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American author Charles Dudley 
Warner once wrote, “Everybody com-
plains about the weather but nobody 
does anything about it.”

Likewise, many good people and 
organizations have spent the past 20 
years worrying about the future of 
hunting but most struggle to do any-
thing about it. After all, much like 
the weather, hunting is often a� ected 
by huge forces we don’t control 
or comprehend.

But that doesn’t mean we can’t 
identify issues and try to address them. 
If you gathered more than 200 peo-
ple and asked them to pinpoint hunt-
ing’s most pressing challenges, they 
could quickly form a top 10 list. But 
if you asked them to eliminate white-
tail deer from the discussion, you’d 
soon be frustrated. More than ever, 
hunting in North America now revolves 
around whitetails.

That  fact arose continually 
when the Quality Deer Management 
Association held the 2014 North 
American Whitetail Summit near 
Branson, Missouri earlier this spring. 
Although the Summit was called to 
address whitetails and deer issues, 
those animals’ fate was repeatedly 
linked to hunting’s future.

“� is was a landmark meeting,” 
Jay McAninch, president/CEO of 
the Archery Trade Association, said. 
“Whitetails touch people’s lives in many 
ways, whether they’re hunters, farmers, 
foresters, gardeners or motorists. And 
they’ve been the archery/bowhunting 
industry’s number one economic asset 
since the 1970s.”

“We can’t take whitetails for 
granted,” McAninch continued. “� ey 
a� ect every phase of our lives and go 
far beyond hunting and the hunting 
industry. � ey’re part of our food chain, 
they impact other species, they’re over-
running some suburbs and they’re 

now at the center of signi� cant disease 
research, some of which have human 
health implications.”

McAninch said a good way to 
gauge the whitetail’s importance is 
to scan the list of Summit attendees. 
� at list included Dan Ashe, director of 
the U.S. Fish and Wildlife Service; Dan 
Forster, director of Georgia’s Wildlife 
Resources Division and president of the 
Association of Fish & Wildlife Agencies; 
top-ranking o�  cials from 18 state wild-
life agencies; research scientists from 
nine major universities; deer hunters 
from 20 states and one Canadian prov-
ince and representatives from 19 com-
panies, 17 landowner groups and 13 
hunting/conservation organizations.

Brian Murphy, CEO of the QDMA, 
said it was important to attract key 
decision-makers and stakeholders 
from across whitetail country. “You see 
summits convene regularly to discuss 
ducks, pheasants and wild turkeys but 
until now, no one ever met to discuss 
whitetails,” Murphy said. “We can’t 
solve 40 years of accumulated issues 
in one meeting but this was a � rst step. 
We wanted to start that process and we 
exceeded our expectations.”

Among those representing the 
hunting industry was Will Primos, 
founder of Primos Game Calls. Primos 
thinks he knows why it took until 2014 
to convene a whitetail summit meeting.

“People haven’t put a real con-
servation value on whitetails because 
there are so many of them,” Primos 
said. “Most conservation e� orts the 
past many decades sprang from neces-
sity. And they succeeded because they 
helped rescue a game animal from 
decline, whether it was elk, ducks or 
wild turkeys. Now we’re seeing areas 
where all those whitetails have changed 
their habitat. � ey’re facing disease 
issues, they have more mouths to feed 
than some habitats can support and in 

some cases, there aren’t as many deer 
as people want.”

“But until this meeting, no one got 
together to sustain whitetails. We must 
start paying more attention to them. 
� ey’re the driving force in 90 per-
cent of our company’s sales, they’re our 
nation’s number one big-game animal 
and they add more value to rural prop-
erties than almost anything else.”

Summit participants ranked these 
10 issues as whitetail/deer hunting’s 
most pressing challenges: 1) Hunter 
recruitment and retention 2) Education 
and outreach for hunters  3) Access to 
hunting land 4) Political in� uences on 
hunting and deer management 5) � e 
captive deer industry 6) Deer diseases 
7) Public concerns about deer num-
bers 8) Habitat loss/landscape changes 
9) Connecting hunters to scienti� c 
information 10) Impacts of predators, 
feral hogs and invasive species.

