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News Brief
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Show Puts Innovation on Display 
By Amy Hatfield, Communications Manager

� e culmination of a year’s worth 
of archery innovations and pop culture 
curiosity occupied a record-breaking 
189,324 square feet of � oor space at the 
2013 Archery Trade Association’s (ATA) 
Trade Show in Louisville, Kentucky, on 
Jan. 7-9. A total of 531 exhibitors — up 
4 percent from last year  — covered 
the Kentucky Exposition Center’s � oor 
like a quilted blanket with hundreds of 
squares, each self-contained, yet uni-
� ed as a whole. 

And the whole? It was altogether 
intoxicating to the 2,988 dealers, dis-
tributors and buyers investing in the 
archery and bowhunting trade.

“� is is a true selling show,” 
BowTech President Mark Pezzoni said. 
“After more than 20 years attending 
trade shows, I divide them into two 
categories: ‘image’ shows and ‘selling’ 
shows. � e ATA Show is a great venue 
because I judge how we’re doing based 
on how many orders we write here.” 

Bowtech revealed its new bow, 
the Experience, after the 2013 Show 
opened on Monday morning. Again, 
Bowtech resisted unveiling new prod-
uct in the fall but instead leveraged the 
ATA Trade Show’s big stage to make 
the introduction between product and 
buyer. Each year, more manufacturers 
are choosing to introduce new prod-
ucts at the ATA Trade Show. 

“� e sheer volume of new prod-
ucts at this show is impressive,”   Josh 
Sturgill of bowhunting.com wrote 
while Petersen’s Bowhunting reported 
that show products followed a com-
mon trend: “� rst and foremost, 2013 is 
about lighter, faster and stronger.”

“What I appreciate about our show 
is its ability to stay true to who we 
are — archery and bowhunting — but 
to achieve great diversity within our 
niche,” Jay McAninch, ATA CEO/presi-
dent, said. “While our companies are 
uni� ed as an industry and collaborate 

in our mission to grow archery, each 
company and archery shop is unique 
and, collectively, they provide a local 
twist in selling a myriad of products. 
� e Trade Show is a venue designed 
for business and order writing but it’s 
also a venue that embraces innovative 
promotions and marketing, a broad 
array of lines related to all facets of 
bowhunting and all of this is mixed in 
with a creative, spontaneous � are that 
is punctuated by new ideas. � e fact 
the industry growth trend continues is 
not at all a surprise to show attendees.” 

� is year, the show introduced 
the � rst annual V.I.P. (Very Innovative 
Products) ATA Runway Show, a fash-
ion runway featuring outdoor celebs 
modeling hunting gear and product 
on the red carpet at Robinson Outdoor 
Products’ booth.

� ere was also a renewed buzz 
surrounding traditional and compet-
itive archery, likely due to archery’s 
“pop culture moment” thanks to the 
2012 Summer Olympics and block-
buster movies ‘like “Hunger Games” 
and “Brave.”’

“We’re looking to get into 

traditional archery more, so we signed 
up with Bear Archery for their tradi-
tional line,” Chip Johnson of Je� erson 
Archery in Je� erson, Maryland said. 
“� at’s new for us.”

� e 2013 ATA Trade Show wel-
comed archery and bowhunting pro-
fessionals from around the world, 
including attendees of the annual 
ARRO Hot Show, held onsite prior to 
the ATA Show open; the NABA buying 
group and key dealers from NBS and 
Sports Inc. 

“� is is the � rst year we’ve done 
the ATA Show since we’ve been in the 
camo business and we actually created 
a lot of buzz here,” Rusty Sellars, presi-
dent/CEO of True Timber Outdoors, 
said. “(� ere was) a lot of dealer inter-
est. We were able to meet with Cabela’s 
and Amazon.com and Scheels. � e 
ATA is doing a great job running it and 
I hope they don’t change anything.”

