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After shooting competitive archery 
for 20 years, Denise Parker, CEO of 
USA Archery, admits it is challenging 
to look impartially at archery to make it 
more attractive to newcomers. So what 
should experts do to strengthen a sport 
they can’t objectively view? For Parker, 
growing archery meant seeking help 
from her archery colleagues. And her 
strategy worked.

USA Archery, the sport’s national 
governing body, saw youth member-
ships increase by 105 percent from 
2013 to 2014 while overall member-
ship increased by 86 percent during 
that time.

“When you’re in the thick of a situ-
ation, you can’t always make some-
thing appeal to newcomers,” Parker, 
who is also an author and Olympic 
medalist, said. “I knew an outreach 
program could introduce people to 
archery in a fresh, exciting way but I 
couldn’t do it alone.”

In 2011, Parker approached Jay 
McAninch, Archery Trade Association 
CEO/president and Greg Easton, presi-
dent of Jas. D. Easton Inc., to discuss 
how to o� er a next step for new archers. 
Everyone at the ATA recognized that 
need and they were eager to develop 
grassroots archery programs.

� e ATA supports the USA Archery 
outreach program in three areas: devel-
opment of the Explore Archery curricu-
lum, general funding for outreach sta�  
and program implementation and revi-
sion and adaptation of the Instructor 
Certi� cation program.

ATA Support by the Numbers
� e ATA contributed $55,000 to 

USA Archery’s outreach program 
in 2012.

� e ATA paid the � rst of three 
$150,000 annual investments in 
2013 to help USA Archery build its 

outreach program.
During the 2013-2014 budget year, 

the ATA provided $75,000 in direct 
funding and approximately $50,000 in 
sta�  support to create Explore Archery 
and to help USA Archery produce 
the program.

� e ATA invested $53,000 to directly 
support USA Archery’s Instructor 
Certi� cation program in the 2013-2014 
budget year.

� e ATA invested $100,000 in 
2013 and $110,000 in 2014 to directly 
support USA Archery’s Instructor 
Certi� cation program.

With the support of the ATA and 
ESDF, USA Archery’s Outreach Program 
sta�  grew from � ve employees and one 
contract position in 2008 to 13 employ-
ees and � ve contractors in 2015.

USA Archery Grows Because of 
Outreach Program

Overall memberships increased by 
262 percent from 2011 to 2014.

Youth memberships increased by 
366 percent from 2011 to 2014.

Female memberships, including 
youth and women, increased by 99 
percent from 2013 to 2014.

ATA Boosts Explore Archery and 
USA Archery

� e ATA Trade Show, the ATA’s 
most visible event, generates money 
that supports partnerships. Since 
the ATA changed its business model 
in 2000, show proceeds that exceed 
$15 million have helped provide sta�  
expertise, program development and 
funds to build ranges and facilities for 
archers and bowhunters and to sup-
port hundreds of projects that put bows 
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USA Archery’s Athlete Development Pipeline shows how beginners can become world-class 
competitive archers.
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ATA Supports USA Archery
By Shannon Rikard, ATA contributing writer
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into the hands of new archers.
Emily Beach, the ATA’s manager 

of education and curriculum develop-
ment and Jennifer Mazur, the ATA’s 
coordinator of interactive media and 
education, helped design activities, a 
curriculum and an updated certi� ca-
tion program for Explore Archery.

“ATA staff members contrib-
uted signi� cantly to creating Explore 
Archery and updating the certi� cation 
programs,” Parker said. “Emily and 
Jennifer are incredibly talented at com-
municating concepts in a basic way 
that’s also fun and interesting. With 
ATA’s support, USA Archery is posi-
tioned to take archers from the begin-
ner level through the outreach program 
all the way to the Olympics.”

Closing the Gap Between 
Beginners and Medalists
“Before Explore Archery, there was 

a gap in educational and instructional 
programming,” Beach said. “Programs 
skipped from basic archery to Explore 
Bowhunting or to competition-level 
instruction like the Junior Olympic 
Archery Development (JOAD). 
Beginners had no middle ground to 
build their skills and con� dence before 
moving on to compete or bowhunt.”