� e participants didn’t always 
agree on where to rank an issue’s 
importance, although the assemblage 
ranked recruitment/retention as deer 
hunting’s top priority. 

Fred Pape, president and CEO of 
Pape’s Inc., gave hunter recruitment/
retention top billing but felt all issues 
were almost equal in weight. Pape 
said it’s tough to rank one issue over 
another because many are intertwined.

“We depend heavily on the long-
term health of whitetailed deer popu-
lations,” Pape said. “It would be hard 
to recruit and retain hunters without 
healthy deer herds and it would be 
hard to ensure the whitetail’s long-term 
health without strong hunter numbers.”

Murphy said the Summit achieved 
its purpose of determining priority 
issues but now the work begins. “We’re 
evaluating how the di� erent represen-
tatives ranked the challenges and we’ll 
follow up to see which ones we must 
pursue,” he said.
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ATA retailers said they wanted 
Indianapolis. � ey said it casually; they 
said it formally. In a Spring 2014 sur-
vey, they ranked Indianapolis as No. 1 
for the ATA Trade Show’s location.

But would they back it up and show 
up, even when weather reports fore-
shadowed wind chills at -21 degrees 
and single-digit temperatures?

Yes, they would.
Full Draw Archery owners Kent 

and Deb Colgrove travel from Omaha, 
Nebraska to attend the show each year.

“We really like Indianapolis,” Kent 
said. “Deb and I both commented to 
each other that it was de� nitely a great 
show this year. � e skywalk system 
Indy has is just so nice; the restaurants 
are close by and convenient. It just 
makes everything easier.”

� e a�  nity for Indianapolis should 
be no real surprise. After all, this isn’t 
the Surf Expo, which is held in Orlando 
or the American Bakers’ trade show in 
Vegas. � is is a show of businessmen, 
yes but businessmen who are bow-
hunters. Invite them to do business 
in the Midwest, give them the cold 
weather they’re accustomed to and a 
location 70 percent of ATA’s retailers 
can reach conveniently by pickup truck 
rather than jetliner and this is what 
you get:

1,133 retail and distribution buy-
ing companies,

9,550 total attendees,
645 exhibitors and
219,314 square feet of brands, 

products and innovation.

� e show hosted more retail and 
distributor companies than any ATA 
Trade Show to date. Meanwhile, man-
ufacturers raised their own numbers 
with an all-time best total number of 
exhibitors on the show � oor.

“We’ve always liked coming to 
Indianapolis and we really like the new 
facility,” Kevin Wilkey of Hoyt said as 
the 2015 show closed on Jan. 10. “Even 
though it’s a much bigger area, it was 
laid out well and it still seemed like 
tra�  c was really good. At this point in 
the show, we have only a few minutes 
left, and we’re still seeing quite a few 
customers strolling through. � is has 
de� nitely been a strong show for us.”

� e ATA Trade Show and Jay 
McAninch, ATA’s CEO/president, were 
honored with an Indy Gold Pin on the 
eve of the show.

“Visit Indy and the Archery Trade 
Association have developed a strong 
partnership over the past several years,” 
Leonard Hoops, president and CEO 
of Visit Indy, said. “In recognition of 
ATA’s importance to us, we presented 
Jay McAninch with an Indy Gold Pin, 
which is o� ered to only a small number 
of the hundreds of organizations that 
meet in Indy. We congratulate ATA on 
setting record-breaking attendance in 
Indy at the 2015 show and look forward 
to hosting ATA again in 2017 and many 
years to come.”

McAninch said the ATA’s goals for 

the show are simple.
“We want to bring the industry 

together to do business, allow retailers 
and manufacturers to put faces with 
names and provide a venue where 
retailers can hold the products they’re 
considering in their hands,” McAninch 
said. “To make this happen, there’s a 
delicate balance that involves the right 
location, which Indianapolis certainly 
was and thoughtful, thorough value-
add-ons like this year’s new Retail 
Archery Academy, archery instructor 
certi� cation and seminars that can be 
di� erence-makers. Add to that the great 
events, big and small, that companies 
host and the outcome is a strong, thriv-
ing archery and bowhunting industry.”