Outtech continued its tradi-
tion of kicking o�  the show with the 
Innovations XV event on Sunday eve-
ning. � e capacity crowd of archery 
dealers and exhibitors welcomed the 
silver-medal-winning Olympic archery 

The registration area for the 2012 ATA Trade Show as seen from above.
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men’s team of Brady Ellison, Jake 
Kaminski and Jacob Wukie to the stage.

For the third year in a row, the 
� rst night of the Beer & Gear Exchange 
included the Hudalla Customer 
Appreciation event and the Can Cooker 
Celebrity Cook o� . Both of these events 
drew elbow-to-elbow crowds and both 
have become staples of Day One’s pop-
ular after hours gathering spot. � e 
second night, Tuesday, of the Beer & 
Gear Exchange in Louisville featured a 
new sponsor: Weston, who orchestrat-
ed a jerky and sausage food sampling 
for showgoers hanging out after the 
show � oor closed. 

And while after hours were dedi-
cated to food, cold beverages and light-
hearted camaraderie, the mornings 
were dedicated to education, new ideas 

and concepts at the Archery Trade 
Academy, the show’s seminar series.

� e ATA Trade Show is owned 
and operated by the Archery Trade 
Association. � e next ATA Show for 
archery and bowhunting industry 
professionals will be in Nashville, 
Tennessee on Jan. 6-8, 2014. 

Exhibitors’ View
Greg Sesselmann, 
president/founder, Scent Lok
� e show has been very good for 

us. We’re seeing a lot of very excited 
people; people are very pleased. We 
pulled out of the ATA Show for a bit 
but we realized we had to get back into 
it. Even though the smaller stores and 
mom-and-pop shops don’t stock a lot 
of our stu� , these dealers are the top of 

the pyramid. � ey’re the in� uencers. 
� ese independent dealers here are the 
in� uencers of what Cabela’s and Bass 
Pro Shops and Gander are going to be 
buying in two or three years. If they see 
something, they’re going to come out 
and put it on their shelves and the word 
starts spreading for us. 

Mark Pezzoni, president,   
 BowTech

One of the key reasons I love the 
ATA Show is that it’s a true selling show. 
I’ve been going to trade shows for more 
than 20 years. If I were to divide the 
world of trade shows into categories, I’d 
say you have “image” shows and “sell-
ing” shows. Image shows get tougher 
and tougher to justify from a manufac-
turing standpoint because I can’t mea-
sure results. � e ATA is a great venue 

  

1 

 
 
TABLE 1. 2003-2008 counts individuals who registered for the ATA Trade Show. 2009-2013 counts individuals 
who actually attended the ATA Trade Show. 
 
Badge Type  2003  2004  2005  2006  2007 2008 2009 2010 2011 2012 2013 
Dealer/Buyer/Distrib. 3,052 2,875 3,405 2,640 2,582 2,937 2,661 2,753 2,985 2,724 2,988 
Sales Rep. 325 340 219 215 178 169 152 185 204 206 213 
Visitor 111 45 108 41 35 58 178 14 176 150 78 
Media 258 267 321 362 325 321 368 387 379 408 343 
Exhibitor 3,564 4,042 3,909 4,476 3,939 4,262 2,653 3,281 3,838 3,818 3,982 
Manufacturer 39 43 45 172 154 132 140 149 103 94 46 
Supplier          343 423 

Sales/Service 30 39 54 70 96 145 109 221 400 425 485 
Non-Profit2 161 31 68 52 14 61      
Staff/VIP/Volunteers 101 110 70 6 86 99 43 53 95 74 76 
Registration  Total 7,6411 7,7921 8,1991 8,0341 7,4091 8,1841      
Verified Attendees       6,304 7,043 8,180 7,933 8,253 

 

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. 

 
 
 
 
 
 
 
 
 

A panoramic view of the show fl oor.
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because I can tell how well we’re doing 
by how many orders we’re writing. 