� is lack of a clear pathway left 
many new archers unsure of how to 
progress. In contrast, consider base-
ball’s progression path. Tee-ball begins 
around age four and after that, kids 
can participate in incrementally more 
advanced programs, where they learn 

more skills and gain better 
coaching. Along the way, 
there are baseball camps, 
training sessions and travel 
teams that help kids enjoy 
baseball through their teens. 
Every team competes for 
the playoffs and players 
compete for all-star teams. 
� is clear progression gives 
kids goals.

Explore Archery helps 
de� ne a similar path. “Many 
people get introduced to 
archery through media, 
classes or programs but then 
they aren’t sure how to con-

tinue,” Mazur said. “Explore Archery 
helps archers progress from beginner 
to intermediate and includes uncon-
ventional activities that encourage 
them to think beyond shooting arrows 
at traditional targets.”

Because events aren’t routinely 
linked, kids who try target archery at 
an outdoor show might never hear 
about 3-D archery or realize archery 
is an Olympic sport. � e Council to 
Advance Hunting and the Shooting 
Sports (CAHSS), which includes the 
ATA and USA Archery, intends to link 
all kinds of shooting and hunting 
programs, including all of the future 
archery options. � e goal is to instill 
and sustain interest and participation 
in these sports.

Explore Archery was developed 
in response to a tremendous growth 
in archery since 2012, fueled in part 
by bow-wielding Katniss Everdeen 
and the “Hunger Games” movies. But 
Parker gives credit elsewhere, too.

“I wholeheartedly believe media 
excitement added interest to our sport,” 
Parker said. “But if Jay McAninch hadn’t 
started laying the groundwork in the 
form of archery parks, archery pro-
grams and funding opportunities and 
coordinated e� orts with other organi-
zations beginning in 2001, we couldn’t 
have capitalized on the excitement the 
way we have. It’s been incredible.”

Explore Archery and the out-
reach program are only one part of 
USA Archery’s Athlete Development 
Pipeline, which shows how archers 

who want more than an introduction 
to archery can take lessons, join clubs 
or sign up for competition. For some 
archers, the goal is competing for med-
als and a podium spot on an interna-
tional stage. Others might aspire to 
bowhunt or enjoy recreational archery 
in their backyards.

Instructor certi� cation is another 
area USA Archery, with help from the 
ATA, has tackled. Certi� ed archery 
trainers who have had background 
checks and are prepared to work with 
kids can introduce beginners to the 
sport, identify talented athletes, con-
sult with athletes regarding equipment 
purchases and ultimately help archers 
achieve their goals.

“Ultimately, USA Archery’s objec-
tive is to support the industry,” Parker 
said. “Strong partnerships are help-
ing USA Archery build our outreach 
programs that add to a base of people 
who enjoy archery, many of whom will 
buy equipment and support archery 
through their tax dollars.”

Parker Bows, a leading manu-
facturer of compound bows,  
crossbows and accessories is now 
taking resumes for the Regional 
Sales Manager Position Covering 
MI & OH.  These are excellent career  
positions. Significant field respon-
sibilities and duties. Intensive  
training program. Send resume and 
cover letter to:

Email: recruiting@parkerbows.com      
   Fax: 540.337.0887

Parker RSM-ArrowTrade
3022 Lee Jackson Hwy. 
Staunton, VA 24401

www.ParkerBows.com

SALES MANAGER
MI & OH REGION

NO PHONE CALLS PLEASE. Due to the volume 
of resumes and time restrictions, we cannot   
respond to each candidate.

Denise Parker, Olympic medalist and CEO of USA 
Archery, sought help from the Archery Trade Association 
and the Easton Sports Development Foundations to build 
archery programs.
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� e Explore Bowhunting curricu-
lum was created for schools (in-school 
and after-school programs), commu-
nity-based programs like Scouts or 4-H 
and summer camps. City and county 
recreation programs also adopted 
Explore Bowhunting and it comple-
ments programs at nature and outdoor 
education centers.

� e curriculum is primarily o� ered 
through state wildlife agencies, so how 
can individual hunters, archery shop 
owners or any other Archery Trade 
Association member get Explore 
Bowhunting into the hands of stu-
dents and/or those who haven’t bow-
hunted before?

