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Despite the gains we’ve made 
with bowhunting over the past 
40 years, I’m more troubled 

than ever. Events like “Cecil the Lion” 
continue to happen and I’m worried 
about the impact the resulting anti-
hunting messages will have on future 
generations of Americans.

� e Cecil incident was a unique 
situation that involved trophy hunting 
for an iconic African animal by a con-
troversial hunter who was previously 
cited for a bear hunting violation in 
Wisconsin. However, harassment expe-
rienced by hunters isn’t reserved for 
such isolated incidents. Many people 
who express their love for hunting by 
sharing pictures of animals they’ve 
legally hunted have endured a veritable 
feeding frenzy from animal lovers. In 
fact, when my son and grandson shot 
their � rst black bears on the same day, 
I didn’t share the photos, widely out of 
fear of the social media community. 
Instead, I showed them only to a small 
circle of friends.

While we know who the vocal 
spokespeople against hunting are, the 
larger question is this: “Who is the 
spokesperson for hunting?”

Is it a celebrity hunter of television 
fame? Is it a wildlife agency profes-
sional who has worked with hunting 
and hunters? Is it a leader of one of 
any number of conservation groups 
like Ducks Unlimited, the National 
Wild Turkey Federation or the Rocky 
Mountain Elk Foundation? Or is it a 
leader from the Humane Society of 
the United States (HSUS), Defenders 
of Wildlife or the People for the Ethical 
Treatment of Animals?

An answer of sorts was avail-
able when the Cecil story broke on 
“Good Morning America” and ABC 
included representatives of pro- and 
anti-hunting factions. After a short 

segment detailing Cecil’s 
killing, the network aired 
an interview with Wayne 
Pacelle, president of HSUS, 
who calmly said Cecil was 
the proverbial “tip of the 
iceberg” example of how 
trophy hunting threatens 
many species and needs to 
be stopped.

� e statement for hunt-
ing was not live but from 
the Facebook page of rocker 
and gun rights advocate 
Ted Nugent, who wrote, 
“� e whole story is a lie. It 
was a wild lion from a ‘park’ 
where hunting is legal & 
essential beyond park bor-
ders. All animals reproduce 
every year & would run out 
of room/food to live w/o 
hunting. I will write a full 
piece on this joke ASAP. 
God are people stupid[sic].”

While the social out-
rage subsided over the next 
few weeks, many pro-hunt-
ing messages appeared. 
Most messages were posi-
tion statements, some were 
lengthy stories and one 
was a thoughtful 16 minute 
video from conservationist 
Shane Mahoney. Another 
was a web post by author 
and television host Steven Rinella, a 
hunting celebrity whose brand tends 
to appeal to younger, urban hunters: 
those motivated by meat � rst and tro-
phies second. Unfortunately, all too 
many pieces were rants from hunt-
ers who were angry with the media, 
hateful of anti-hunters and mad at 
anyone who spoke a disparaging word 
about hunting.

The problem with all of the 

pro-hunting communications I saw or 
heard was that they were too late, too 
long, too detailed, too diverse or too 
unprofessional to convey a clear state-
ment about hunting. In the end, most of 
these messages, while being read with 
nodding heads by hunters, were not 
consumed by the non-hunting public 
who share our “sound byte” world.

So who will be our spokesperson?
� e hunting community consists 

 You can be a spokesperson for hunting in the com-
munity where you live. Know why you hunt and be able to 
provide an answer that’s clear, personal, not defensive and 
easy to understand.
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Be a Spokesman for Bowhunting
By Jay McAninch, ATA CEO & President
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of many � ercely independent organiza-
tions, all of whom must appeal to their 
members and be a champion for their 
issues, including hunting. My experi-
ence is that no two hunting groups have 
quite the same philosophy, especially 

about certain types of hunting. � us, all 
organizations always speak for them-
selves, so there isn’t a single voice. � e 
hunting community also includes 50 
state wildlife agencies but, again, all 
states have di� erent public obligations, 

legislative mandates and hunting cul-
tures. � is means the agency director 
and professional sta�  seldom do more 
than defend legal hunting the way it’s 
practiced on their home turf.