Jimmy Primos, COO, 
Primos Hunting Calls
� e show was great overall. It was 

very well attended and we had great 
� oor tra�  c. Dealers were buying and 
placing orders. � is is a great show 
for us, especially for our senior sta�  
to meet dealers, get feedback, � nd out 
what they’d like to see, what’s selling, 
what’s not selling. We talk to them 
about our pricing and sometimes get 
feedback even on our competitors. We 
do a lot of store promotions where you 
meet consumers but to really get to talk 
to the dealers and get their input is very 
valuable to us. 

Greg Easton, president, 
Jas. D. Easton Inc.
� e ATA Show continues to provide 

great value for our companies.   Each 
year, we meet new customers, interact 
with current customers and renew our 
relationships and industry connections 
at the show. � e 2013 Show was vibrant 
with positive energy and it was great to 
see the large number of new dealers 
attending the show.

Ben Summers, 
director of operations, 
T.R.U. Ball Release Products 
Our ATA Show sales are already 

up around 25 percent over last year, 
even considering that we allow deal-
ers to continue to place orders through 
the end of the month. We released our 
major new Achieve tournament sights 
and gave each dealer a sample of our 
new Fang releases at the show and the 
response was overwhelming! 

I have heard sales from dealers and 
big box stores nationwide are way up, 
particularly in youth equipment. One 
of my top dealers from Kentucky told 
of a record-breaking year thanks to the 
addition of archery as a school sport. 
� e sale of bows to students seemed 
to increase the number of bows sold to 
parents. � is is a di� erent crowd than 
the typical American bowhunter, with 
more focus on tournament shooting. I 

overheard another top Louisiana dealer 
saying that working with every possible 
local youth group, including churches, 
Scouts, 4-H clubs and schools, was 
his secret of success. By everyone in 
the industry working together, we have 
begun to move the needle that mea-
sures participation.

Mike Swan, marketing director, 
Robinson Outdoor Products 
� e halls have been full. We’ve had 

the VIP Runway Show and that’s been a 
great success for us. � is is our � rst year 
for that but, all said, it’s been reward-
ing for us at Robinson. It’s been a great 
opportunity for us.

Blake Shelby, 
PSE Marketing Department
Any time there is an opportunity 

to get our o�  cers and key people at 
PSE to meet one-on-one with dealers, 
it is extremely important to do so.  � e 
ATA show provides the opportunity for 
us to meet with dealers of all sizes. We 
take in a lot of feedback from our dealer 
customers and that is critical to our 
business success.

Mike Ellig, president, 
Black Gold Inc.
I was thinking this morning about 

what a good show this one was. Jay and 
the (ATA) crew did a great job. Overall, 
I think it was the best show I can 

remember.   We had the best writing 
show we have ever had at ATA. Way 
up over any other year. I have not seen 
dealers walking around with an attitude 
that good for many years.   Hopefully 
we can help to keep the foot on the gas 
pedal and build some momentum in 
the industry.

Mike Walston, COO, 
Wildgame Innovations
� e dealers we saw were buying. 

� ey had a pretty good year in 2012 and 
are looking forward to an even better 
year in 2013. 

Butch � omas, 
Morrell Manufacturing
� e 2013 ATA Trade Show was 

outstanding.   It was a record-break-
ing, smashing show for Morrell. We 
knocked it out of the park as far as 
orders written. From the opening gate 
to close of the show, our booth sta�  was 
completely covered up. I brought extra 
help this year and still could have used 
two to three more people. We appre-
ciate the face-to-face time with our 
current accounts, but also acquired a 
tremendous number of new accounts. 
I really enjoy the friendly atmosphere 
that allows us to communicate with 
our dealers on a more personal level, 
although you are still conducting busi-
ness. You can only do so much over the 
phone.   

