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When the 2016 ATA Trade Show 
opened on January 5 in Louisville, 
Kentucky, it marked the 20th anniver-
sary of the archery and bowhunting 
industry’s chief business and social 
event, which annually draws about 
9,500 retailing, manufacturing and 
marketing professionals.

� e 2016 ATA Trade Show played 
host to 631 exhibitors, who booked a 
record 229,000 square feet of booth 
space. � e show’s roots, however, 
are more modest. � e Archery Trade 
Association was known as the “Archery 
Manufacturers and Merchants 
Organization” (AMO) when it held its 
� rst trade show in January of 1997.

� at inaugural show, also held in 
Louisville, attracted 6,000 attendees. 
While the AMO owned the show, the 
organization and its sta�  did not yet 
manage show operations. � ose ser-
vices were provided by private contrac-
tors from 1997 to 2002. � erefore, the 
industry had limited ability to capital-
ize on the show’s potential for growing 
and promoting archery and bowhunt-
ing. � at all changed once the ATA 
took full control of the show’s manage-
ment and operations at the January 
2003 show.

Scott Shultz, owner/president 
of Robinson Outdoor Products, has 
attended every AMO/ATA Trade Show 
for the past two decades. Shultz, who 
has served as the chair of the ATA’s 
Board of Directors since 2014 and is eli-
gible for re-election in April 2016, said 
the early shows were worth attending 
but the mood was far di� erent.

“Back then, the warm feelings of 
progress for archery were often over-
shadowed by disputes, factions and 
personal agendas,” Shultz said. “Plus, 
the AMO seemed to have huge poten-
tial but it never really got airborne. 
It was fraught with legal battles, 

indebtedness and management issues. 
In those days, the AMO lacked vision, 
strong uni� ed leadership and a set of 
achievable goals.”

“Today, the ATA is the hallmark of 
all trade organizations,” Shultz contin-
ued. “� e ATA Trade Show is a bench-
mark that all others envy and aspire to. 
It’s among the best run, most organized 
and most pro� table of any trade show 
on the planet.”

Shultz said the turnaround began 
in earnest after the AMO assumed con-
trol of the show in July 2002. Later that 
year, the AMO changed its name to 
the “Archery Trade Association” to bet-
ter identify itself as a service-oriented 
trade association that’s dedicated to 
helping its dues-paying members. 
However, the groundwork for those 
changes began two years earlier.

“� ings started changing in August 
2000, when the AMO Board hired Jay 
McAninch as its president and CEO,” 

Shultz said. “Over the next couple 
of years, Jay resolved the industry’s 
excise tax issues, paid o�  its debts and 
resolved its legal issues. After that, 
he took full control of the ATA Show. 
Ever since, the show has helped fund 
ATA initiatives that promote and grow 
archery and bowhunting in every state. 
� anks to the show, the ATA has $5 
million in the bank reserved to protect, 
promote and fund projects for our awe-
some sports.”

With the show owned by the ATA 
and operated by its sta�  and reliable 
volunteers, the event also became 
the industry’s premier showcase each 
January for cutting-edge products 
and innovations.

“Everyone who works on the show 
understands it’s the lifeblood of our 
industry,” McAninch said. “We got o�  
to a rough start in those early years but 
once the show was ours to own and 
operate, it became a great fundraising 
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Over 630 exhibitors and 9,900 attendees signed on for the 2016 ATA Trade Show, the ATA’s 
largest show yet. Each year, the show generates net proceeds of about $2.2 to $2.3 million to 
help grow archery, bowhunting and the industry itself.
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Busy ATA Show Marks 20 Years
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mechanism that bene� ts every ATA 
member, whether they’re retailers, 
manufacturers, buyers, distributors, 
media or sales and service. It’s a no-
frills event. Everything is geared toward 

business and e�  ciency to maximize 
the net proceeds that help grow archery 
and bowhunting.”

During the past decade, the show 
has provided nearly $13 million in 

funds, sta�  expertise and resources to 
state agencies, city and county parks-
and-rec departments, archery and 
bowhunting organizations and other 
well-vetted groups. � ose funds and 
resources have been used for building 
archery ranges and archery parks and 
operating after-school and community 
archery and bowhunting programs such 
as the National Archery in the Schools 
Program. � e show also helped fund 
the creation and implementation of 
programs like Explore Archery, Explore 
Bowhunting, Explore Bow� shing and 
the Retail Growth Initiative.

