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What could bring hundreds of 
archery retailers together on Monday, 
January 7 after a long day on the ATA 
Show � oor? Well, how about free food, 
good country music, beer and the 
chance to win merchandise and cash 
prizes?

� e nationwide rep group Hudalla 
Associates got the pump primed by 
sending about 1,000 of the indepen-
dent retailers it serves a Big Money 
Coupon inviting them to the Customer 
Appreciation Night at the Beer and 
Gear Exchange in the North Wing 
Lobby of the Louisville Exposition 

Center. � e front of the card carried the 
logos of brands represented by Hudalla 
Associates and the back listed seven-
teen booths or demo lanes retailers 
were asked to visit to be eligible for 
the $5,000 grand prize. Having a card 
stamped at even a single booth would 
qualify someone for � ve $1,000 cash 
prizes and three $500 Big Game Bucks 
prizes redeemable for merchandise. 

� e promotion helped boost booth 
tra�  c for the sponsoring manufactur-
ers on the � rst day. � e event was 
open to all retailers, whether or not 
they received the Big Money Coupon 
invitation. During breaks in the music, 
T-shirts and hats were tossed out by the 
Hudalla sta� , many coded to reward 
customers in unique ways. For instance, 
SportChief tossed out 100 camo hats 

Above, dealers reach for merchandise tossed into the crowd by the Hudalla Associates 
sta� . Below, Paul Bogart and his band provide a mix of new and old country favorites 
and Bogart’s original compositions.

Rob Dykeman thanked dealers for their 
support and explained the multiple prizes 
Excalibur was awarding that evening to 
mark its 30th Anniversary.

Dykeman told ArrowTrade he is a strong 
believer in the power of manufacturers’ 
sales representatives in this industry. It 
wasn’t possible to have those reps until 
Excalibur solved the excise tax puzzle by 
setting up a U.S. corporation so it could 
track and pay the FET tax on its products. 
Prior to that, U.S. dealers were limited to 
ordering through distributors who were 
set up to track and pay the excise tax.

“I’m a big believer that reps help sell 
products,” this former sales representative 
for the � rearms industry said. “That kind 
of relationship is di�  cult for us at the fac-
tory to establish if we just see the dealers 
at two or three shows per year. If a rep 
has a personal relationship with a dealer 
and walks in and says, ‘You have to stock 
this product’, that may be the di� erence 
between that  dealer selling three of our 
crossbows a year or 50 a year.”

Above, dealers reach for merchandise tossed into the crowd by the Hudalla Associates Rob Dykeman thanked dealers for their 
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and three of those hats entitled the 
bearer to a full camo suit. Among the 40 
Bear shirts thrown, two were marked 
to let the person who caught them 
pick out his or her choice of bows. � e 

original Muck Boot Company had bun-
dled hats and T-shirts and every one of 
them provided a discount on the deal-
er’s footwear order. Chapin o� ered a 5 
percent discount with 15 of the shirts it 

sent sailing and a 10 percent discount 
with the � nal � ve. KillShot’s contribu-
tion was hats coded for discounts, free 
cameras or free accessories.

� irty Mossy Oak wallets went 

We photographed Traci Jasczak of Custom Archery in Superior, Wisconsin after she had her Big Money Coupon stamped at the Outer 
Limit booth. Above right, you can see representatives at OverDrawn’N Archery in Loyal, Wisconsin with the � ve $1,000 bills Bruce 
Hudalla (far right) has just handed them. 
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sailing out for the Biologic and Nativ 
Nurseries lines and o� ering a mix 
of discounts, free freight and 10-tree 
packages of the disease resistant chest-
nuts the nursery is selling. Excalibur 
also kept things interesting with its 

100-hat toss. Each hat was numbered 
1, 2, 3, 4 or 5. � e goodies ranged from 
a free T-shirt with every Matrix cross-
bow in an initial order to a free Matrix 
crossbow. 

Some manufacturers said “thank 
you” in a di� erent way by purchasing 
drink coupons and providing them to 
their dealers. ArrowTrade’s representa-
tive sat at a table with Steve Huntsman 
of Absolute Archery in Butler, Missouri  
while he enjoyed the music and a cou-
ple of beers. “I didn’t have any problem 
getting around to the booths to get my 
card stamped,” Huntsman commented. 
“� is brings retailers around to see the 
new products and that’s a good thing. I 
probably won’t win anything but we’ve 
got nothing to lose.”

A few minutes later, Huntsman’s 
business was drawn as the winner of 
$500 in Big Buck coupons. “Sometimes 
it works out,” he told me.