Attendees gathered in the Beer & Gear area on the fi rst evening for the Customer Appreciation night 
sponsored by Hudalla Associates.
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Keith Arnold, 
purchasing manager, Kinsey’s
(I wanted to) commend the ATA 

on a good job this year.  Last year was 
likely the worst in the way of “prospec-
tive TV shows” tying up vendors’ time. 
� is year, out of our three buyers work-
ing independently on the � oor, there 
was only one instance of us being held 
up from working with vendors due to 
(TV show solicitations). � is obviously 
made our jobs at the show much easier 
and allowed us to visit more vendors 
to get business done. I have spoken 
to two vendors who mirror my senti-
ments, stating they were glad that there 
were far fewer solicitations.   So thank 
you very much for scaling back on the 
“guests” and other people who are not 
doing legitimate business at this show.

Peter Crawford, president, 
� e Outdoor Group 
You know, there’s been a lot of 

gloom and doom about the economy 
but the amount of people actually buy-
ing stu�  here is probably more than 
I’ve ever seen.

Kerri Harmstom, HME Products
We had a really good show. � is 

is our � fth year at the ATA Show. Each 
year, it gets better for us because more 
people are realizing who we are.

Mike Sohm, CEO, Magnus
We had our best show ever as far as 

writing orders at the show!

Jerry Peterson, president, 
Woods Wise/Call Masters 
All the dealers that we’ve talked 

to were enthusiastic. � e economy is 
still local. It always has much more 
to do with what’s happening in the 
immediate area around you, especially 
among the dealers. � e dealers who 
have had plants shut down nearby are 
de� nitely not looking for pricier pieces. 
� ey can’t sell much to their customers 
because it’s tight. � en we see the other 
side of the economy, where people 
are just rolling in the high dollars and 
so they’ll walk into their dealers and 
not blink about spending $2,000. And 

so I’m pleased to see that the primary 
archery manufacturers are addressing 
both ends of that spectrum for their 
customers.

For us at this show, we’ve had 
a wonderful show because we have 
unrolled a refreshing new branding of 
our products. Tra�  c in the booth was 
steady for us the � rst two days of the 
show. All of our sta�  stayed busy with 
people through the whole show. � is 
is the third day and we’re just about 
out of literature to hand out and we’re 
just a couple of hours away from the 
show’s end. 

Rusty Sellars, president/CEO,  
 True Timber Outdoors

� is is the � rst year we’ve done 
the ATA Show since we’ve been in the 
camo business and we actually cre-
ated a lot of buzz here. We were able to 
meet with Cabela’s and Amazon.com, 
Scheels; we’ve had strong interest. � e 
ATA is doing a great job running it and I 
hope they don’t change anything.

Lennis Janzen, owner/designer,  
 Crooked Horn Out� tters

I’ve been in this industry for 23 
years now. I do numerous di� erent 
shows every year. � e thing I like about 
the ATA Show is that it’s the � rst show 
of the year. Everybody is very excited 
about the show season because they’re 
not worn out yet. And everybody from 
the manufacturing side to the dealers 
is very willing to talk to everybody. 
Doing it in di� erent cities each year is 
really kind of nice because you experi-
ence new parts of the country and new 
people every year as well. I can’t say 
enough about the show’s management 
and the way it’s all run. Business was 
stronger (for us) this year than at last 
year’s show. We’re seeing very strong 
sales this year. 

Jerrod Lile, Trophy Taker Inc.
First and foremost, the face-to-face 

time and interaction with the dealers 
is the biggest value we get from the 
ATA Show.   We use the opportunity 
to talk with dealers and really under-
stand what we can do to improve our 
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products.   In addition, the show pro-
vides a platform to show o�  our new 
products as many of the dealers are 
seeing these new products for the � rst 
time at this show.  

Retailers’ View
Michael Blanton,  
Hunter’s Friend, 
Oil Springs, Kentucky
We had the bar so high for this 

show because it’s been excellent for 
years and it was excellent again this 
year. We’ve been coming to this show 
for about the past 10 years. It’s not so 
much the booths and what’s in them 
as much as it is the people coming 
through and the relationships you’re 
building with them. � is show is more 
about people than it is the show itself.  