Dealer Comments
Mick Benson, owner, Benson 

Archery, Sydney, Australia:
We had a great show once again. 

We always like to come here and meet 
the manufacturers and put a face to 
our phone calls. We like to see the 
new products. � at’s always good 
because you can be the � rst one on 
the block with the new gear when you 
get home. � at can be a real boost to 
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TABLE 1. Counts individuals who actually attended the ATA Trade Show.  
Data prior to 2009 is available upon request. 
 
Badge Type 2009 2010 2011 2012 2013 2014 2015 
Retailer/Buyer/Distributor 2,661 2,753 2,985 2,724 2,988 3,193 3,401 

Exhibitor 2,653 3,281 3,838 3,818 3,982 4,160 4,462 

Nonexhibiting Manufacturer 140 149 103 94 46 58 38 

Press 368 387 379 408 343 320 362 

Non-Profit N/C1 N/C1 N/C1 N/C1 N/C1 48 29 

Outfitter/Guide N/C1 N/C1 N/C1 N/C1 N/C1 17 29 

Sales and Service 109 221 400 425 485 555 553 

Sales Rep. 152 185 204 206 213 234 258 

Supplier N/C1 N/C1 N/C1 34 42 75 101 

Staff/VIP/Volunteer 43 53 95 74 76 63 82 

Visitor 178 14 176 150 78 221 235 

Total Verified Attendees 6,304 7,043 8,180 7,933 8,253 8,944 9,550 
 

 
Footnote 

1. N/C indicates badge type was not counted. 
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your business. �e morning lectures 
(seminars) are always good, too. �ey 
impressed me. �ey’re a must for us 
every year. I really appreciate the infor-
mation they share.

Miles & Kelli Blair, �e Arrow Shop, 
Bartlesville, Oklahoma:

�is is our third trip to the ATA 
Show and it went well. We go through 
our product line at the store before we 
leave home and we know what exhibi-
tors we need to see and then we try to 
get the best deals we can here at the 
ATA Show. We also enjoy going to the 
seminars every year. We like to take 
advantage of that time before the show 
starts to learn things you can’t take 
time for on the show �oor. We also like 
to learn some of the possibilities for our 
shop for when we decide to expand our 
business. 

Milton Arco Gutierrez, owner, Solo 
Arqueria, Tiaquepaque, Mexico:

We’ve been coming 20 years to 
this show and we’ve been here most 
years, including the past �ve straight, 
because it is so productive for us. It’s a 
good place to see and try new products. 

During the �nal hours of the show, we 
get more opportunities to talk to peo-
ple because earlier in the show, a lot of 
people are here and you can’t always 
work around everyone in the booth.

Shawn Canada, owner, Crazy 
Horse Archery & Tackle, Campbellsville, 
Kentucky:

I’ve been at the show all three 
days. I’ve been coming to this show 
about 20 years. I’m always trying to 
�nd some deals and new products that 
will expand my income and improve 
my pro�t margins by taking advantage 
of special deals and show specials. I’m 
always looking for new products to 
bring into the shop and maybe be that 
next item that opens the doors to new 
revenues that increase our customer 
base and expand our revenues. I’ve 
done well. I use the �rst couple of days 
to go through the show and look every-
thing over and get a feel for the things I 
need to nail down and talk over and see 
who I can still order from here at the 
show and who I’ll need to contact after 
the show next week when I’m home 
and can sit down and evaluate all the 
product lines I’m considering.

Joe Walters, owner, Autumn 
Addiction Archery, Cortland, Ohio:

It was a very interesting show for 
me. I found some good deals, picked 
up some new products and it was time 
well-spent. I worked just about every 
minute of the show on the �oor, but I 
also got my certi�cation as a Level 1 
coach for USA Archery. �at took part 
of my day but it was well worth the 
time. I write a lot of orders at the show. 
It was very positive for me. I picked up 
some new lines, some new manufac-
turers and I’m looking forward to my 
best year ever.

Victor Guarisco, Inlaws Archery & 
Pro Shop, Straughn, Indiana:

We had a great show. We saw some 
great new products but mostly we’re 
just maintaining the good relationships 
we have with manufacturers all through 
the years. We’re always here looking for 
new products and we already know 
what we need before we arrived based 
on the previous year and our projected 
sales. �ere can be so many new, inno-
vative things every year. I was de�nitely 
impressed with the quality of the prod-
ucts and equipment. You don’t see that 
many “gadgety” things at the show. 

