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An examination of tournament fishing in the time of COVID-19
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Catch Company announces initiative to support fishing industry nonprofits
From 

The Fishing Wire.com

Chicago – IL, – Catch Company,
the company behind brands like
Mystery Tackle Box and Karl’s
Bait & Tackle, is proud to an-
nounce a new initiative called
Catch Co. Gives Back. The pro-
gram advances Catch Co.’s mis-
sion of “rescuing people from
the indoors” by partnering with
select nonprofit organizations
that are doing amazing work
across the fishing industry and
society at large.

For one week every quarter,
Catch Co. will donate 10% of
sales from the Karl’s Bait &
Tackle ecommerce site to a non-
profit organization. The com-
pany is proud to announce that
C.A.S.T. for Kids has been se-
lected as its first partner organi-
zation. Starting Monday and
running through October 11th,
funds collected will be donated
directly to C.A.S.T. for Kids to
help support the Oregon-based
group’s mission to ‘Enrich the
Lives of Kids with Special
Needs Through Fishing’. To
learn more about this wonderful

NFL Play 60 Super Kid Contest Presented by Danimals winner
will get trip of lifetime to Super Bowl ... from sports page 1
Tampa during Super Bowl
week, Super Bowl Opening
Night Fueled by Gatorade and
NFL Honors.
The 14th annual NFL PLAY 60
Super Bowl Contest presented
by Danimals® is part of NFL
PLAY 60, which encourages
youth across the country to get
physically active for 60 minutes
a day.
For more information on the

Because of COVID concerns, many of the Elite anglers opted to camp rather than stay at
hotels. (Photo/Courtesy: The Fishing Wire.com)

organization and explore other
ways to help, please visit
https://castforkids.org/.
"One of our core goals as a com-
pany is to use the sport of fishing
as a platform to support impor-
tant causes and communities in
need. I can’t think of a better
cause than helping children with
special needs and there is no bet-
ter partner than C.A.S.T. for
Kids.,” says Ryan Watson, Chief
Customer Officer & Chief Mar-
keting Officer of Catch Co.

Thousands of volunteers across
the US support the C.A.S.T. for
Kids Foundation each year. Par-
ticipating children are hosted at a
local lake or body of water for a
day of education, fishing and fun.
They are supplied with all the
gear they need and partnered
with an experienced volunteer
who teaches them proper fishing
techniques. After a morning of
fishing they are able to enjoy a
BBQ lunch and awards cere-
mony with their families. In 2019
C.A.S.T. for Kids hosted more
than 75 events across the coun-
try.
After serving on the C.A.S.T. for
Kids Foundation Board of Direc-

tors for 10 years, Jay Yelas took
over as Executive Director in
2015. “My passion for people
and for sharing the great sport of
fishing with others, especially
with children, is why I love
C.A.S.T. for Kids. Amazing

NFL PLAY 60 Super Bowl Con-
test presented by Danimals or to
enter the contest, visit
NFL.com/PLAY60Contest.  No
purchase necessary to enter or
win. Contest submission period
ends on Nov.15.  Kids can also
get involved in NFL PLAY 60 in-
school programming and learn
ways to get active and healthy at
NFL.com/PLAY60. 
NOTE: This Contest may be
canceled or postponed by Spon-

sor at any time in its sole discre-
tion due to pandemic (e.g., Coro-
n a v i r u s / C O V I D - 1 9 ) .
Additionally, any prize trip may
be rescheduled, canceled or sub-
stituted in Sponsor's sole and ab-
solute discretion
NFL PLAY 60 is the League's
national youth health and well-
ness initiative to encourage kids
to get physically active for at
least 60 minutes a day. Since
PLAY 60 launched in 2007, the
NFL has committed more than
$352 million to youth health and
fitness through PLAY 60 pro-
gramming, grants and media

time for public service an-
nouncements. Over the past
decade, the NFL has partnered
with leading academic, scientific
and nonprofit organizations, in-
cluding the American Heart As-

sociation, National Dairy Coun-
cil, Special Olympics, Shriners
Hospitals for Children, St. Jude,
and the United Way, to help chil-
dren of all abilities lead health-
ier, active lives.

things happen at our events with
tons of caring volunteers creating
special memories for these chil-
dren,” says Jay Yelas.
Each quarter of the year, Catch
Co. will be selecting another
charity to highlight and support

Catch Company announces its C.A.S.T. for Kids initiative
which is to “Enrich the Lives of Kids with Special Needs
through Fishing”. (Photo/courtesy: Catch Company) 

with funds from sales taking
place on Karl’s Bait & Tackle for
a select week. Find out how you
can support this initiative by vis-
iting Catch Co. Gives Back.
About The C.A.S.T. for Kids
Foundation
C.A.S.T. for Kids Foundation
(C.A.S.T. = Catch A Special
Thrill) is a public charity that
was formed in 1991 to join vol-
unteers who love to fish with
children who have special needs
and disadvantages for a day of
fishing in the outdoors. The
Foundation became an official
501(c)3 in 1994 and currently
hosts three programs: C.A.S.T.
for Kids, Fishing Kids, and Take
a Warrior Fishing.

