rut.
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calendar. “We recommend hunters 
clear a 3 by 3 foot area down to the 
bare ground, someplace near water, 
and pour the contents on the ground,” 

calendar. “We recommend hunters 
clear a 3 by 3 foot area down to the 
bare ground, someplace near water, 
and pour the contents on the ground,” 

Chris said. “It’s between 48 and 52 
percent sodium. Animals need sodium 
and it’s one of the harder things to � nd 
in nature, but this is not a salt block. 

Chris said. “It’s between 48 and 52 
percent sodium. Animals need sodium 
and it’s one of the harder things to � nd 
in nature, but this is not a salt block. 

It’s also got the dicalcium phosphates 
in there.”

“� ey’ll eat what they need, and 
then walk away. � ink of it as a vita-
min for humans,” Casey suggested, and 
don’t worry that some of the mineral 
will be washed into the dirt. “Deer need 
the bacteria that’s in dirt for healthy 
digestion, especially the little fawns.” 
Mineral sites should be refreshed with 
XCellerator every month, he suggested. 
Southern hunters may choose to keep 
them going year-round, while in the 
north, snow and ice will shut them 
down.

� e Rack One team developed 
white-labeled Chaos for Phase III, the 
“Scout” phase, that runs from May 
through September. “It’s unique to 
Rack One, and it’s meant to be used in 
front of a trail camera,” Chris explained 
about the product sold in 5.5 pound 
bags. “Deer are eating soft foods at that 
time of year, not hard corn or soybeans, 
so between the ingredients and the way 
it’s manufactured, Chaos is very soft 
and palatable.”

His younger brother explained the 
Chaos appeal this way. “You’ve taken 

calendar. “We recommend hunters calendar. “We recommend hunters Chris said. “It’s between 48 and 52 Chris said. “It’s between 48 and 52 Chris said. “It’s between 48 and 52 

through September. “It’s unique to 
Rack One, and it’s meant to be used in 
front of a trail camera,” Chris explained 
about the product sold in 5.5 pound 
bags. “Deer are eating soft foods at that 
time of year, not hard corn or soybeans, time of year, not hard corn or soybeans, 
so between the ingredients and the way 
it’s manufactured, Chaos is very soft 

Clients who come to Rusted Rooster Media � nd a business that can provide a range of 
marketing services, from setting up a website to developing print and video ad cam-
paigns. Naturally, that same range of skills is being put to work for the Rack One product 
line. Above, this clever ad for North American Whitetail Magazine promotes the Chaos 
attractants designed for use in front of game cameras.
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the time to condition them. You’ve 
taken the time to grow them; now, let’s 
� nd them so we can hunt them,” Casey 
summarized.

Rack One offers two attrac-
tants for use during hunting season: 
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� nd them so we can hunt them,” Casey 

Rack One offers two attrac-
tants for use during hunting season: 

gold-labeled Rut Fuel in a 6 pound bag 
and brown labeled Acorn Crush in a 
5.5 pound bag. Hunters can pour either 
on the ground or mix them with corn 
or in a hopper or trough style feeder. 
“It helps bring big deer in at daylight 

gold-labeled Rut Fuel in a 6 pound bag 
and brown labeled Acorn Crush in a 
5.5 pound bag. Hunters can pour either 
on the ground or mix them with corn 
or in a hopper or trough style feeder. 
“It helps bring big deer in at daylight 

hours when you can shoot them,” Chris 
said. “� e only deer you may shoot is 
one buck, but what you’ve been using 
all year has to bene� t all the rest. And 
when the peak rut hits, you can be right 
back in the woods feeding Overload, 
our Condition product. � at’s how you 
can grow bigger deer from year to year.”

ArrowTrade has been encourag-
ing retailers to sell food plot seeds to 
hunters for the past few years, and 
the Keefers believe food plots can be 
e� ective if you’ve got the land, the time 
and the money to invest in them. � at 
is, providing the weather cooperates. 
“We’ve heard from a lot of mid-western 
hunters that this drought is just wreak-
ing havoc on their food plots,” Chris 
said. “Or what if an early freeze kills 
o�  all the turnips you planted for the 
deer?”

“Not to mention, everybody 
doesn’t have a tractor and a seeder,” 
Casey said. “Sure, you can do it with an 
ATV, but look at what you’ll spend on an 
ATV and a tiller to work up the ground.” 
What if your customers already have 
that equipment? “Encourage them to 
plant warm season grasses so the deer 
have cover. � at will help create bed-
ding and breeding areas,” Casey said.

Say you’ve been convinced at 
this point that deer feed, minerals 
and attractants belong on your store 
shelves. What makes the Rack One 
products a strong candidate? “� is isn’t 
a seasonal product,” Casey said. “It’s 
designed to be used 365 days a year. 
It’s going to keep potential customers 
for other things you sell coming back 
to the store.”

 “We’re the only brand with prod-
ucts speci� cally tailored to year-round 
use,” Chris agreed. Yet each of the 
products can also be e� ective for the 
“weekend warrior” who is attracted to 
the display and who tries a single prod-
uct. “If he sees a big deer eating on it, 
maybe next he’ll be back in for another 
phase or will start using it year-round.”