Most of the products have practical 
applications. �at makes for a great 
show. 

Exhibitor Comments
Chris Carter, traditional archery 

sales, Martin Archery:
�e show went amazingly well for 

us. We had a lot of positive feedback 
on the 16 new bows we added to our 
lineup. We signed up a lot of new deal-
ers. We placed a lot of orders and at 
times, it was overwhelming. Everything 
was positive.

�ere were lines of dealers here 
backed up all the time waiting to shoot 
our new bows. People from other com-
panies had great things to say. �e 
archery industry was talking about it.

�e mornings are always a little 
slow but afternoons, we were running 
around like chickens with our heads 
cut o�. Our relationships with the deal-
ers and customers: we need that face 
to face. 

Kevin Wilkey, marketing depart-
ment, Hoyt:

We’ve always liked coming to 
Indianapolis and we really like the new 
facility. Even though it’s a much big-
ger area, it was laid out well and it still 
seemed like tra�c was really good. It 
was a good show for us. At this point 
in the show, we have only a few min-
utes left and we’re still seeing quite 
a few customers strolling through. 
Usually, when you get this close to 
closing time, the entire place is a ghost 
town. De�nitely good tra�c during the 
show. We release our product lines in 
October so we’re already established 
in the shops, so this is more of a time 
and place to meet our partners and 
customers and dealers. We still write a 
lot of business here. 

John Hernandez, director of vertical 
bows, Bowtech:

�is was an awesome show for 
us. We had good crowds throughout. 
We were pleased to see how many 
dealers were here. We had a constant, 
steady �ow of people coming through 
the booth. It’s looking like it’s been a 
very, very strong booking show for us. 
We typically book a lot of orders here. 
We also took part in the ARRO buying 
group this year and we’ll be seeing a 
lot of orders coming from there, too. 
In terms of the show, the facilities, the 
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event, the sta� , this was probably one 
of the smoothest shows we’ve been to 
and this is my 16th show. Having said 
all that, I’d rank this year’s show as one 
of our top two or three ATA Shows in 
terms of e�  ciency, � ow and orders.

Ed Welsh, manager, 
Millennium Outdoors:

I thought the show went great. � e 
people who helped us when we got 
here were awesome. We got people to 
help us move in; they were great. � e 
tra�  c in our booth was excellent. We 
had a lot of people coming through, 
looking at our products. We were 
slammed from the minute we opened 
up. � e afternoons got a little slow after 
2:00 but we’ve otherwise been abso-
lutely swamped. I have not been able 
to go to another person’s booth the 
entire show.

Eric Price, co-founder/VP, Burt 
Coyote/Lumenok:

It’s been a very good show for us. 
We got some orders written. I thought 
the show’s layout was a little bit 
stretched out and required a lot more 
walking. � e tra�  c wasn’t terrible but 
it wasn’t the best that it’s been. � e 
tra�  c varied by day. Today (Day 3) has 
been virtually dead but maybe that’s 
due to weather or people just wanting 
to get to the weekend early. I can’t say 
that I’m disappointed, though. As far as 
business at the show, it’s pretty much 
the same for us every year.

Ethan Snyder, regional sales man-
ager, Quality Archery Designs:

It was a great show for us. Our sales 
are up. We saw increased tra�  c even 
though the sales � oor was noticeably 
larger than last year. � ings were a lot 
less crowded. Everyone seems excited 
and we had a lot of interest in our new 
products. Our new products did par-
ticularly well this year, so we’re excited 
about that. Just based on what I heard 
from my colleagues here, we’re up a 
considerable amount on sales but only 
our sales manager would know how 
much. My best guess is that we’re up 
about 10 to 15 percent.

Rob Mason, president, Parker Bows:
� e show was � ne this year. Booth 

tra�  c seemed average. Since we do not 
focus on order writing, I do not have 
any comments to share. I understand 
that the total � oor space was up this 
year over prior years, which I think 

gave the appearance that the show was 
not as well attended as prior shows. But 
it seemed to me that overall attendance 
was up compared to the Nashville show 
last year.