Steve Riese, 
All Seasons Archery Place,   

 Beaver Dam, Wisconsin
We’ve been coming to the ATA 

show for 14 years now. � e seminars 
were great. � ere’s a lot of room to 
write orders when you stopped at an 
exhibitor’s booth. You could pick a 
table, go down and write your order 
undisturbed without having to stand at 
a booth and conduct business. 

One product line we noticed this 
year is that the targets are becoming 
more durable and they’re available in 
a variety of target con� gurations. � ere 
are other products…more variety in 
carbon arrows…and they’re making 
them lighter and stronger. For the bow 
manufacturers, there’s a never-ending 

advance to make them lighter, faster 
and more forgiving. From year to year, 
they just keep outdoing themselves.

Chip Johnson, 
Je� erson Archery, 
Je� erson, Maryland
� is is the 10th year we’ve come to 

the ATA Show and it’s kind of nice to be 
in a di� erent venue. You see di� erent 
cities and so forth. We’re looking for-
ward to Nashville next year. One thing 
we did this year at the show: we’re 
looking to get more into traditional 
archery and so we signed up with 
Bear Archery for their traditional line; 
that’s new for us. We also picked up the 
Toxic and Solid broadheads here at the 
show. We’re going to try some of those. 
We also liked seeing all the di� erent 
mounting systems for cameras on the 
bows. Lots of companies are coming 
out with some nice stu�  for that.

Deanna Cronin, 
Timber Mesa Outdoors, 
Show Low, Arizona 
� is is the � rst ATA Show we’ve 

attended. Great show. It was nice to sit 
down and talk to the manufacturers, 
set up their accounts, see and touch 
the new products, talk to the reps face-
to-face. 

Jim Kneeland, 
Archers A� eld, Tigard, Oregon 
 (� e ATA Show) is a way for me 

to stay in touch with the industry, see 
new products and look for bargains. 
Attendance was strong and the attitude 
of dealers was upbeat. And I liked the 
Visa card. I’d take a $100 Visa card any 
day over a bowl of chips. 

Lance Postma, 
Top of Utah Archery, Logan, Utah
I attend the show to meet and greet 

the manufacturers I order from. I take 
advantage of purchasing discounts and 
bring ordering history to place orders 
for the year. I also take full advantage 
of the pricing structure o� ered at the 
show and the Visa card is a great way 
to reward the dealers for attending. � e 
overall experience was fantastic and I 
like what the ATA is doing to bring deal-
ers and manufacturers together. 

Todd Mahalic, 
Red Arrow Archery Supplies,  

 Lowell, Michigan
� e show was awesome. Getting to 

meet the people you deal with over the 
phone and being able to talk to them 
face-to-face is key. I was able to buy a 
dinner for my sta�  with the $100 Visa 
card provided to dealers attending. 

George Loveless, 
D & J Archery Shop, 
Hubbard, Ohio 
Very, very well run show. I do a 

lot of buying at the show and I really 
enjoyed it. Everyone was very helpful. 
Very impressed with the show organi-
zation. 

Cathy Bliss, 
T-Town Archery, 
Tunkhannock, Pennsylvania 
I’ve been attending the show since 

the beginning and go every year to 
see the new products. And I enjoy 
the seminars. I even attend the same 
ones o� ered year-to-year to see what’s 
changed. It’s just nice to have every-
thing all in one room. 

Show Numbers: Quick Glance
2013 TRADE SHOW ATTENDANCE 
Total Veri� ed Attendees: 8,253
Total Booth Space: 189,324
Number of Exhibitors: 531
Average Per Seminar: 25
For detailed attendance data, see 

Table Comparisons 

Patrick Durkin and Shannon 
Rikard contributed to this column. 

• Better accuracy right now
• Confidence at long range
• Works with your existing sight
• Controls bow torque

Watch the Square-Up video on our website

SquareUpArchery.com    (860)-663-3949
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