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Despite being one of the � rst 
members of the media to 
learn that proceeds from 

the Mathews licensing program were 
being used to fund Christian missions, 

espite being one of the � rst 
members of the media to 
learn that proceeds from 

the Mathews licensing program were 
being used to fund Christian missions, 

it didn’t keep me from confusing the 
facts in our March 2013 issue.

I was at the headquarters of Blacks 
Creek Guide Gear way back in 2008, 
doing the interviews for our November 

it didn’t keep me from confusing the 

I was at the headquarters of Blacks 
Creek Guide Gear way back in 2008, 
doing the interviews for our November 

Cover Story on that brand. I spotted a 
large framed photo, on the wall of Sandy 
Caster’s o�  ce, of an overseas mission 
scene. When pressed about it, she 
told me that Blacks Creek had gotten 
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Truglo has become one of the strongest supporters of the licensing program, with a full 
page in the 2013 Mathews & Lost Camo O�  cially Licensed Products Catalog devoted 
to that brand and another facing full page devoted to the Apex brand. Exhibitors at the 
annual Mathews Retailer Business Show are encouraged to prominently display their 
licensed products but are able to bring and write orders for non-licensed products. Keith 
Jennings told ArrowTrade it’s understood that retailers need to carry accessories in black 
and other patterns to be able to serve all their customers. Bringing non-licensed prod-
ucts to the show also lets the dealer do more ordering at that venue; for some retailers, 
this is the only trade show they attend.

The owners of Blacks Creek Guide Gear were initially rebu� ed by Matt McPherson when they suggested he license the use of the 
Mathews name for backpacks and bow cases. They got his attention a few months later when they showed him prototypes and sug-
gested a portion of the sales be dedicated to charity. Today, Blacks Creek continues as a licensee, with American-made cases designed 
for both the Mathews line and the McPherson Series models like the new Monster Chill.
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Truglo has become one of the strongest supporters of the licensing program, with a full 

licensed products but are able to bring and write orders for non-licensed products. Keith 
Jennings told ArrowTrade it’s understood that retailers need to carry accessories in black 

Sometimes licensees develop a special 
version of a product to gain the right to 
use the Mathews logo; in other cases, an 
already proven product is simply repack-
aged. Mike Jordon of Astsko was happy 
when products like Sno-Seal, N-O-Dor and 
UV-Killer became available in packag-
ing designed to appeal to the Mathews 
retailers and their customer base. His � rm 
absorbed the licensing fees so there would 
be no premium for a Mathews authorized 
retailer to order the licensed products.
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Mathews founder Matt McPherson to 
� rst consider licensing the use of his 
trademark by o� ering to contribute to 
charity part of the pro� ts the company 
would make on the licensed bow cases 
and backpacks. She said McPherson 
had liked the idea so much, he pledged 
to contribute all of the licensing fees 
Blacks Creek would be paying. � en 
she told me that McPherson wasn’t 
looking for any public acknowledge-
ment of his generosity, so no reference 
was made to it in that November 2008 
article.

Blacks Creek was the � rst of many 
o�  cial licensees whose fees were 
routed to charitable works. When the 
Lost Camo and Lost Camo AT pat-
terns were introduced, fees for using 
those patterns were also dedicated to 
charity. In the last few years, the fact 

I photographed Joel Maxfield and Keith Jennings in the hectic
last minutes before the opening of the first Mathews Retailer
Business Show in the woodsy surroundings of the Stoney Creek Inn
in LaCrosse, Wisconsin. They were harried, but happy, because the
turnout of vendors and retailers already signaled the show was a
success on that morning of December 8, 2008. Above right, Mission
Marketing Coordinator Megan Connors took some positive feed-
back from Jim Brunette of Bay Archery Sales, Essexville, Michigan
about the new draw-length adjustable Menace in the Mission by
Mathews line. “That’s going to be a great little bow for dealers. I sold
one to a buddy’s granddaughter and by the time we set it up with
accessories, arrows, a case and a release it was over a $500 sale. That
bow is a good example of the exchange of ideas that happens dur-
ing the Mathews Dealer Academy,” Brunette commented.