Cash distributed that evening 
included $1,000 awarded to Valley 
Sports N Outdoors of Lewistown, 
Pennsylvania; Rick’s Archery Shack of 
Albion, Indiana; Backwoods Archery 
of Morristown, Tennessee and Dan’s 
Sport Shop of Campden, Ohio. Butch’s 
Sports World of Palmyra, Missouri had 
its award doubled to $2000 because the 
store is a member of the ARRO buying 
group.

� e drawings ended with the 
awarding of $5,000 to OverDrawn’n 
Archery of Loyal, Wisconsin.

At left, Vicki and Ralph Cianciarulo sta� ed one of the tents 
where CanCookers prepared food for the crowd. The 4 gallon 
cookers are updated versions of the cream pails that farm fam-
ilies sometimes cooked quick meals in. These have high tem-
perature silicone seals and safety steam vents and have been 
joined by more compact, 2 gallon versions. Above, this team 
from Missouri Valley Mercantile of Je� erson City, Missouri had 
snagged 10 hats between them.  They are (left to right) Je�  
Bexten, Roger Haslag, Lee Krueger and Margie Haslag.

Steve Huntsman (left) and Daniel King of Absolute Archery in Butler, Missouri open the 
envelope containing the $500 in Big Buck Coupons their � rm has just won, one of three 
given away by Big Game Treestands.  Big Bird Bait & Bows of Maryville, Missouri also 
won.

At left, Vicki and Ralph Cianciarulo sta� ed one of the tents 

Steve Huntsman (left) and Daniel King of Absolute Archery in Butler, Missouri open the 

where CanCookers prepared food for the crowd. The 4 gallon 
cookers are updated versions of the cream pails that farm fam-
ilies sometimes cooked quick meals in. These have high tem-
perature silicone seals and safety steam vents and have been 
joined by more compact, 2 gallon versions. Above, this team 
from Missouri Valley Mercantile of Je� erson City, Missouri had 
snagged 10 hats between them.  They are (left to right) Je�  
Bexten, Roger Haslag, Lee Krueger and Margie Haslag.
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Seeing the need for a dedicated 
Archery Auction website where con-
sumers can � nd everything from clas-
sic recurves to the latest in treestands, 
Geo�  Patti, president of Outdoor Vision 
Inc., has launched the appropriately 
named ArcheryAuction.com.  � e site 
provides a sales outlet dedicated to the 
archery and bowhunting enthusiast.

“I felt there was a need for a single, 
all-encompassing site where archery 
enthusiasts from across the country 
could buy and sell equipment specif-
ic to the sport they love,” Patti said. 
“Likewise, it allows local archery deal-
ers the opportunity to sell to a national 
market, expanding the scope of their 
customer base exponentially.”

ArcheryAuction.com o� ers free 
product listings and a low trans-
action fee of only 5% - nearly 50% 
lower than eBay or other large auction 
websites.  Intuitive and easy to use, 
ArcheryAuction.com is PayPal inte-
grated.

For archery pro shops looking to 
expand beyond their local markets, 
ArcheryAuction.com provides a new 
Bulk Import Feature; product list-
ings can be provided in CSV or Excel 
format and ArcheryAuction.com will 
import on the dealer’s behalf. � ere 
are no limits to the number of product 
entries dealers can include.  As inven-
tory changes, dealers have the � ex-
ibility to provide an updated � le at any 
time with current inventory, pricing 
or quantity changes.  � e new import 
� le will overwrite existing inventory 
and update accordingly.  “Why limit 
yourself to a small geographic market ? 
Now, making your inventory available 
to a national consumer base couldn’t 
be any easier,” Patti said.

In addition, ArcheryAuction.
com provides manufacturers with an 
outlet to sell carryover inventory to a 
national archery market.  “Overstocks, 
closeouts or scratch-and-dent items – 
ArcheryAuction.com is the perfect site 
to e�  ciently and e� ectively help clean 

out those shelves before new model-
year inventory arrives,” Patti claimed.

ArcheryAuction.com markets 
directly to the archery consumer 
through both national and regionally 
speci� c print and web media vehicles.  
� ese targeted e� orts help build brand 

awareness and drive web tra�  c to the 
website and, ultimately, your product 
listings.  

For more information, contact 
Geo�  Patti at 413-446-2629 or email 
outdoorvisioninc@gmail.com.

U.S. manufacturing has been a 
long-term goal for Blacks Creek, an 
Idaho based manufacturer of packs 
and bow cases. “While product quality 
was never an issue, delivery times of 
goods were getting much longer and 
minimum requirements were getting 
much larger,” Marcus Flescher said on 
behalf of the company. “� ese issues 
and the fallout of today’s economy 
proved to be the deciding factors for 
the commitment to bring production 
back to the U.S., where it once started.”