About The Catch Company

Catch Co. was founded in 2012
by CEO and fishing enthusiast
Ross Gordon with a mission to
“Rescue people from the in-
doors”. 
The company started with the
launch of Mystery Tackle Box,
the industry’s leading monthly
tackle subscription box, and has
since expanded with the Karl’s
Bait & Tackle e-commerce site.

Catch Co. also develops a range
of innovative fishing products
under brands like 10,000 Fish,
Googan Squad, and BioSpawn
that can be found at retailers na-
tionwide. To feed anglers’ end-
less appetite for inspiration and
fun, the company also produces
original video series like Un-
chartered that can be enjoyed on
YouTube and Amazon Prime
Video. For more information,
visit www.catchco.com.

By Bernie Schultz
From The Fishing Wire.com

Now that the Northern Swing of
the Bassmaster Elites is com-
plete, I thought I would share
some insight on that experience.
Going in, there was considerable
debate among the anglers as to
whether B.A.S.S. should hold
any events up north — particu-
larly in New York. With so much
uncertainty over the Corona
virus, required testing and poten-
tial quarantines, the entire Elite
field had serious concerns for
themselves and their fellow com-
petitors.
Some felt those tournaments
should be canceled or relocated.
Others wanted to fish. And as the
dates neared, we were forced to
make a decision — go or stay
home.

Negative perceptions
A week or so prior to the St.
Lawrence event, a venue change
was announced. Instead of using
Waddington, tournament head-
quarters would be moved to the
town of Clayton. That added to
the confusion, and it sparked a
lengthy thread of emails among
the anglers — airing their con-
cerns with each other.
Some were worried of testing
positive for the virus and subse-
quently being forced to quaran-
tine hundreds of miles from
home. And I saw that as a very

legitimate concern. Who wants to
be stranded in a distant state, un-
able to compete and not knowing
your fate? Even if you were
healthy starting out, the possibil-
ity of contracting the virus while
in route to New York was a con-
cern. Considering the number of
gas pumps and door handles each
of us would be in contact with
during the trek, infection was a
real possibility.
Imagine yourself, traveling a
great distance to compete in a
tournament, then discovering
you’ve contracted COVID-19
and being told you can’t fish, and
that you can’t leave the state ei-

ther — that you’re to remain in
solitude for 14 days or until you
eventually test negative for the
virus.
Those thoughts weighed heavily
on the minds of the competitors.
Yet, there were a number still
willing to take the chance.

Other concerns
There was also the issue of the
Bassmaster Angler of the Year
(AOY) standings to consider.
Should an Elite pro who tests
positive for the virus be penal-
ized for missing one or maybe
two events? That topic made the
rounds as well, with heated de-

bate.
For many, the New York tourna-
ments would become pivotal to
the season — their hopes and as-
pirations for becoming Angler of
the Year or qualifying for the
Bassmaster Classic, or just re-
qualifying for another season on
the tour. A lot was at stake.
Some suggested having a “drop
tournament,” whereby every an-
gler in the field would be allowed
to eliminate their worst finish —
to protect them from losing
ground in tournaments not fished
because of the virus. Some rec-
ommended having as many as
two drop tournaments.

By this time, B.A.S.S. officials
were privy to the dialogue. And
to their credit, they issued a state-
ment — no angler would suffer
elimination from the field going
into 2021, regardless of how they
tested for COVID-19.
It was a strong gesture by

B.A.S.S., and it brought a great
sigh of relief … especially to
those anglers already flirting with
elimination.

Positive outcomes
When we finally arrived in Clay-
ton, mandatory testing ensued.
One by one, we each submitted
to the test — including all 85
Elite anglers, assigned media,
service crews and B.A.S.S. per-
sonnel. We all passed.
That came as a great relief to
everyone, including the local of-
ficials who put themselves on the
line by hosting the event.
As the tournament got underway,
officials made sure every aspect
of the event was conducted
within CDC guidelines. We wore
facemasks and practiced social
distancing. Even the weigh-in
bags we used were sanitized be-
tween trips to the scale.
We limited our contact with the
public at gas stations, restaurants,
etc. — respecting everyone’s
safety and welfare. And, as the
event progressed, it was clear the
majority of people in the area
were glad we were there. We felt
welcomed.

That proved true at Plattsburgh
and Detroit, as well.
Testing went well for everyone,
including the anglers, service
crews, assigned media and tour-
nament staff.
In the end, none of our fears
were realized. It was pretty much
business as usual.
The competitions were con-

ducted in typical fashion, and the
fishing was great. In fact, I think
every angler in the field would
agree that the Northern Swing
was special and rewarding to
fish. Our weights surely proved
it.
Perhaps the biggest gain, how-
ever, was the amount of airtime
we received from ESPN2. Be-
cause so many other sports are
still on hold, the worldwide
leader in sports programming
saw the Bassmaster Elite Series
as the perfect option for a nation
of starving sports enthusiasts.

Anglers, sponsors and fans re-
ceived more than 70 hours of
live coverage over the three
northern events. Combining that
with Bassmaster.com and nu-
merous other media platforms,
it’s pretty clear the Northern
Swing was a very positive expe-
rience for all involved.

***
Follow Bernie Schultz on Face-
book and through his website.


