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Distributor, Rep Group help
A

rent or prospective Kinsey’s customers. Retailers can direct their
inquiries to Toni DiRiusio at (800)
366-4269, while the contact for vendors (manufacturers) is Dave Parker
at (717) 653-9074, ext. 3033.
Joel Bell is part of Sportco
Marketing, a 22-member group that
covers the Midwest and Northeast
for its archery, fishing and firearms
manufacturers. For bowhunters,
Sportco Marketing is part of the supply chain that delivers products like
Buck Wing decoys, blinds and treestands from Hunter’s View, Lansky
Sharpeners, the accessory and arrow
cases from MTM Molded Products,
Brunton binoculars and the bows
and crossbows in the Fred Bear and
Jennings lines.
“I’ve been in
this business a
long time,” Bell
told the assembled retailers. “I’ve
been
attending
the SHOT Show
since 1980. I was
at the first archery
trade show. I’ve
been to a lot of
distributor shows.
I’ve been around
and I’ve watched
some good dealers
work shows, and
it’s pretty methodical. I’m hoping to
pass a little bit of
that on to you.”
Bell also told
his
audience
about his retail
background.
“I
had a store from
1980 to 1989,
about two miles
down the road
Launched in 2003, during the 50th Anniversary year of the
here. I started a litfounding of Kinsey’s Archery Products, the Pennsylvania trade
tle archery shop in
show has proved popular with manufacturers and retailers alike.
a garage basically,
John Kasun photographed part of the busy show floor from the
and when I sold it
initial show.
rrowTrade’s coverage of the
2004 Kinsey’s Dealer Show
concludes with this feature
drawn from a seminar given the
opening morning at the Hershey
Lodge & Convention Center.
Presented by veteran sales representative Joel Bell of Sportco Marketing,
it also includes comments from his
colleague, John Galida, and from
Dave Parker and Jody Bowers of the
Kinsey’s staff. Their advice can help
dealers be more efficient and buy
smarter at any trade or distributor
show.
The 2005 Kinsey’s Archery
Dealer Show is set for March 11-13.
There is no charge for retailers to
attend, though they have to be cur-
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in 1989 we had 26 people in that
store. We had an indoor range, we
did a little bit of distributing, and
that’s when I started a rep group.”
Asking for a show of hands, Bell
verified that almost all of the retailers seated before him had been at
the inaugural Kinsey’s Dealer Show a
year earlier. “So everybody understands you can look, you can touch,
you can pull bows back, but the
main purpose I’m here, the reason
the Kinsey’s people are here, the reason our manufacturers are here, is
for you guys to buy stuff. That’s the
purpose of the show, it’s a buying
show.”
Bell said his group and sales reps
from other groups had gone to their
manufacturers to request special
show pricing. “We’ve beat them up
for really good pricing, that they
could give to Kinsey’s, so they in turn
could pass it on to you. There are a
lot of people in from the factories, all
the reps are in from the territories.
This is the show where you can find
the deals. This is where you should
do your wheeling and dealing. That’s
the purpose of why you should be
here.”
Dave Parker is the sales and purchasing manager at Kinsey’s, and he
confirmed what Bell was saying
about that weekend’s prices. “What
you’ll find today and tomorrow is the
absolute lowest price you’ll be able
to buy from that manufacturer
through Kinsey’s in 2004. Our Gold
Level pricing is typically our very
best,
rock
bottom
pricing.
Everything in both those halls from
250 manufacturers this weekend is
below Gold Level pricing. So pay
attention to your needs, and program out if you can. Because the
deals this weekend don’t just apply
to the stuff you take for ASAP delivery. If you want six now but you want
a dozen September 1, write that
order for September 1 because you
are going to get that show pricing,
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prep retailers for Show Time
and will be able to make that extra
money six months from now.”
So why do dealers receive special
pricing at the winter trade shows like
the Kinsey’s Dealer Show? “The way
manufacturers buy all the raw goods,
hire people and produce all these
different products,” Bell said,
“requires them to know how much
they’re going to sell later in the year.
So they’ll go to all their big accounts,
and as many dealers as they can get
to, and they give incentives to program those orders out. We’ve got factories giving 10% off here. They gave
it to Kinsey’s and we’re just passing it
on to you. That’s why buying at this
show can be such a good deal.”