� e company made the decision 
to bring production back to the U.S. 
in February of 2011, once signs of 
late delivery from its overseas suppli-
ers started to show up. Rapid internal 
changes were made and equipment 
was purchased to start the process. 
Sta�  ng proved to be the company’s 
largest hurdle. After an extensive 
search for quali� ed workers, the com-
pany � nally completed its team and 

started production in the late spring 
of 2011. Blacks Creek focused on using 
the 2011 production season to hone its 
e�  ciency and prove to its dealers that 
its new U.S. products would be deliv-
ered on time and with better quality 
than ever before. 

“� e 2011 plan was a success and 
Blacks Creek provided on time deliv-
ery at a moment’s notice while qual-
ity increased across the entire line,” 
Flescher claimed. Once the overseas 
product was � ltered out of inventory,  
the company could focus on building 
onto the new line of products by mid 
2012. “Now that the company o� ers 
a full line of American-made archery 
accessories and technical hunting 
packs, we plan to grow the line each 
year with new and innovative products 
that complement the line,” Flescher 
said.

For more information, reach the 
company by calling (208) 445-1996.

Archery Auction Website LaunchesArchery Auction Website LaunchesArchery Auction Website Launches

Production Back to USAProduction Back to USAProduction Back to USA
Blacks Creek MovesBlacks Creek MovesBlacks Creek Moves
Production Back to USAProduction Back to USAProduction Back to USA
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instrumental in the go-to-market 
e� orts for Ecco and Timberland 
earlier in his career.   He brings a 
strong background in product and 
channel segmentation, sales plan-
ning and account management to 
the Honeywell team, along with a 
passion for the selling process – all 
of which will help tell the story of 
the Honeywell stable of brands.

For more information, please 
contact Kelly Lowell, manager of 
brand marketing, at (401) 757-2117 
or kelly.lowell@honeywell.com or 
visit www.HoneywellSafety.com.

William Weiss is the new director of retail foot-
wear sales for Honeywell Safety Products.

Dave and Cindy Maness, from Precision Archery in Broken Bow, Oklahoma, were the 
big winners at the ATA Show when the Sportsman Channel hosted a Chris and Casey 
Keefer (Dropped Project Yukon TV) autograph signing and drawing. Buck Knives is the 
title sponsor of the Dropped Project Yukon TV show and Bob George, director of sales, 
was on hand for the special event. Strother Archery, one of the sponsors of Dropped 
Project Yukon, donated a new Wrath SHO, the company’s � agship bow, as the grand 
prize of the event. “We are proud to be supporting the Keefers in their adventure series 
on the Sportsman Channel and were delighted when Dave’s name was drawn for the 
New Wrath SHO bow,” Dan O’Hare, vice president of marketing, said. The lucky couple is 
shown with Casey Keefer (far left) and Chris Keefer (far right).

Honeywell Safety Products, a 
global leader in personal protective 
equipment, is pleased to announce 
the appointment of William Weiss to 
Director of Retail Footwear Sales. In 
this position, Weiss will manage all 
aspects of the wholesale sales e� ort for 
Honeywell’s footwear brands, includ-
ing � e Original Muck Boot Company, 
Xtratuf, Ranger, Servus by Honeywell 
and NEOS.

Over the last decade, Weiss has 
managed national sales teams for the 
Wolverine Worldwide, Birkenstock and 
J-41/Jambu Adventure brands and was 

Dave and Cindy Maness, from Precision Archery in Broken Bow, Oklahoma, were the 

Muck Boots Line Gets New LeaderMuck Boots Line Gets New LeaderMuck Boots Line Gets New Leader

Francese to Promote Strother BowsFrancese to Promote Strother BowsFrancese to Promote Strother Bows
“We are excited to announce that 

Laura Francese has joined the Strother 
Archery family,” Vice President of 
Marketing Dan O’Hare said. “Laura 
has been a well recognized face in the 
archery world for over eight years. Most 
recently, she is known for her pro-
motion of  both ArcheryTalk.com and 
another archery manufacturer.  Laura 
has a passion for the outdoors, archery 
and introducing young women to the 

great sport of bowhunting.”
“I am extremely excited and proud 

to announce my new partnership with 
Strother Archery and the ‘Strotherhood’ 
family.  � ey have one of the best per-
formance bows on the market and 
their name emulates ‘Commitment to 
Quality’, which is very important to me 
and what I do,” Francese stated.  “I am 
looking forward to 2013 and how my 
passions for the outdoors can grow 

with my new family.”
“On behalf of the entire Strother 

Archery Group, I can say without a 
doubt that Laura Francese will be a 
great addition to our promotions team 
and helping us continue to grow our 
Brand presence throughout the archery 
community,” O’Hare said.