Brunette said he viewed the new Mathews show as another
opportunity to network with and learn from other retailers, like his
friend Jim Gauthier of Gauthier Archery, shown at center.“Mission is

a much stronger line this year,” Brunette told me.“I would bet sales
of that brand will quadruple for the manufacturer this year. I know
when we buy it right, we are making a full 40 points on it.”

John Schaffer of Schaffer Performance Archery is both a
Minnesota dealer and manufacturer, and since his rests and sights
have always been “dealer only” it no surprise he was enthusiastic
about the Mathews show when Tim Dehn spoke to him at his booth.
“For a retailer this show is a nice opportunity to see for what are the
most part protected lines and Mathews has done a nice job of keep-
ing the cost of attending the show down. “ That’s Shaffer’s new
Opposition sight below, with fully-protected fibers and a quick Pivot
Lock attachment. Call
(952) 894-6169 to
learn more about this
firm’s sights and
arrow rests.

Reconyx General Manager Darrel
VanderZee said his brand’s best features are
now in this MC65 Mathews Edition model.
“This is the only one we sell with the
1080x1920 lpi resolution that fits a high
definition screen exactly,” he explained. It
carries a Lost Camo pattern and has a filter
over the infrared emitters that help hide
them when they fire, and help keep sun-
light from reflecting to give the unit’s posi-
tion away to a tresspasser or thief. Yet this
unit carries the same suggested retail price
as the RC55 available in box stores, which
doesn’t have those added features. Reach
Reconyx at (866) 493-6064.
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Mathews Hits a Homer with First Dealer Show
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ArrowTrade has been a strong supporter of the Mathews Retailer Business Show since 
it launched in 2008. This is the opening page from Tim Dehn’s 10 pages of coverage 
in the March 2009 issue. The inaugural show was at the Stoney Creek Inn in LaCrosse, 
Wisconsin. Show coordinators Joel Max� eld and Keith Jennings were thrilled with the 
turnout of vendors and retailers and secured the much larger Chula Vista Resort for each 
subsequent event. (They’re shown in the upper left on this page.)

Victory makes its narrow VAP shaft and 
the conventionally-sized V Force shafts 
available in both patterns. That’s the 
Victory Armor Piercing at the top in Lost 
Camo AT and the V Force below it in the 
original Lost Camo pattern.

Bob Jacobs of Loc OutdoorZ was very 
happy with the strong response to his new 
line at the 2012 Mathews Retailer Business 
Show. This Mat-Loc Ultra Bow Sling has 
Harmonic Dampers built into the adjust-
ment knobs. The American-made sling 
uses sti�  y woven cord so it’s easy to slip 
your hand onto the bow grip. 

By Tim Dehn
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that McPherson was heavily involved 
in charitable works has been men-
tioned in other articles. However, 
there has also been confusion between 
the Mission brand and the missions 

funded at the direction of its founder.
ArrowTrade fell into that confusion 

when a caption in our March issue’s 
coverage of the Mathews Retailer 
Business Show talked about all prof-
its from the sale of Mission products 
being directed to charity. Writer Mike 
Raykovicz knew better and so did this 
editor. Mission is a for-pro� t � rm, 
Marketing Manager Megan Connors 
reminded us after that issue appeared. 

It’s the licensed products that generate 
the revenue for the charitable e� orts in 
this nation and abroad. When she told 
me there’s often confusion between the 
mission work and the Mission brand, I 
sensed an opportunity to help set the 
record straight through this article. 

My primary source was Keith 
Jennings, who has been director of 
licensing since the summer of 2007. 
Jennings said he knew from talking to 

Truball makes its Axcel Armortech HD Pro sight available in the Lost Camo pattern and 
also pays to use the Harmonic Damper technology in the dovetail mount. While some 
categories of products are currently limited to a single licensee to enhance the appeal, 
others like rests and sights have multiple brands o� ering products that will match the 
Lost Camo pattern on Mathews bows. As the Mission bows dressed in Lost Camo AT have  
become more important to retailers, MCP Productions has been licensing accessory 
� rms to use that distinctive pattern.

This Lost Camo version of the Chameleon 
quiver from Bohning come with two trim 
plates for the hood: the camo version 
shown and one � nished in a carbon � ber.  
The American-made quiver comes in three 
and � ve arrow styles.

