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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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� e ATA Trade Show is, by far, the 
Archery Trade Association’s most pub-
licized event, one that’s been called 
“Christmas morning for archers and 
bowhunters.” However, one of the 
show’s goals is less about “presents” 
and more about the archery indus-
try’s future.

“� e trade show model is designed 
to accomplish two di� erent goals,” ATA 
CEO/President Jay McAninch said. 
“One facet of the show must meet 
today’s business needs and do every-
thing possible to o� er an e�  cient, 
cost-e� ective venue for the industry to 
network, write orders, extend branding 
and otherwise do business. � e second 
facet of the show must drive revenues 
for tomorrow’s growth opportunities.”

Many of those “growth oppor-
tunities” are already in place and 
working toward a common theme: 
grow archery.

Many Targets. One Goal. 
Grow Archery.

� is theme was splashed all over 
the 2015 show in Indianapolis and it 
encompasses how agencies, compa-
nies, organizations and other partners 
are working to make archery as main-
stream as soccer or baseball in com-
munities nationwide.

Since the ATA adopted a new busi-
ness model in 2004, the Show has gen-
erated more than $15 million. Over $5 
million of show proceeds have been 
used for direct investments that cre-
ated facilities for archers and bow-
hunters and funded hundreds of proj-
ects that put bows into the hands of 
new archers.

Whether it’s for a state wildlife 
agency building community archery 
parks or a nonpro� t group recruiting 
hunters through mentoring programs, 
the goals are clear and unifying. � ey 

can also be electrifying, which was 
evident during the December 2014 
Archery and Bowhunting Summit in 
Louisville, Kentucky.

ATA Shows and Archery 
Summits are Connected

Question: How is a meeting of rep-
resentatives from state wildlife agen-
cies, archery companies and non-gov-
ernment agencies (NGOs) connected 
to the archery and bowhunting indus-
try’s largest trade show?

Answer: � e ATA organizes both 
events and revenue from the ATA 
Trade Show funds the Archery and 
Bowhunting Summit. � e ATA has held 
10 summits since 2001 and each summit 
provides forums to discuss programs, 
parks and other growth opportunities.

Greg Johnson, commissioner of 
Kentucky’s Department of Fish and 
Wildlife, was the � rst speaker at the 
2014 summit. He began by asking 
everyone to stand, extend his or her 
left arm and pat him- or herself on the 
back for all they’ve accomplished col-
lectively. He also said archery is ben-
e� ting from a “perfect storm” of hype 
about the sport and an industry that 
was prepared for that burst of interest 
in recreational archery.

“Blockbuster archery-themed 
movies helped generate interest 
from a new audience and we were 
ready,” Johnson 

said. “When Louisville’s own Jennifer 
Lawrence carried her bow and arrows 
on the big screen, thousands of kids 
were already carrying their bows and 
arrows to already scheduled practices. 
We hope to keep the perfect storm 
rolling by creating gun and archery 
ranges statewide and by facilitating 
public-private partnerships that cap-
ture archery interest.”

What Happens at an Archery 
and Bowhunting Summit?
During three days packed with 

meetings, networking events and 
hands-on activities, the 90 attendees 
learned about topics including:

The National Wild Turkey 
Federation’s “Save the Habitat, Save 
the Hunt” initiative

Easton Sports Development 
Foundation Archery Centers and 
A�  liate Facilities

� e Council to Advance Hunting 
and Shooting Sports (CAHSS)

Archery and bowhunting recruit-
ment successes in Kentucky

National recruitment, retention 
and re-engagement e� orts

Olympic Archery in the Schools – 
League Program

Explore Archery and USA Archery 
Clubs

The National Archery in the 
Schools Program

Greg Johnson 
(center), commis-
sioner of Kentucky’s 
Department of Fish 
and Wildlife and other 
KDFW sta�  members 
updated Summit 
attendees on archery 
and bowhunter 
recruitment successes 
in Kentucky.
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�e Salvation Army Outdoors 
Program

Scholastic 3D Archery

Industry representatives reported 
on “the state of the industry” and ATA 
sta� provided updates and answered 
questions about social media, con-
tent marketing, the Retail Archery 
Academy, the Archery Retailer 
Program, archery park development 
and the Explore Bowhunting and 
Explore Bow�shing programs.

After hearing so much about their 
favorite sport, many summit attendees 
were ready to pick up a bow and shoot 
targets. �eir wishes came true on the 
Explore Bow�shing range.

Standing in a small hotel meeting 
room with ornate wallpaper, plush car-
pet and crystal light �xtures, six people 
at a time stood side by side to shoot 
bow�shing equipment at foam �sh. 
�is demonstrated how little space is 
needed to set up an archery range. 
�e reactions of participants, many 
of whom had never tried bow�shing 
before, proved that archery’s excite-
ment and the thrill of hitting a target 
are universally appealing.

Whether you’re hitting an intended 
target or accomplishing a common 
goal, growing archery is the foremost 
objective of those in the industry.

2014 Summit Attendee 
Responses

BJ Wolf, senior national account 
executive for Plano Synergy Outdoors, 
brand manager for Barnett Outdoors 
and ATA Board member

Wolf didn’t know why he waited 
until 2014 to attend a summit.

