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HAVEN VALLEY KENNELS: 
Professional Bird Dog Training 
for all Pointing Breeds, John 
Mennella Sr. Wurtsboro, NY 
845-888-0402

www.Bdarn.com/havenvalley
KIRBY LABRADORS: Gene Kir-
by, High Point, NC 336-869-5527 

www.KirbyLabradors.com
ROLIDA KENNELS: Dave Dahl-
berg Wheatridge CO 303-232-0456

www.rolida.com
WESTERN WING KENNEL: 
See our display adv on page 5. 
Jerimiah & Wendi Davison, Yer-
ington, NV 775-463-0195

www.WesternwingKennels.com

VIDEO
GUN DOG SUPPLY: Starkville, 
MS 800-624-6378

www.gundogsupply.com
MISCELLANEOUS

GQF Manufacturing Company: 
Savannah, GA  912-236-0651

www.gqfmfg.com/b.htm

MOURER FOSTER INC: Lansing, 
MI 800-686-2663

www.MourerFoster.com

Adv Deadline for 
the June/July 2016 

Issue 
May 10th

Details online at 
www.Bdarn.com

Published Six times a year
$9.99/year prepaid

ADVERTISING RATES
Our rates are based on an industry 

standard 8”x11” page.  Actual print 
size 10”x 16” page

Link/Listing $120, Event adv $20/is-
sue, 20 word Classified = $160/yr, 1”= 
$180/yr, 2”=$200/yr, 1/9 page=$220/
yr, 1/6 page=$240/yr, 1/4 page=$260/
Yr, 1/3 page=$280/yr, 1/2 Page=$300/
yr, 2/3 Page=$320/Yr, 1 Page=$360/Yr

All ads will ALSO be seen on 
our website: www.Bdarn.com the 
worlds largest hunting/dog website 
with 20,000+ pages.
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That’s it for this issue we’ll talk 
again in two months!

Ashley Sickles & Chris McTall of Coastal Pet Products Mark Chamberlain of Rocky Brands

Industry News From NSSF

www.Bdarn.com/gey

How Bad Are Guns? 
As Bad as Tobacco, 

According to the 
Violence Policy Center 

By Larry Keane
The Violence Policy Center led by its 

founder, Josh Sugarmann, would be 
more correctly called the “Anti-Gun 
Advocacy Center.”  Sugarmann was, 
in fact, the communications director 
for the accurately named National 
Coalition to Ban Handguns.  But that’s 
way too straightforward sounding 
these days.
So, in contrast, “Violence Policy 

Center” sounds a whole lot better, 
non-controversial even.  All reason-
able people abhor violence of any 
kind.  But this organization does not 
study actual causes of violence or the 
various types of violent crime. That’s 
because its leader see guns as a cause 
not an instrumentality in criminality, 
and has a demonstrated record of 
misrepresenting data , cherry picking 
facts and distorting information in 
furtherance of his one real goal – gun 
control by any and all means.
Sugarmann is lead author of his orga-

nization’s latest propaganda exercise 
called “Start Them Young ,” covered 
recently by the New York Times and 
which is an assault on the firearms 
industry, to be sure. But it is equally 
an attack on Americans who see 
nothing wrong with introducing their 
children to supervised recreational 

target shooting. In Sugarmann’s view to 
do so is to entice a new generation into 
an unhealthy and inherently dangerous 
activity.
But it’s worse than that, of course, the 

firearms industry is following in the 
time-honored tradition of another great 
American boogeyman, the tobacco indus-
try, and seeking to addict youngsters to a 
life-time of psychopathological shooting 
and deadly firearms purchases. You see, 
we have to replace our aging and dying 
customer base at any cost.
We have to remember that it was Josh 

Sugarmann who bragged about inventing 
the “assault weapon” moniker as a way 
to confuse the public into thinking that 
semi-automatic sporting rifles were much 
the same as machine guns so it would be 
easier to ban them.
This report is a polemic and is so biased 

that it will appeal mostly to a hard-left 
anti-gun political audience. However, 
since our organization has been called 
out, along with the NRA (of course), our 
manufacturer companies and even the 
Junior Shooters website and magazine, 
we are going to respond without arguing 
every mistaken assumption and purpose-
ful misrepresentation.
Sugarmann writes that our industry 

makes certain firearms to appeal to chil-
dren to take up the shooting. It’s quite 
the opposite. Since children cannot buy 
their own guns, it is parents and other re-
sponsible relatives who seek firearms ap-
propriately sized for their young charges 
as they introduce them to a lifetime of 

safe recreational target shooting. They 
have created the market and it has been 
going on for decades.  That a greater 
variety of models and colors (heaven 
forbid) are available is an indictment 
of progress in consumer choice across 
all products categories.
The statistics are on our side. Firearms 

sales are at record highs, even as the 
use of guns in violent crimes has been 
on a two-decade long downward trend 
(FBI) and accidents with firearms are 
the lowest since record-keeping began 
(National Safety Council).  So introduc-
tion of more firearms, let alone those 
actually designed to be more easily 
handled by youngsters under adult su-
pervision, certainly has not increased 
the danger for youth safely learning 
to safely and responsibly use firearms.
As for that aging and dying demo-

graphic, women, parents of youth, 
and an increasing ethnically diverse 
customer base are purchasing firearms 
and keeping ranges busy.   In fact, com-
petitive shooting is the fastest growing 
high school sport in the United States 
Here’s the worst part of Sugarmann’s 

polemic. Youth shooting sports are 
among the safest of activities. But to 
him, the skills learned are a gateway 
to crime and suicide. Is there evidence 
for that?  No, of course there’s not.  It 
would be a stunning leap in illogic for 
most human beings to make, but it’s 
not too much for a master propagan-
dist to pen.
The answer (surely you saw this com-

ing) is for a tobacco- industry level of 
scrutiny, marketing restrictions and 
regulation. Yes, he hates guns that 
much and wants to take that page right 
from that regulatory playbook.
Here’s our final word, in case you 

have been wondering. So beneath 
contempt is this latest propaganda 
exercise from the Violence Policy Cen-
ter that we chose not to quote from it 
or provide a link to it in this post. But 
because you can surely find it if you 
would like, we will provide a warning 
notice in the spirit of what you would 
find on an advertisement for a tobacco 
product: WARNING:  Reading this 
report will cause you to question the 
logic, reasoning and general sensibility 
of the author’s anti-gun mindset.

Advertise with us for 
as little as $10/month!
Bombs don’t kill people, 
explosions kill people.