“My hope is that ATA members 
and others can learn more about 
Explore Bowhunting, take this knowl-
edge of Explore Bowhunting and incor-
porate it into what’s going on in their 

communities,” Mitch King, the ATA’s 
director of government relations, said. 
“Whether it’s a continuum of existing 
programs or the � rst of its kind in a 
school district or county, no single per-
son or organization can create sweep-
ing changes. But if bowhunters want to 
make a di� erence, they need to identify 
an opportunity through a school or a 
county park-and-rec program. � at’s 
where programs get traction and peo-
ple make a di� erence.”

� e ATA’s call to action for Explore 
Bowhunting echoes the importance of 
cultural intelligence. � at is, an individ-
ual’s cultural experiences and behav-
iors a� ect business and a product’s 
potential. Business is all about identify-
ing an opening or a demand that is cre-
ated or ripened by cultural in� uences.

For the ATA and the industry at-
large, archery is the product. And right 

now, archery and 
bowhunting are 
enjoying a pop 
culture moment. 
On the eve of the 
“Hunger Games: 
Mockingjay - Part 
1” movie premiere 
in November, USA 
Archery reported 
its youth member-
ships increased 
121 percent since 
November 2013. 
Meanwhile, the 
ATA conducted 
the country’s � rst 
nationwide archery 
survey in 2013 and 
found that 18.9 
million Americans 
shoot archery.

C o m b i n e 
that data with 
the impacts the 
movies “The 
Hunger Games” 
and “Brave” have 
on girls and the 
e� ect the locavore 

movement has on young urbanites 
buying bows to source their own 
meat and you get a heap of positive 
cultural intelligence. In other words, 
great timing.

� e only question remaining for 
each individual bowhunter is this: 
what is your neighborhood’s unique 
opening and what are the best angle 
and tools available to seize it?

Educators can receive the com-
plete Explore Bowhunting curricu-
lum packet by attending a develop-
ment workshop. Contact your state 
wildlife agency to locate and register 
for an Explore Bowhunting workshop 
near you. For more information about 
Explore Bowhunting, contact Emily 
Beach at (866) 266-2776, ext. 4 or emi-
lybeach@archerytrade.org or contact 
Kelly Kelly at (866) 266-2776, ext. 6 or 
kellykelly@archerytrade.org.

Equipment and Materials 
Educators receive an Explore 

Bowhunting trunk that includes a bow-
hunting demo kit, a basic youth com-
pound bow, a recurve bow, aluminum 
and carbon arrows, bow sights, sta-
bilizers, arrow rests and other acces-
sories. Game calls, a game board, a 
range� nder, scent eliminators and 
camou� age clothes are also included.

Editor’s Note: � is article by Amy 
Hat� eld is an excerpt from “Explore 
Bowhunting: Hunting Is ‘Sign’ 
Language,” a feature  submitted to the 
Pope and Young Club for its member 
publication. 
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            archery magazines

     existing in France !”            archery magazines
            archery magazines
            archery magazines
            archery magazines
            archery magazines

     existing 
     existing in France            archery magazines

in France            archery magazines
 !”

> CHARC (bowhunting) : More than 25 000 readers every 3 months

> Tir à l’Arc Magazine (Target, 3D and leisure archery) : More than 

30 000 readers every 3 months

in France
 More than 25 000 readers every 3 months

> Tir à l’Arc Magazine (Target, 3D and leisure archery) : More than 

30 000 readers every 3 months For any questions by e-mail : 

claubard@graphycom.com
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The Student Handbook offers practi-
cal information, like fi ve tips to manage 
adrenaline while bowhunting.

Get Explore Bowhunting Locally

Jul15AT126-129T-R.indd   128 6/3/15   4:29 PM



129129

News Brief WWW.ARCHERYTRADE.ORG

129

C

M

Y

CM

MY

CY

CMY

K

nasp2015_fp_8.125x10.75.pdf   1   5/28/15   2:37 PM

Jul15AT126-129T-R.indd   129 6/3/15   4:30 PM