Knowing What To Buy
It’s a lot easier to make money on
what looks like a good deal if you
know when you will need it and how
many to order. That’s why Bell urged
retailers to study the sales reports
Kinsey’s can provide them, well
before they head down to the show.
“This is the greatest tool. You can
request a report from them of everything you bought the previous year.
And it is a by-vendor, by-month, byquantity report. What you can do
with this thing is forecast your sales.”
When members of his group call
on Dick’s Sporting Goods, L.L. Bean
or Kinsey’s itself, Bell said you can
bet those buyers have been studying
their sales reports. “When you go
into these big places, these guys
don’t just shoot from the hip and
order stuff. What they do is look at
when they took delivery of items and
how many they took delivery of, and
then they’ll forecast increases for
this year.” If they took delivery of 10
packs of one broadhead model in
June and 20 for each of the next 4
months, they might boost each
monthly delivery by 10 percent if
they believe the potential is there to
increase sales. “That’s called forecasting sales and that’s how you guys

Joe Bell led the seminar for retailers, with the aid of colleague John Galida (center) and
Dave Parker (left) of Kinsey’s Archery Distributors. Both Galida and Bell were archery
retailers before beginning careers as sales representatives.

should forecast your buying, off of
reports like this. You can look at the
vendors you bought from thorough
Kinsey’s, you look at how many of
each item you bought, and you look
at how many you think you should
buy for this year, so you’re just not
shooting in the dark.”
Dave Parker said dealers can call
any of the customer service people
to have a report like that run. A good
time to request it from your distributor is a month before the show, but
you might also want a report run just
before peak season. “A key buying
time is coming up in the fall,” Parker
said. “If you’re not computerized and
don’t know what you bought, we’ll
run that report and we’ll send it to
you. This helps you forecast your

needs ahead of time, so you have
that product for the customer when
he asks for it, and not after he asks
for it.”
Don’t be afraid to write things on
those sales reports, John Galida said,
like the margin you’re making on different products. “I know Joel is
touching on quantities of things. But
you can also look at margins, where
you made money, where you didn’t,
and how to improve on it.”
Galida spent 20 years in retail
before joining Bell on the rep force in
1995, and today his customers
include the giant Dick’s Sporting
Goods chain. “Joel is talking about
the big guys. Well they don’t shoot
from the hip. They don’t just say,
‘Hey, you know what, I like that.’
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They look at it ‘Hey, you know what,
it sold. Look what we made. Can we
make more?’”
“So you put aside some money,
and you come here.” Galida continued. “You may say, ‘We made 18% on
that item.’ If you come here and take
advantage of show special, you may
make 32%. Wow, if you make 32%,
you’re going to make a lot more
money. That’s why your here.”
You don’t need a sophisticated
computer system of your own to
track orders. Galida said he encourages his smaller retailers to keep
copies of their orders in monthly
folders, or at least in a “peak season”
and “Christmas” folder that they can
quickly reference. “Say you’re going
to take 20 of a product in July, 20 in
August, and when the season comes,
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you’re going to take 40 and 40. You
file it away, the time comes, you pull
it out and you’re ready to go. You may
say, ‘We don’t need to order sights for
that sale because we ordered 20 of
them at the Kinsey’s Show.”
Kinsey’s is also going to help
keep its customers on track, Jody
Bowers said from her perspective as
the Senior Customer Service
Representative. Dealers will leave
the show with copies of their ‘ASAP’
orders, but then Kinsey’s will send
out notification of future ship dates.
Retailers will be able to see how
many of each item have been delivered and how many are still to be
shipped. As a further step, any dealer
who is set up to pay by credit card or
COD will get a call before that shipment leaves the warehouse.