Steve Dalp, Bear product man-
ager, Bear Archery/Trophy Ridge/
Rocket Broadheads:

Booth tra�  c was great. I think it 
was comparable to the four years that 
I’ve been here. � e crowds have grown 
every year for us. We had real good 
tra�  c, so we were very pleased with it. 
We don’t do a lot of order writing at the 
show, so we base our show’s success 
on booth tra�  c and how many people 
come into our shooting lanes to try our 
Bear bows and Trophy Ridge sights 
and stop by our booths to talk and sign 
up as new dealers. For us, that’s better 
than writing an order. 

Erik Eastman, vice president, 
Eastman Outdoors/Carbon Express:

 We were busy the entire show. � is 
show is always more about quality, not 
quantity and we had a fair mix of both. 
� is year’s show was not even compa-
rable to 2014. We had that storm last 
year and a lot of our people couldn’t 
make it. 

We de� nitely write orders at the 
show. It’s really a great show-and-tell 
atmosphere for us. We hit all the fac-
ets we needed at the show. We write 
orders, educate, show and tell and 
talk to media so they understand our 
products and are enlightened about 
our products. It’s a good interac-
tive experience.

Benjamin Summers, director of 
operations, T.R.U. Ball Archery Releases/
Axcel Archery Sights and Scopes:

2015 may have been the best year 
ever for our company at the ATA Archery 
Trade Show. We believe the ATA Trade 
Show is the single greatest place to do 
archery business in the world. Because 
of the pre-quali� ed customer base and 
ATA’s e� orts to expand the number of 
retail buyers at the show, 2015 was one 
of the best years that I can remember 
for retailer tra�  c.

Our orders also re� ected the dealer 
base and the top clientele. For exam-
ple, we took our largest programmed 
order of all time from a retailer at this 
show, thanks in large part to the new 
sight that we released at this show. For 
reference, this order was twice the size 

of our 2015 top U.S. dealer’s annual 
sales. I’m excited about the coming 
year and really glad that we continue 
to add more machinery to handle the 
increases we see in the archery indus-
try each year!

Jimmy Primos, COO, Primos 
Hunting Calls:

I thought the show was great: our 
best-ever show. Booth tra�  c was good; 
the show � oor was huge and it spread 
out the attendees, so we didn’t see 
much crowding. � ere really weren’t 
any negatives that I could see.

Glen Eberle, owner, Eberlestock:
� is is a great place for us to 

meet folks who don’t go to the SHOT 
Show. � e SHOT Show is de� nitely 
Eberlestock’s main business play but 
the ATA Show brings us into the eastern 
market, where people typically think 
of our brand as just western big-game 
packs. 

Author’s Note: � e 2016 ATA 
Trade Show will be January 5-7 at 
the Kentucky Exposition Center in 
Louisville. Check archerytrade.org for 
updates and deadlines for 2016 booth 
selection and show prep.

-Creation of an easy to use
E-commerce website solution 
allowing you to start offering 
product and selling securely on 
the web.

-Pape-Pape’s full product catalog up-
loaded to your websites: Product 
Images and Descriptions. 

-An inventory feed that 
AUTOMATICALLY updates your 
website every 15 minutes as to 
the inventory level on hand at 
Pape’s.

-Complete Pricing Control:-Complete Pricing Control: Allows 
you to easily set your prices by 
category or even down to the 
product level.
 
-One Click-One Click To Ship (TM): Allows 
you to click one button that sends 
order to Pape’s for blind ship 
fulfillment to your customer from 
Pape’s warehouse.

DISTRIBUTOR
CATALOG

ONLINE STORE

Harness the power of the world-wide-web to bring new customers to your door.

Increase Your Sales

- Distributor Product & Inventory Link
- One-Click-To-Ship
- Custom Design & Branding

Call Today for a Free Consultation and Online Demo

www.outdoorbusinessnetwork.com
Toll Free: 1-800-699-0820

Offer Customers A Fully Stocked

Now Your Website Can Offer
Over 10,000 Products
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