“By attending the show, every-
one invests in our sports’ futures,” 
McAninch said. “Today, each show 
generates net proceeds of about $2.2 
to $2.3 million to help grow archery, 
bowhunting and the industry itself. 
And it’s working. Between 2012 and 
2014, our sports grew from 18.9 mil-
lion archers/bowhunters to 21.6 mil-
lion, a nearly 15 percent increase. Since 
we began this e� ort, the number of 

ArrowTrade Magazine isn’t just meant for business owners. 
Help educate key staff with their own subscriptions. We’re happy 

to send them to the home or work addresses.

ATA CEO/President Jay McAninch described the ATA Trade Show as the “lifeblood” of the 
archery and bowhunting industry. During the past decade, the show has provided nearly $13 
million in funds, staff expertise and resources to grow archery and bowhunting.
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Americans shooting bows and arrows 
has increased by nearly three times. 
Every ATA member should take pride 
in those numbers.”

To help celebrate the show’s 20th 
anniversary, several longtime indus-
try veterans shared their thoughts 
on the ATA Trade Show of the past 
and present:

Malcolm Snyder, vice president 
and marketing director, Pape’s Inc.:

When I think back on those � rst 
few ATA Shows, I picture everything on 
black-and-white TVs. � ings seemed 
so drab. People didn’t always know 
why they were there. You did your thing 
and went home. Today, the show is 
full color, bright lights and neon signs. 
Everything is so vibrant and alive. 
Everyone knows their purpose. � e 
atmosphere is totally di� erent.

Twenty years ago, everyone came 
to the show and argued. It was endless 
in � ghting about nothing, really: cross-
bows vs. compounds, carbon arrows 

vs. aluminum, mechanical broadheads 
vs. � xed-blades, lighted sights vs. � ber-
optic sights, overdraw vs. full-length 
and fall-away rests vs. shoot-through 
rests. It was always something but do 
you drive technology or � ght it? I feel 
old when I think about all that � ghting.

Dealers years ago weren’t always 
sure why they were at the show. � ey’d 
just walk the � oor and look around. 
Now they walk the � oor with the Big 
Bucks coupons and other discount 
programs. � ey’re always hunting for 
huge cost savings. � ey’ve learned how 
to work the show.

I’ve been doing this 29 years, and 
one thing has stayed the same: the 
people. � is show has truly genuine 
people. � ey’ll � ght you in the market-
place during the day but give you the 
shirt o�  their back at night and on the 
weekends. � ey’re direct competitors 
but they’ll still share a drink after the 
show closes. � ey’re all cut from the 
same cloth.

Jimmy Primos, chief operating 
o�  cer, Primos Hunting Calls:

I’ve been in this business over 30 
years and worked every show there 
is. � e ATA Trade Show has become 

one of the country’s premier, � rst-class 
trade shows. If you’re going to be a 
player in this business, the ATA Show is 
a must-attend event.

� e ATA Show is a smaller-scale 
version of the SHOT Show. It’s very pro-
fessional and it draws all kinds of retail-
ers, from one-man pro shops to big 
players like Cabela’s, Dick’s, Academy 
and Bass Pro Shops.

When you exhibit at the ATA Trade 
Show, you get a great measurement 
of how your company is doing. At the 
SHOT Show, you’re just exhibiting. 
You don’t know how your products 
are really going over. At the ATA Show, 
you’re exhibiting and taking orders, 
so you know how retailers are viewing 
your products. � e ATA Show measures 
you in dollars and actual orders.

Randy Phillips, owner, Archery 
Headquarters Inc. and Arizona Rim 
Country Products:

People need to realize the ATA isn’t 
owned by some outside organization. 
� e ATA is us and the trade show is our 
show. � e money we spend at the show 
is invested in us, not an outside owner. 
All the money we pay into the show 
gets pumped back out to get people 

With the show owned by the ATA and operated by its staff and reliable volunteers, the event 
became the industry’s premier showcase each January for cutting-edge products and innova-
tions.
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-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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interested in our sports and keep them 
in archery.

� ose early trade shows 20 years 
ago didn’t have as many dealers, man-
ufacturers or booth space and a lot of 
people clogging the aisles and booths 
weren’t dealers. Now, you have to plan 
and organize to get through it. We use 
the ATA Show’s app to map things out 
and make sure we see who we need to 
see. Even then, it’s a scramble to cover 
all of our bases.

We started years ago with a 10 by 10 
booth and kept it a long time. We now 
use a 10 by 20 booth. � e show seems 
so e�  cient and seamless now. It just 
� ows. It used to be clunky. � e ATA has 
got its operations down to a science, so 
you don’t hear many complaints. � e 
ATA team does a great job analyzing 
what dealers and exhibitors want. As 
an exhibiting manufacturer, we used 
to always have ‘wander-around time’ 
throughout the show. Now we’re so 
busy, we have to stay with our booth 
until the show’s � nal two hours on 
day three.