Rusted Rooster Media has been 
successfully building a roster of clients 
who depend on it for marketing ser-
vices, and that company’s designers 
worked long and hard to make Rack 
One products stand out from the com-
petition. � e � rst thing you’ll prob-
ably notice is there are no deer on the 
bag, just bright colors designed to tie 
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that equipment? “Encourage them to 
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I photographed most of the Rusted Rooster Media team with some impressive racks. 
From left to right are Jamieson Crast, Joel Hopkins, Chris Keefer, Jason Brown, Casey 
Keefer, Aaron Bleise and Rich Schultz. John Dolan, the company’s website development 
expert, is not pictured. The antlers up front are from the Alaska Yukon bull moose that 
Chris Keefer arrowed on day 20 of the Dropped: Project Alaska adventure. He uses a 
Strother Wrath bow, took the shot at 39.5 yards and saw the moose drop along the river-
bed about 40 seconds later.
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in with the season and bold lettering 
that designates the intended use. “We 
used blue for the Condition product 
to represent the winter months,” Chris 
said. “XCellerator is red because it’s 
used during the hot summer months. 
Our Scout product, Chaos, is black 
and white for the black and white trail 
cam photos hunters are used to seeing. 
Brown and gold are used for our fall 
products.”

� e bags are printed with a matt 
� nish, not the gloss that’s typically 
used, so they don’t glare under store 
lights. � ey are gusseted on the bottom 
so they can stand up for better display. 
“A lot of thought has gone into this,” 
Chris said. “When you step back and 
look at a retail shelf carrying our prod-
ucts and compare it to the others, the 
way ours stands out is mind-boggling.”

Retailers can get set up with Rack 
One for as little as a $1,000 opening 
order, Casey said. � ey don’t have to 
take a year’s worth of product at once; 
having just two phases on display can 
be e� ective. Ship dates from the Rack 
One formulating plant in Iowa can be 
scheduled for March 1, June 1 and 
September 1. 

Apart from what’s in the bags and 
on the bags, retailers should under-
stand the Keefers are co-owners of both 
Rack One and Rusted Rooster Media. 
� ey intend to grow sales with a very 
strong media campaign. In addition 
to print ads in major consumer pub-
lications, Rack One is the title spon-
sor for BackCountry Quest. � e prod-
uct is used in and promoted by half a 
dozen other programs as well, includ-
ing Family Traditions, Fear No Evil, 
Adrenaline Junkies, Nock On, Brush 
Country Monsters and Red Arrow. 
When the drought hit their thousands 
of acres of food plots hard this summer, 
Mark and Terry Drury of Dream Season 
and Bow Madness signed up to help 
promote the Rack One product line on 
their shows. “We always tell our deal-
ers, ‘If you put it on your shelves, we’ll 
get it o� ,’” Casey said.

Rack One will also be advertised 
during the new Dropped series. By the 
time you read this article, the brothers 
will be heading out on another adven-
ture…one guided by viewer feedback. 
� e reaction to the � rst series was so 
strong, they sought viewer input on 

in with the season and bold lettering 
that designates the intended use. “We 
used blue for the Condition product 
to represent the winter months,” Chris 
said. “XCellerator is red because it’s 
used during the hot summer months. 
Our Scout product, Chaos, is black 
and white for the black and white trail 
cam photos hunters are used to seeing. 
Brown and gold are used for our fall 

� e bags are printed with a matt 
� nish, not the gloss that’s typically 
used, so they don’t glare under store 
lights. � ey are gusseted on the bottom 
so they can stand up for better display. 

what the next adventure should be for 
the Dropped team. “We got over 3,000 
responses giving us direction on where 
we should go and what we should do,” 
Chris said. “� is mission will take us 
110 miles, and it’s never been done 
before.”

Code named Dropped: Project X, 
the new series will consist of hour long 
programs on the Sportsman Channel. 
� at format change was a tough sell 
in an industry dominated by half 
hour hunting programs, but Executive 
Producer Jason Brown said the network 

what the next adventure should be for 
 team. “We got over 3,000 

responses giving us direction on where 
we should go and what we should do,” 
Chris said. “� is mission will take us 
110 miles, and it’s never been done 

Dropped: Project X, Dropped: Project X, Dropped: Project X
the new series will consist of hour long 
programs on the Sportsman Channel. 
� at format change was a tough sell 
in an industry dominated by half 
hour hunting programs, but Executive 
Producer Jason Brown said the network 

agreed to it based on the thousands of 
Facebook comments and emails that 
Dropped: Project Alaska generated. � e 
hour-long format will work better for 
telling the story, Brown said, and with 
what he and the Keefers learned from 
creating the � rst series, it should be a 
story both hunters and non-hunters 
will want to follow.

Author’s Note: Retailers who want 
to learn more about stocking the Rack 
One product line can call (800) 723-
2445.
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Hand Chiseled from 
natural mineral depo

sits 
in Himalayan Salt Mine

s
The Deer Cane Black Magic Rack Rock is a 

100% all natural mineral rock supplement and 

powerful attractant.  We traveled the entire 

globe to find one area that had all the key 

minerals in the ground that could be mined 

out into rock chunks for superior natural rack 

development assistance and attraction.  

Derived from certain parts of the Himalayan 

Salt Mines, we located what we now call the 

Deer Cane Black Magic RACK ROCK, one of 

the most effective and efficient ways to 

provide all the necessary mineral nutrition 

that deer lack and crave in their daily diet.  

The Deer Cane Black Magic Rack Rock…

BRINGS THE RACK! !

Hand Chiseled from 
natural mineral depo

sits 
in Himalayan Salt Mine

s
The Deer Cane Black Magic Rack Rock is a 

100% all natural mineral rock supplement and 

powerful attractant.  We traveled the entire 

globe to find one area that had all the key 

minerals in the ground that could be mined 

out into rock chunks for superior natural rack 

development assistance and attraction.  

Derived from certain parts of the Himalayan 

Salt Mines, we located what we now call the 

Deer Cane Black Magic RACK ROCK, one of 

the most effective and efficient ways to 

provide all the necessary mineral nutrition 

that deer lack and crave in their daily diet.  

The Deer Cane Black Magic Rack Rock…

BRINGS THE RACK! !
www.evolved.com

From the makers of 
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