A former sales rep, Director of Licensing 
Keith Jennings looks for products that 
o� er advantages to the bowhunter and 
good margins to the independent retailer. 
Nose Jammer is one of the newer Lost 
Camo licensees, a product that uses natu-
ral ingredients to overload and counter a 
whitetail’s incredible sense of smell.

30
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Mathews President Steve McPherson 
and Founder and CEO Matt McPherson 
that the goal of expanding the licensing 
revenue would be to generate more 
funds for missions, not more pro� ts 
for the owner. � e initial licensing 
e� ort with Blacks Creek Guide Gear 
had been generating revenue that was 
being used to drill wells and build 
churches in India, he said. When the 
Lost Camo pattern was introduced and 
the company saw an opportunity to 
license technology like the Harmonic 
Dampers and Spider Claw attachment, 
they were all viewed as opportunities 

to expand the charitable work.
Lost Camo fans may have read this 

statement on the packaging for cloth-
ing or accessories � nished in that pat-
tern: “� e licensing of Lost 
Camo and Lost Camo AT 
allows Mathews to sup-
port non-pro� t organiza-
tions at home and abroad 
- mostly Christian mis-
sionaries. We thank our 

licensees, Authorized Retailers and 
loyal customers for supporting our 
e� orts by purchasing our O�  cially 
Licensed Products. ‘100 percent of the 

Lost Camo pattern was introduced and 
the company saw an opportunity to 
license technology like the Harmonic 
Dampers and Spider Claw attachment, 
they were all viewed as opportunities 

sionaries. We thank our 

Grim Reaper President Jay 
Liechty created a new cut-
on-contact tip style for the 
Mathews Edition broadhead 
and then anodized the alu-
minum ferrules in gold to 
add more distinction. The 
packaging Grim Reaper 
created for the o�  cially 
licensed broadheads is 
dramatic and really makes 
the connection between the 
Utah broadhead � rm and 
the Wisconsin bow builder. 
As an o�  cially licensed 
product that bears the 
Mathews logo, these broad-
heads are only available 
for sale through Mathews 
Authorized retailers.

Jennings has been successful in licens-
ing many premium brands to use the Lost 
Camo patterns. Below, Epoch binoculars 
from Brunton have retail prices that range 
between $1,000 and $1,700, depending on 
the model. Above, this Spypoint  M8 cam-
era is Canadian made, unlike many lower 
cost brands that are Chinese imports. It 
packs more imaging power than a similar 
non-licensed version sold by Spypoint.
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pro� ts - not the majority or most of - but 
100 percent of the Lost Camo pro� ts go 
toward helping people less fortunate 
around the world.’ - Matt McPherson, 
Founder & CEO - Mathews, Inc.”

� at’s one of the few public state-
ments acknowledging the charitable 
work underway, Jennings said. “Matt is 
very sensitive about it; he doesn’t want 
anyone to think he’s patting himself on 
the back or building himself up,” the 
director of licensing added. “He’s got 
the most genuine heart for ministry of 
anyone I know.”

Jennings said the intellectual 
property developed by Mathews, the 
camo patterns, the Solocam brand, the 
dampers and the snap-on Spider Claw 
brackets used by some rest, quiver 
and sight manufacturers are all con-
trolled by a holding company: MCP 
Productions. When a Mission bow 
receives its Lost Camo AT � lm dip, 
it pays MCP Productions a licensing 
fee. � e Mathews bows pay their own 
camo fee, plus they pay for the use of 
the dampers and any other licensed 
technology. “� ere is a portion of every 
Mathews and every Mission bow that 

other supporters is just the fair way 
of doing things, Jennings commented. 
“� is show isn’t about � nding a way to 
put all the Mathews retailers in front of 
those two brands for free. � e motiva-
tion behind this show is strictly to get 
our retailers in front of the licensee and 
in the process of that, crafting as much 
value as we can for each of them.”

MCP Productions puts the show 
on, charging each exhibitor a booth 
fee and aiming to break even on the 
event. � e holding company pays for 
the building rental, the electricity, the 
carpeting, the tables and the drapes. 
It pays for the food provided for the 
attendees, the shuttle buses between 
their rooms and the heated recreation-
al dome where the show is held. All 
those expenses and the cost of shut-
tling people from the airport to the 
Chula Vista Resort in Wisconsin Dells, 
are paid to the resort.