“�is is my �rst archery summit 
and I’m kicking myself for not coming 
to one in the past,” he said. “‘Blown 
away’ is an understatement. I’m 
amazed and energized by the e�ort 
these organizations are putting forward 
to promote archery. I’ve worked in the 
automotive industry and the airline 
industry but I’ve never been part of an 
industry that does so much to drive the 
retailer to be better and that provides 
the tools to be better.”

Kathy Garland, archery educa-
tion coordinator for the Michigan 
Department of Natural Resources

Garland was surprised by the 
wealth of information provided at her 
�rst summit.

“I’m excited about a lot of pro-
gram updates, like the Level 2 instruc-
tor trainer certi�cation through USA 
Archery,” she said. “And I’ve had oppor-
tunities to meet other people who have 
experienced the same challenges I 
have and they’ve o�ered insights and 
answers I can take back to work to grow 
my programs.”

Garland said the summit 
also changed her mind about 
Explore Bow�shing.

“I said I wouldn’t o�er Explore 
Bow�shing in 2015 but trying the bow-
�shing activity and having all my ques-
tions answered at the summit changed 
my mind,” she said. “I can implement 
Explore Bow�shing right behind NASP 
because both programs use the same 
equipment. Offering the program 
won’t cost the state any more money. 
Plus, it’s fun!”

Ryan Shutts, category manager for 
archery at Cabela’s

Shutts also experienced his �rst 
summit in 2014 and said the event was 
better than he expected.

“I thought the meetings would 
be more state-by-state reporting but 
they’ve been more about presenting 
ideas developed for use by the state 
agencies,” he said. “Retailers like 
Cabela’s can learn what states are strug-
gling with and �gure out how to help. 
I’m excited about Explore Bowhunting 
and about NASP delving into 3-D 
tournaments with their International 
Bowhunter Organization partnership. 
�ose are big opportunities for hunting 
stores like ours to reach new archers.”

Mike Barnes, vice president of 
Bohning Archery 

Barnes also gained new ideas he 
plans to implement at work.

“The content-marketing aspect 
of our discussion hit home for me,” 
he said. “�at was something I hadn’t 
thought of before. As a company, we 
struggle with whether an ad in a maga-
zine does any good. I de�nitely want 
to talk to Bohning’s marketing depart-
ment about content marketing.”

Barnes, a member of the Council 
to Advance Hunting and Shooting 
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Sports (CAHSS), attended the sum-
mit to understand what’s happening 
throughout the industry.

“We get so wrapped up in our day-
to-day things that we don’t see out-
side the box,” he said. “You’re in your 
own little cube and worried about your 
company and it’s nice to come here 
and see all the other work the ATA, the 
NGOs and the states are doing. It’s all 
about expanding our future. If we don’t 
have bowhunting, bow� shing and 
shooting, we won’t have an industry.”

Tammy Sapp, director of communi-
cations at Bass Pro Shops

Sapp, a � rst-time summit attendee, 
also mentioned the importance of 
uniting diverse organizations to ben-
e� t archery.

“Anyone with an interest in 
recruiting, retaining and reactivating 
archers and bowhunters will want to 
attend ATA’s Archery and Bowhunting 
Summit,” she said. “With attendees 
from state and federal wildlife agencies, 
archery and bowhunting organizations 
and the industry, this meeting is a fan-
tastic networking platform. It’s also a 
great opportunity to hear a diversity of 
voices coming together to share ideas, 
plans and updates that help ensure the 
future of hunting, conservation and 
recreational archery.”

Dave Parker, director of sales and 
strategy at Kinsey’s and recently elected 
ATA Board member

Parker attended the � rst Archery 
and Bowhunting Summit held in 2001 
and returned in 2014 to stay informed 
about the industry. He was excited to 

see how many early conversations held 
in brainstorming meetings years ago 
are now being implemented with tan-
gible results.

“Being a lifelong bowhunter, 
it’s valuable for me to see Explore 
Bowhunting grow from an idea into 
an outreach program that’s spawning 
interest in other outreach programs 
like Explore Bow� shing,” Parker said. 
“It’s incredible to see that and know 
the e� orts and time everyone is putting 
into this are going a long way toward 
growing our sport and bene� ting the 
whole archery community.”

Parker was especially interested in 
the archery shootout, a contest held in 
November 2014 that pitted YouTube 
stars Dude Perfect and Brittani Taylor 
against each other in a video show-
down and gave prizes to viewers who 
voted for their favorite.

As of Dec. 13, 2014, 18.9 million 
people had viewed the videos and 
20,000 had voted.

“In a few weeks, 17 million peo-
pled viewed the Dude Perfect video 
alone,” Parker said. “� at’s six minutes 
of archery content that was viewed by 
17 million people. I don’t think it’s sunk 
in yet for many people. Look at the cost 
of buying 30 seconds of airtime during 
a Monday Night Football game and 
you’ll realize the value of six minutes 
of content seen by 17 million people 
who chose to watch the video. To me, 
that shows an incredible opportunity 
that’s there and waiting for us to � gure 
out how to navigate into that audience.”

After hear-
ing so much 
about their 
favorite sport, 
many Summit 
a t t e n d e e s 
were ready 
to pick up 
a bow and 
shoot targets. 
Their wishes 
came true on 
the Explore 
B o w f i s h i n g 
range.

Apr15AT107-109T-R-V.indd   109 3/4/15   7:50 PM