Among the federal agencies, none 
are engaged in hunting enough for any 
sta�  member to be seen as a spokes-
person. Meanwhile, the hunting indus-
try is a nonentity when it comes to 
discussing hunting because, as with 
any industry, it is often seen as having 
a vested interest: in this case, pro� ting 
from hunting. � us it is perceived as 
having no credible position except to 
safeguard revenues.

Because we don’t have a spokes-
person for hunting, each of us should 
answer this question: who speaks for 
you about hunting in the community 
where you live? Why can’t that person 
be you?

I believe bowhunting’s future will 
be secure if each of us accepts that 
any of us can be a spokesperson for 
bowhunting. When your kid’s teacher 

Bowhunting participation is growing among young urban people. Being a spokesperson for 
bowhunting allows you to sustain that growth by introducing a younger demographic to the 
sport you know and love. 
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The Archery Trade Association 
unveiled a new name and brand 
identity for what was once called 

the “Retail Archery Academy,” a vol-
untary program for retailers who want 
to capture the recreational archery 
market. Since its inception in 2013, 
the program has expanded beyond 
recreational archery to include busi-
ness practices for all archery and bow-
hunting businesses. “Retail Growth 
Initiative,” the program’s new name, 
accurately re� ects the growth in pro-
gram scope and retailer participation.

“� e former name was often con-
fused with the ‘Academy Seminars,’ a 
series of seminars o� ered annually at 
the ATA Trade Show and the ‘Archery 
Academy,’ a hands-on archery training 

and instructor certi� cation program,” 
Michelle Zeug, the ATA’s director of 
archery and bowhunting programs, 
said. “Changing the name to ‘Retail 
Growth Initiative’ establishes a clear 
identity as the program gains popular-
ity among retailers.”

About the New Identity
“Retail” remains unchanged. � e 

program helps retailers alter how they 
think about their businesses and con-
sider new ways to reach and serve 
more customers, especially the grow-
ing recreational archery demographic.

“Growth” places retailers at center 
stage, highlighting their internal growth 
and their role in opening new shops 
and expanding archery nationwide.

“Initiative” places participat-
ing retailers ahead of the curve. It 
denotes action over idleness, progres-
sion over stagnation and ingenuity 
over ine�  ciency.

� e three arches in the new logo 
mirror the single arch formed by the 

or your neighbor, co-worker, pastor, 
banker or doctor asks you about hunt-
ing, do you have an answer? How do 
you answer your own kids if they ask 
why you hunt? Have you ever won-
dered what your kids would say if they 
were asked at school why you or they 
hunt? Will the answer be simple, short 
and clear? And, most importantly, will 
it resonate with the audience?

I hunt because I thoroughly enjoy 
everything about preparing for the 
hunt, the predatory and natural act 
of hunting, taking the shot and hope-
fully feeling the satisfaction of killing, 
dressing and eating a deer. My sat-
isfaction comes because I also know 
my shots ensure the health and sur-
vival of the deer population in the area 
and contribute to the balance needed 
for wild deer to coexist on the land 
with all kinds of other wildlife as well 
as farmers, foresters, motorists and 
other residents.

Because most of us cherish per-
sonal responsibility, how about we 
each become a spokesperson for hunt-
ing? If you do so, be prepared, because 
you might come out of the woods or an 
outdoor store someday and have some-
one put a microphone in your face and 
ask, “Why do you hunt?” Whatever you 
say, your answer must be personal, not 

defensive, easy to understand and less 
than two minutes long. Don’t forget to 
smile and to be warm and open when 
you answer. � at should be easy. After 
all, bowhunters are not only moms, 

dads, friends, husbands, wives and 
members of every community; we’re 
nice people, too!