You can welcome Laura by  visit-
ing her Facebook page at https://www.
facebook.com/Francese.Laura or her 
website, www.laurafrancese.com.

For more information about 
Strother Archery, visit the website at 
http://strotherarchery.com or call the 
Michigan � rm at (810) 648-6480.
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Scott Bast and Jerry Milos of 
Takedown Outdoors are pleased to 
announce their acquisition of EZ Kut 
Products. Originally developed by 
Buster Greenway of Woody Hunting 
Products, EZ Kut is best known for 
its line of all metal racheting prun-
ers and loppers. � ey are the only all 
metal tools, designed for the outdoors 
person, that o� er replaceable blades, 
all metal construction, easy ratcheting 
action and a lifetime guarantee. 

EZ Kut also o� ers the EZ Hoist, 
a multi-purpose lifting system featur-
ing dual pulleys and a patented EZ 
Stop and Quick Lift.   Coming soon, 
EZ Kut Products will be introducing 
the EZ Climbing System and other 

outdoor  tools for the rugged outdoors 
person.

EZ Kut has totally rebranded with 
a new logo, marketing campaign and 

website for EZ online ordering. Please 
visit www.ezkutproducts.com or call 
(847) 228-3663.

EZ Kut’s new logo and at right, the ratcheting pruner in action on a limb.

Dale HoweDale Howe

EZ Kut Products Has New OwnersEZ Kut Products Has New OwnersEZ Kut Products Has New Owners

Kinsey’s Adds Howe to OMP SideKinsey’s Adds Howe to OMP SideKinsey’s Adds Howe to OMP Side

Karch Promoted at 3RiversKarch Promoted at 3RiversKarch Promoted at 3Rivers

Kinsey’s Inc. welcomes its new-
est team member, Dale Howe, to the 
October Mountain Products (OMP) 
branch of the business. 

Stemming from a long line of 
outdoorsmen, Howe, who has � lled 
the new position of product develop-
ment/supply chain assistant for OMP, 
has his claws stuck in the world of 
archery. “� e seed that was planted at 
a young age has grown solid roots with-
in the industry since my graduation 
from Millersville University in 2007. 
Industry understanding and experi-
ence have led me to Bass Pro Shops, 
Outtech, Lancaster Archery and the 
recent blessing of joining the Kinsey’s 
sta� ,” Howe said. 

A Kinsey’s spokesperson says the 
� rm continues to grow in leaps and 

bounds, with the OMP brand stretch-
ing further than it ever had before. 

“Looking ahead, I’m excited to 
work with such a prestigious company 
� lled with fellow industry profession-
als. It’s my personal goal to continue on 
the legacy and stewardship of Kinsey’s 
while continuing to push higher stan-
dards,” Howe said.

“Dale’s addition will allow OMP to 

continue its rapid growth plan,” Dave 
Parker, director of sales and strategy, 
said. 

Howe began his new position on 
January 21, 2013. “With a passion and 
excellence for the outdoors, I look for-
ward to being on board and continuing 
Kinsey’s quest as an industry titan,” 
Howe said.

For the past � ve years as assis-
tant director of sales and marketing, 
Johnathan Karch has steered 3Rivers 
Archery’s marketing e� orts. He helped 
redesign the website, build a signi� cant 
social media presence and increase 
the print catalog production and dis-
tribution. 3Rivers Archery is proud to 
announce Johnathan Karch’s promo-
tion to vice president of sales and mar-
keting. In addition to his education 
and marketing expertise, Johnathan 
brings years of bowhunting and tradi-
tional archery experience to the table.

“It’s exciting to have someone so 
passionate about traditional archery 
directing 3Rivers Archery’s market-
ing e� orts,” Teresa Williams, 3Rivers 
Archery’s vice president of operations, 
said.

Sandie Karch, owner and CFO of 
3Rivers Archery, added, “Johnathan 
has worked in every aspect of this fam-
ily owned and operated business since 
he was nine years old and has found 
his niche in marketing. Johnathan’s 
leadership skills and performance 
have exceeded our expectations. We 
are con� dent that he is the right choice 
to take this company to the next level.”