Jay McAninch, CEO/president, 
ATA:

With this year being the show’s 
20th anniversary, it’s � tting that we’re 
marking the return of one of the indus-
try’s largest companies, which under-
scores unity, a hallmark of the ATA. 

It’s great to see Mathews back to the 
show, signifying that everyone is here 
again and the show is back to being the 
industry’s only archery and bowhunt-
ing trade show.

Brian Brochu, owner, Brian’s 
Archery Shop, Barrington, 
New Hampshire:

When we � rst attended the show 
back in the 90s, we’d walk aimlessly up 
and down the aisles. Now we need a 
plan with a road map because you can’t 
physically visit every booth.

No one goes to the show unless it 
makes sense � nancially. For 20 years, it 
has made more sense to go to the ATA 
Show than stay home and wait for sales 
reps to show me what’s new.

Our usual workday at the show 
runs 18 hours. We’re out of our hotel 
by 7 a.m. and don’t return till 9 or 10 
at night. When we get back, we sort 
orders and do paperwork until about 
1 a.m. When I come home from the 
show, I have 75 to 80 percent of the 
year’s orders written.

Todd Vaaler, director of opera-
tions, Gateway Feathers:

When the show began, it wasn’t 
helping the industry expand. It was 
only bene� ting one or two people. Now 
we have this behemoth rolling down 
the road that’s funding worldwide 

archery growth for everyone. It has 
come so far and done so many good 
things. It’s a real blessing to have the 
ATA Show and see it promoting archery 
and bowhunting so e� ectively.

� e show has boosted our inter-
national business with all the foreign 
retailers � ying in for it. � ey enjoy the 
show and like seeing our products � rst-
hand. I would like to visit our distribu-
tors in France and elsewhere but I can 

Product launches are a staple of the ATA Trade Show and attract large crowds. It’s estimated 
that over 500 people gathered for the annual Bowtech unveiling, where the company debuted 
nine bows from its Bowtech, Diamond, Excalibur and Stryker brands. 
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see more of them far more cheaply by 
exhibiting at the ATA Show. And they 
attend the show because it’s well-run 
and o� ers great access to quality hotels.

Years ago, it was hard to get major 
retailers to sit down with us and talk 
business but they do now. � e ATA 
Show helped us prove ourselves.

Central locations like Louisville 
and Indianapolis work great for the 
show because they’re within reach of 
most of our dealers. By making our-
selves visible to so many dealers under 
one roof, we can make money while 
helping them stay healthy and happy.

Bruce Hudalla, president, 
Hudalla Associates:

Each ATA Show is a must-attend 
event. For dealers to prosper and sur-
vive, they have to be here to see and 
test all the innovations. � at wasn’t the 
case years ago.

� e ATA Show has become this 
industry’s Super Bowl, its World 
Series. Everyone wants to attend. It 

changed the indus-
try. Before the ATA 
Show, the SHOT 
Show was the 
must-attend event. 
But now our show, 
the ATA Show, is 
the industry’s main 
buying and selling 
show. It’s where the 
industry kicks o�  
the new year with 
its latest products 
and pricing.

� e ATA Show 
is a huge piece 
of the market-
ing for most com-
panies today. It’s 
their opportunity 
to market their 
brands and sell 
their product. You 
see so many big 
monster booths 
now with their own 
meeting rooms. 
The big invest-
ment groups come 
in and hold major 

meetings and some companies bring in 
all their executives for their big annual 
meeting. It’s where the industry con-
ducts the year’s biggest business.

When you went to this show years 
ago, it was similar to deer classics and 
other consumer shows. It seemed 
everything was 8 by 10 booths. Most 
companies now build booths spe-
ci� cally for the ATA Show. You walk 
around and you see lots of professional 
marketing e� orts in the booths, over-
hangs, suspended signage, staircases 
and even the restrooms. No one com-
pares it to a deer show anymore.

Dotty Nelson, owner, 
Nelson’s Arrows:

� e ATA Show is so well run and 
well organized. � e people in charge 
know what they’re doing. You’ll still get 
some people coming into your booth 
looking for free stu�  but this is archery 
and there will always be people bring-
ing friends along for the ride. � e more 
you do this, the faster you get at spot-
ting them. You say “Hi” and “How are 
you” and move along if they waste 
your time.
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The 2016 ATA Trade Show in Louisville, Kentucky marked the 20th anniversary of the 
archery and bowhunting industry’s chief business and social event, which annually draws about 
9,500 retailing, manufacturing and marketing professionals.

P
h

ot
o 

C
re

d
it

 A
TA

/S
h

an
e 

In
d

re
bo

Apr16AT126-130-R.indd   130 3/8/16   3:46 PM