Two other huge bills are associated 
with the show, Jennings explained. “We 
print a catalog of every vendor that’s at 
the show; that was a $90,000 expense 
last year. Each vendor has at least half 
a page and some have a full page or 
even two. � at catalog goes into every 
Mathews and Mission bow box and a 
small number of them are also shipped 
to each Mathews retailer. � e purpose 
of the catalog is for the consumer to see 
the licensed product and go into the 

pro� ts - not the majority or most of - but 
100 percent of the Lost Camo pro� ts go 
toward helping people less fortunate 
around the world.’ - Matt McPherson, 

� at’s one of the few public state-
ments acknowledging the charitable 
work underway, Jennings said. “Matt is 
very sensitive about it; he doesn’t want 
anyone to think he’s patting himself on 
the back or building himself up,” the 
director of licensing added. “He’s got 
the most genuine heart for ministry of 

Jennings said the intellectual 
property developed by Mathews, the 
camo patterns, the Solocam brand, the 
dampers and the snap-on Spider Claw 
brackets used by some rest, quiver 
and sight manufacturers are all con-
trolled by a holding company: MCP 
Productions. When a Mission bow 
receives its Lost Camo AT � lm dip, 
it pays MCP Productions a licensing 
fee. � e Mathews bows pay their own 
camo fee, plus they pay for the use of 
the dampers and any other licensed 
technology. “� ere is a portion of every 
Mathews and every Mission bow that 

other supporters is just the fair way 
of doing things, Jennings commented. 
“� is show isn’t about � nding a way to 
put all the Mathews retailers in front of 
those two brands for free. � e motiva-
tion behind this show is strictly to get 
our retailers in front of the licensee and 

gets poured into 
this licensing pro-
gram,” Jennings 
emphasized. “� ey 
pay royalties on the 
camo patterns and 
every other licensed 
technology they 
use, just like every 
other licensee.”

In the same 
way, Mathews and 
Mission don’t get a 
free ride at the annu-
al Mathews Retailer 
Business Show. 
MCP Productions 
pays the bills on 
that event and has 
the Mathews and 
Mission brands 
pay for their space 
just like every other 
exhibitor. Because 
those two bow brands are the largest 
exhibitors by far, they provide more of 
the funding to operate the show than 
any other brand. Treating Mathews and 
Mission the same way the show treats 

pays the bills on 
that event and has 
the Mathews and 
Mission brands 
pay for their space 
just like every other 
exhibitor. Because 

Rinehart 3-D Targets designed a mold to allow that Wisconsin 
� rm to mold targets whose ends are shaped like giant Harmonic 
Dampers. The target is 13 inches in diameter and 17 in width. 
Made entirely of the � rm’s self-healing foam, it can be used for 
broadheads or � eld points.

32
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retailer and buy it so that everyone 
bene� ts.”

� e largest expense associated 
with the show is the cost of pur-
chasing the limited edition Mathews 
bows that are given to each retailer. 
Signed by Matt McPherson, the bows 
carry enough value that if the retailer 
doesn’t want to keep them for its 
own, they can be sold to cover their 
trip expenses. While the bow bill is 
signi� cant, it’s a tiny percentage of 
Mathews’ annual production. In the 
opinion of this writer, no one would 
mount a show like this simply for the 
ability it gave to sell a couple hun-
dred bows.

� e show was begun and has 
continued because it supports the 
licensing program that supports the 
charitable work. It was also begun to 
address a crying need in the archery 
industry for dealer-only products that 
would help independent retailers 

Morrell Manufacturing produces a 
Mathews � eld point target (above) and 
one designed for broadheads (below). 
Note the aim points designed in the 
style of the Harmonic Damper and the 
Mathews slogan “Catch Us If You Can.”
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stay in business. “Remember what it 
was like � ve years ago,” Jennings told 
me. “� ink about the box store expan-
sion that had occurred in 2004, 2005 
and 2006. � ere were literally hundreds 
of box stores being opened that car-
ried bowhunting gear, including Dick’s 
Sporting Goods, Gander Mountain, 
Bass Pro Shops and Cabela’s. � e box 
store expansion put a lot of pressure 
on the independent retailer to com-
pete and there are still some categories 
where it is di�  cult for them to com-
pete.”