“After spending most of his early 
years helping his family grow 3Rivers 
into a well-recognized company, 
Sandie and I are proud and grateful to 
have Johnny step up and become vice 
president of sales and marketing,” com-
pany Owner and President Dale Karch 
said. Reach this traditional archery 
distributor by calling (866) 587-9501.    
News Continues on page 123
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Source Group to Handle Tink’s AccountSource Group to Handle Tink’s AccountSource Group to Handle Tink’s Account

G5 Names Hawkey New Brand ManagerG5 Names Hawkey New Brand ManagerG5 Names Hawkey New Brand Manager

Tink’s Hunting Products has 
selected Source Outdoor Group as its 
PR and marketing agency, with the 
goal of creating a bigger demand for 
its already popular line of scents and 
hunting accessories. 

Tink’s has a reputation among 
hunters and the outdoor industry for 
making the � nest deer lures, scents 
and attractants on the market. Tink’s 
is known for its abundant and diverse 
products, including quality mock 
scrape lures, scent dispersal systems, 
cover scents, predator scents, hog and 
bear lures, elk and moose lures and 
the popular B-Tech odor-elimination 
products, as well as a variety of hunting 
accessories. 

“My team and I are so excited to be 

working with Tink’s,” Aaron McCaleb, 
Source Outdoor Group president and 
CEO, said. “One of the founding prin-
ciples at Source Outdoor Group is to 
work with good companies and good 
people. Terry Rohm, his team and the 
Tink’s company represent the best of 
both. � e company stands for qual-
ity, value and a 40-year commitment 
to bringing the most innovative and 
dependable products to the market. 
We look forward to working with them 
and to uniting an ever-growing group 
of consumers with the pioneers of the 
scent industry.”

Terry Rohm, Tink’s marketing 
director, said he and the rest of the 
team are thrilled to be working with 
McCaleb and Source Outdoor Group 

and are excited to see and experience 
the results of Source’s unique market-
ing and public relations initiatives. 

“Source Outdoor Group stands out 
in the industry as a leader in market-
ing and communications,” Rohm said. 
“Aaron and his team work cohesively to 
drive consumers to the companies and 
products they represent and to create 
brand loyalty. We’ve witnessed � rst-
hand Source Outdoor Group’s impres-
sive ability to expand brand awareness 
for other companies in the outdoor 
industry and look forward to experi-
encing similar results.”

Source Outdoor Group, based in 
Gainesville, Georgia, specializes in PR, 
marketing, communications and media 
relations in the outdoor industry. 

G5 Outdoors announced the 
addition of David Hawkey as the 
G5 brand manager.  Hawkey will be 
responsible for the correct represen-
tation and brand advancement of 
the G5 Outdoors, Prime and Quest 
Bowhunting brands.

“� e addition of David to the G5 
family is very exciting and welcomed,” 
commented Matt Grace, president of 
G5 Outdoors.  “His experience, cre-
ative thinking and drive to succeed 
will further help move our brands to 
the top of their respective categories.”

Prior to joining G5, David spent 
the past six years advertising and mar-
keting on the Chevrolet account for 
Campbell Ewald, where he worked 
on the national truck division, nation-
al promotions and Chevy regional 
teams. Prior to that, David spent four 
years advertising and marketing for 
the greater Cincinnati McDonalds 
co-op with Fahlgren Advertising, run-
ning the day-to-day business with 
over 110 stores and 26 owner/opera-
tors. David has acquired his extensive 

marketing background through a wide 
range of mediums, including tradition-
al, digital and social initiatives across 
both consumer and trade categories. 
David holds a Bachelor of Arts degree 
from Miami University (Oxford, Ohio), 
where he majored in speech commu-
nication and public relations with a 
minor in marketing. 

“It is a huge honor to be able to 
join the G5 team and help them con-
tinue their growth to the top of the 
archery world,” David stated. “As an 
avid bowhunter, it is a thrill to come to 
work every day and have a hand in the 
continued growth and success of this 
great company. It is a great privilege 
to work with such a collaborative team 
and I look forward to increasing G5’s 
product exposure while strengthening 

both current and new partnerships.”

QUEST GETS NEW LOGO
Quest Bowhunting, a division of 

G5 Outdoors, has rebranded its popu-
lar line of Quest Hunting Bows.  � e 
new silver and blue logo strengthens 
the tie between Quest and its parent, 
G5 Outdoors.

“We needed a new look that more 
accurately re� ects our commitment to 
quality and advanced technology,” G5 
Outdoors President Matt Grace stated.  
“We feel this new look accomplishes 
just that.” � e new logo and brand will 
be found on all 2013 products and was 
introduced at the 2013 ATA show in 
Louisville, Kentucky in January.

To learn more, visit g5outdoors.
com or call (866)456-8836.

Industry News continued from page 30
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