Good luck and happy bowhunting! 

REACH NEW QUALIFIED BUYERS
Over 93% of attendees buy at our Expos!

8 out of 10 
Attendees
Bowhunt!

“…We completely

SOLD OUT on Saturday

with two hours to go

in the Deer Expo…”REGISTER
NOW AT

deerinfo.com
OR Call

800-324-3337

– Killer Food Plots

MADISON, WI
April 1-3, 2016

LANSING, MI
February 19-21, 2016
The Lansing Center

BLOOMINGTON, IL
August 12-14, 2016

COLUMBUS, OH
March 11-13, 2016

LOUISVILLE, KY
January 29-31, 2016

The Archery Trade Association unveiled a 
new name and brand identity for what was 
once called the “Retail Archery Academy,” 
a voluntary program for retailers who want 
to capture the recreational archery market. 
“Retail Growth Initiative,” the program’s 
new name, accurately refl ects the growth in 
program scope and retailer participation.
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arrangement of the letters in the ATA 
logo. � e cohesion between the two 
logos makes the program easily rec-
ognizable as an ATA initiative and 
encourages continued partnership 
growth between the ATA and its mem-
ber retailers. Each subsequent arch 
increases in size, further illustrating 
the potential growth available through 
the Retail Growth Initiative.

About the Program
The ATA launched the Retail 

Growth Initiative as the “Retail Archery 
Academy” at the June 2013 ATA Board 
of Directors meeting. Board mem-
ber Randy Phillips, owner of Archery 
Headquarters in Chandler, Arizona, 
had successfully created a recreational 
archery market to generate signi� cant 
income. � e ATA adopted concepts for 
promoting recreational archery from 
Phillips. Six stores joined the six month 
pilot project to develop what is now the 
Retail Growth Initiative.

“Now we’re creating webinars and 
other tools to expand the program,” 
Zeug said. “� ese are steps retailers 
can take to accommodate recreational 
shooters.” In other words, implement-
ing Retail Growth Initiative principles 
doesn’t necessarily require new sta� , a 
new range or long shelves of inventory.

Available Resources
� e Retail Growth Initiative pro-

vides archery retailers with the tools 

needed to grow their business.
Targeting the recreational archery 

market is like a puzzle, with websites, 
lessons, deals, coupons, merchandis-
ing and other marketing avenues as 
pieces of that puzzle. � e Retail Growth 
Initiative works with retailers individu-
ally to assemble those pieces into a cus-
tomized, strategic plan utilizing a set of 
tools, resources and best practices.

� e Retail Growth Initiative o� ers 
tips on these subjects and more:

• Curb appeal 
• Website development 
• Social media practices 
• Profi table partnerships 
• In-shop moneymaking events 
Ready to grow your archery busi-

ness? Take advantage of the free 
resources available through the Retail 
Growth Initiative. Contact Michelle 
Zeug, ATA director of archery and bow-
hunting programs, at michellezeug@
archerytrade.org.

By: Katelyn Rutland

RamCatBroadheads.com • 412-519-5352
F u l t o n  P r e c i s i o n  A r c h e r y

NEW
For 2016

100 & 125 Grain Original 
 1 3/8" & 1 1/2" Cut Diameter

100 Grain  •  1 1/16" Cut Diameter Patent # US8210971B1

Introducing the NEW

DiamondBack
The Newest Addition to the 
RamCat Fixed Blade Family.

�
 

Patented Concave Scoop Technology  
 for the Most Accurate/Deepest   
 Penetrating Broadhead on Earth

�
 

Patented Backcut Technology

�
 

Patented Blade Over Shaft Technology

�
 

Patented Firenock Aero Concentric
 Technology

The Archery Trade Association’s Retail Growth Initiative helps retailers grow their businesses 
by offering practical tips on curb appeal, website development, social media practices, profi t-
able partnerships and more. 
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