One in particular is clothing, 
Jennings said. “A lot of our Mathews 
retailers think they can’t compete in 
clothing. � ey actually can; they just 
haven’t learned to sell clothing the way 
the box stores do. � e box stores will 
mark clothing up 70 percent and have 
30 percent o�  sales. Our retailers don’t 
do things that way. � ey put a price 
on a Mathews bow and that’s the price 
you pay. � ey put a price on an article 
of clothing, they � gure that’s the price, 
just like it is on a bow.”

“So a consumer will go in and see a 
Gamehide Hyperhide Grid Lock jacket. 
It’s quiet, waterproof and warm and it’s 
priced at $149 in the archery pro shop,” 
Jennings said by way of example. “� en 
he goes to the box store and sees their 
generic, made-in-China brand that 
does all the same things. It’s priced 
at 30 to 40 percent o� , marked down 
to $159 and he thinks he’s getting a 
great deal, so he buys it.” While that’s 

stay in business. “Remember what it 
was like � ve years ago,” Jennings told 
me. “� ink about the box store expan-
sion that had occurred in 2004, 2005 
and 2006. � ere were literally hundreds 
of box stores being opened that car-
ried bowhunting gear, including Dick’s 
Sporting Goods, Gander Mountain, 
Bass Pro Shops and Cabela’s. � e box 
store expansion put a lot of pressure 
on the independent retailer to com-
pete and there are still some categories 
where it is di�  cult for them to com-

One in particular is clothing, 
Jennings said. “A lot of our Mathews 
retailers think they can’t compete in 
clothing. � ey actually can; they just 
haven’t learned to sell clothing the way 
the box stores do. � e box stores will 
mark clothing up 70 percent and have 
30 percent o�  sales. Our retailers don’t 
do things that way. � ey put a price 
on a Mathews bow and that’s the price 

frustrating to Jennings, he said, “We’re 
learning how to teach our Mathews 
Licensed Retailers how to sell some of 
the categories they’ve had a hard time 
competing in. It’s going to be an evo-
lutionary process rather than a revo-
lutionary process but it will happen. 
Every year, more licensed retailers are 
getting it; they’re catching on to what 
this licensed product program is going 
to be able to do for them.”

“� e independent retailers are 
the heart and soul of the industry and 
Mathews has always believed that,” 
Jennings said. “� at’s why their distri-
bution model is the way it is. � ey have 
never deviated from it and they never 
will as long as Matt McPherson is in 
control.”

Matt McPherson once told this 
writer he felt his best product ideas 
were God-given inspirations. If you 

frustrating to Jennings, he said, “We’re 
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lutionary process rather than a revo-
lutionary process but it will happen. 
Every year, more licensed retailers are 
getting it; they’re catching on to what 
this licensed product program is going 

“� e independent retailers are 
the heart and soul of the industry and 
Mathews has always believed that,” 
Jennings said. “� at’s why their distri-
bution model is the way it is. � ey have 
never deviated from it and they never 
will as long as Matt McPherson is in 

Matt McPherson once told this 
writer he felt his best product ideas 
were God-given inspirations. If you 

believe that God rewards individuals 
and businesses that are generous to 
the less fortunate, it helps to explain 
the success of the brands based in 
Sparta, Wisconsin. Apart from licensed 
product revenue directed to missions, 
Jennings said Matt has always reserved 
a portion of the overall pro� ts from the 
Mathews and Mission brands for mis-
sion work. “Right now, what Matt and 
Sherry McPherson are doing with the 
revenue we’ve discussed and money 
they have from other sources is provid-
ing full-time support to 750 missionar-
ies. It’s a very signi� cant amount of 
money,” Jennings said. “I think if God 
stood in front of Matt and said, ‘Matt, 
you can get one more soul into heaven 
but to do it you have to give away 
Mathews,’ Matt would. He has the most 
genuine heart for ministry of anyone 
I’ve ever met.”

he goes to the box store and sees their 
generic, made-in-China brand that 
does all the same things. It’s priced 
at 30 to 40 percent o� , marked down 
to $159 and he thinks he’s getting a 
great deal, so he buys it.” While that’s 