More Than
Special Pricing
When retailers are presented with show specials at
the ATA Show, at Kinsey’s or
at another distributor show,
Bell said they can come in
many forms. “Since it’s my
seminar I’ll use one of our
examples. There are ones
that are cash back on the
spot. There are a couple different items at Hunter’s View,
where you order a treestand,
we’ll give you $5 on the spot.
I don’t care if you don’t take
the treestands until June,
we’ll give you a 5 dollar bill
for every treestand you buy.”
“There are other specials
where you’ll buy something
and get something free,” Bell
said. “Brunton does an Atlas
GPS. We have a deal where
you buy a GPS for $157.95
and we’re going to give you a
$39.95 retail GPS compass
for free. You can run a consumer promotion where the
consumer buys an Atlas GPS
for $199 dollars, you make 45
bucks, and you give them the
$40 compass. Or you take the
compass and sell it and
you’re basically making $80
on a GPS.”
“There are other ones
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where there are a lot of free giveaways,” Bell continued. “We do a
deal where you buy 12 videos, you
get two free. Stop by the booth at
Brier Ridge and we’ll give you an
antenna topper. We’ve got a company called Mallard Outdoors that
helped us print up Kinsey’s mugs.
You stop by that booth this morning
and we’ll give you a cup of coffee in
the mug, the mug is yours.”
Handing out mugs and antenna
toppers is also a way to alert dealers
to high margin categories they may
be overlooking, Galida said. “I had
twenty some employees, and ran a
store for 20 years,” Galida said. “And
I know we still have dealers out there
that take the approach ‘I can sell my
bows cheaper.’ They’re taking a $600
item, and making 75 bucks on it.
We’ll, you can sell a gross of these
antenna toppers like popcorn, and
make a couple hundred bucks.
Kinsey’s went through the trouble of
having these made up in whitetail
deer and turkey. And you can double
your money on them, maybe triple
your money on them.”
That same company that wants
to give you a free mug will be happy
to sell you mugs or can coolers
imprinted with your shop name and
phone number, Galida said. “One
lady stopped at the booth during the
walk-through and said ‘I did that last
year. The only trouble was 12 dozen
wasn’t enough.’” If you don’t think
mugs and giftware are going to sell in
your store, Galida urged dealers to at
least consider them for donations.
“We all get hit up by your archery
clubs, the bowling club, the Boy
Scouts. Well, you can have your
name out there working for you.
That’s like we want to remind you of
Kinsey’s when you’re drinking your
morning coffee, so you can make
more money.”

Where Distributors Fit In
“There are some really good reasons why you should buy from a distributor,” Bell added. “There’s something dealers can suffer from that a
lot of reps call Directitis. Directitis is
when a dealer has to buy a product
directly from the manufacturer. They
don’t want to use a distributor.
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Sometimes we’ll sell something that
costs $9.80 directly from the manufacturer, and you can buy that same
thing from Kinsey’s for $10. They’ll
say, ‘Well, I’m saving 20 cents by buying from the manufacturer.’ So
they’ll commit to whatever the manufacturer’s program is. Maybe
they’ve got to buy $500 of that product in order to meet the minimum
order, or to get free freight, where
with a distributor, there is literally no
commitment.”
“A distributor will let you buy
things 1, 2, 3 at a time, and will probably get them to you within 2 or 3
days,” Bell continued. “I know if you
order things from some of my manufacturers it will take 2, 3, 4 weeks,
depending on the time of the year. A
distributor sits there to fill the orders
really quickly, to keep the inventory
and to keep you in stock. One of the
other things they do that sometimes
manufacturers don’t do so well, is
provide good customer service.”
Jody Bowers, the Kinsey’s Senior
Customer Service Representative,
pointed out that Kinsey’s staff members were available at the show in

Dave Streb, seated, was doing a brisk business in the Quaker Boy booth at the 2003
Kinsey’s Show as dealers were ordering deer calls and turkey calls.

five different areas: the main registration area, a customer service
booth directly across from that, in

the giftware booth, the arrow production booth, and in the closeout
booth. “Customer service is just one
department. We also pick, pack and
ship your products. We have the buyers who find the quality products at
good prices so we can pass them on
to you. Plus we try to keep you
informed with catalogs, flyers,
emails.”
When you place an order though
Kinsey’s, Bell said, you can get your
freight paid at $250 and above.
Manufacturers may require a $1,000,
$1,250 or $1,500 order before they’ll
pick up the freight charges. And
manufacturers always have a mini-