This Axion Cloud 9 Stabilizer mimics the 
Grid Lock design of current Mathews risers 
and employs four of the “lite” version of 
the Harmonic Stabilizers. At right, Axion 
has also developed a way to use that 
Harmonic Stabilizer as a limb damper.
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Robinson Outdoors drew on the Scent Shield product line to develop a Mathews Pro 
Scent Elimination Kit. An absorbent towel is included in the package, which � ips open to 
display the bottles and deodorant stick. For the ScentBlocker line, it chose to license the 
Mathews name for its S3 Solo Wool Jacket (center above) and the Heritage Base Layers 
(right). Both use premium Merino wool that doesn’t scratch.
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No Limit Archery says Grave Digger Broadheads 
are a new concept in mechanical broadheads. � e 
Grave Digger is available in two con� gurations. � e 
� rst features a 1 inch cut on contact � xed blade with 
two curved mechanical blades o� set 90 degrees to the 
� xed blade. � e second is a chisel tip that also features 
a 1 inch main blade, again with 
two curved mechanical blades. 
� e result, when deployed, is 4 
inches of total cutting surface and 
a blood trail that re� ects that cut. 
� e mechanical blades are sharp-
ened all of the way to the tip; 
according to No Limit, this means 
they don’t drain kinetic energy on 
impact and will deploy and cut 
with lower kinetic energy setups. 
� e � xed blades are .04 inch 420 
stainless steel and the mechani-
cal blades are .032 inch 420 stain-
less as well. Also later this year, 
the Grave Digger will come in 
a “Deep Six” version. For more 
information, visit www.nolimi-
tarchery.com or email dealers@
nolimitarchery.com.

� ermaCELL introduces an improved outdoor bug repellent lantern. � e 
� ermaCELL lantern provides a 15 x 15 area repellent.

� e � ermaCELL Outdoor Lantern has many updated features. According 
to � ermaCELL, with eight LEDs, the lantern o� ers twice as much light as ear-
lier � ermaCELL models. � e easy-grip handle is designed by � ermaCELL to 
mimic the � nger formation of the hand so the lantern is easy to carry or hang. 
� e Lantern weighs less than a pound. Each Lantern comes with one butane car-
tridge, three repellent mats and retails for the suggested price of $29.99.

According to � ermaCELL, the Lantern repels up to 98 percent of mosquitoes 
in worldwide testing by the U.S. Army. It has been evaluated by the Environmental 
Protection Agency (EPA) for safety and e� ectiveness. It has been used by the U.S. 
Army in Iraq, Kuwait and Afghanistan. � e repellent is a synthetic copy of a natu-
ral insecticide, pyrethrin, found in the pyrethum � ower, a member of the chrysan-
themum family. It 
runs on high energy 
butane rather than 
the energy of alka-
line batteries for 
prolonged life.

For more 
information on 
� ermaCELL’s com-
plete line of prod-
ucts, visit www.ther-
macell.com   or call 
1-8-NO-SKEETERS 
(866-753-3837).

Vapor Trail Scents Inc. introduces the Vapor Maker, a pres-
surized pump unit that has a special atomizing tip that mists the 
scent, putting it in the air in small particles. It also contains a � lter 
allowing any scent to be used in the unit.  

� e Vapor Maker’s tiny odor particles drift in the air and 
stick to the noses of deer. � e 16 ounce unit is lightweight, made 
of durable plastic and covered in a Cordora camo fabric with an 
adjustable strap. 

Vapor Trail Scents also makes a line of all natural scents. � e 
33 Point Buck Cover and Attractant eliminates human odor and 
is recommended by Vapor Trail to use with � e Vapor Maker.   
Also available is My Sheila Doe-N-Heat; Spike Horn Dominant 
Buck; DBY (Doe, Buck, Yearling), which imitates a bedding 

area; Wapiti All 
Purpose Elk Lure 
and Hogzilla. � e 
Vapor Maker’s 
MSRP is $30.

For more 
i n f o r m a t i o n , 
visit www.vapor-
trailscents.com 
or contact Gail 
Rothwell at (618) 
708-2275. 

Broadhead O� ers Hybrid Design

� ermaCELL Upgrades Lantern � at Is Bug Repellent

Vapor Trail Scents Has Innovative Pump 
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