Janis Melton (right) of Norway Industries had the different sizes and colors on display,
to aid dealers in writing their orders at the 2004 Kinsey’s Dealer Show.
Circle 44 on Response Card
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mum order, Bell said, while Kinsey’s
has no order minimum-you can call
and buy a single deer call if you
want. But he said the biggest reason
for using a distributor is the ability it
should give you to turn your investment in inventory quicker, to
increase your annual profits.
To buy treestands direct from a
manufacturer, you may have to a
commit to a 20 stand order. Bell said
with Kinsey’s, even though you
might pay few dollars more per
stand, you can bring them in one or
two at a time. “Your money is not
tied up in inventory.” In fact, Bell
said if you have good credit, you’re
actually working on Kinsey’s money
rather than your own store funds.
“There are people at this show
who have 90 day term cards from
Kinsey’s,” the Sportco representative
explained. “I’m sure some of you
have them in this room here.
Kinsey’s good accounts, the people
who pay their bills on time, get 90
day terms. So that means you can
take delivery now, in March, and not
pay for it until June. You can take
deliveries in July and not pay for it
until 90 days later. That’s a great
thing. If you’ve gotten yourself to a
point where your credit is terrible,
call these people up and talk to
them, and they’ll try to work with
you. They might start you out with
$250, then $500. You pay the $500 on
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time and after a month or two they’ll
bump it up to $1,000.”
Apart from getting better
terms, credit-worthy dealers are
more likely to get first crack at discounted merchandise. “When manufacturers or distributors have closeouts, when we have discontinued
models, the first people we call are
the people who pay their bills,” Bell
said. “We’re going to give them a deal
already. If they don’t pay us, or they
pay us late, we don’t make any
money on it. So we always call the
people who pay their bills on time.”

Planning Ahead For Sales
Bell urged the dealers present at
the March seminar to plan far ahead
for special sales, so there is time to
see what assistance manufacturers
or distributors may be able to provide. “Right now is the time to plan
any promotions you’ll do during the
year. Your competition, the Dick’s
store, the Gander Mountains, the
Cabelas, the Bass Pros, two months
ago had their entire year planned
out. They’ve come to us and they’ve
said ‘We want to run a promotion in
May, June, July, August, September,
October and November. Here’s how
much money we’re going to spend in
advertising. How much are you
going to give us?’
“You can do that same
thing,” Bell told the independent
retailers he was facing. “If somebody comes to me and says, ‘Look
Joel, we sold 10 Buckmasters Bows
last year and we want to run a promotion in August and September.’
I would say, ‘How many bows do
you think you could sell?’ And he
might say, “If we advertise it, we
could probably sell 30 bows.’ ‘Well
that’s great man, so what can I do
to help you?’ He says, ‘Well, I want
to run some ads. I want to spend
$600 in August, $600 in September
to pump up the Buckmasters and
get them going, is there anything
you can do?’ I’m going to say
‘Absolutely. If you’re going to spend
$1,200 advertising my bows, I’ll tell
you what, I’ll give you a
Buckmaster. You sell the bow for
$499, take the $500 and help pay
for your advertising.’ It’s something

I’ve done in the past, and we’ve also
done it with binoculars. A lot of
manufacturers will do that, but they
won’t do it if you don’t ask.”
If you’re planning to buy the
items through Kinsey’s, then Bell
said to ask the distributor to go to bat
for you. “If you know you sold 100 of
one item last year, and you think you
can advertise it and pump it up into
200, go to Kinsey’s. They can go to
the manufacturer and say look, ‘I’ve
got a guy that wants to sell your
items and do a promotion on your
items; Is there anything you can do
for us or do for this guy?’”
Bell said if you’ve got your special sales planned before you walk
the show floor, then you can be on
the lookout for key items to draw
traffic. “When you’ve got all these
show specials around you, pick out
certain items and say to yourself,
“Ok, I’m going to run an in-store promotion in July, and maybe I’d like to
have a couple reps come in, and I’m
going to advertise this thing and I’m
going to run certain products on
special. Now is the time to plan it,
now is the time to buy it.”
“Be forward thinking,” Parker
agreed. “If you’re to have an open
house in August, keep that in mind
while you’re walking the floor. Look
for that super deal. What can you
really make a special on that’s going
to grab people’s attention?”
Say you didn’t find what you
were looking for, or simply planned a
sales event after you’ve done your
show buying for the year. “We’ll be
more than happy to work with you
but you need to ask,” Parker said.
“Call us and say, ‘I’m going to have
an in-house promotion. I need a deal
on something I can advertise that
will drive traffic to my store.’ You can
dictate to us, ‘I need a sight,’ or ‘I
need a release, I need a something
that I can get a great deal on.’ Don’t
be afraid to ask your customer service people. Now this isn’t the kind of
thing we may be able to answer on
the spot, but tell us what you need
and we’ll get back to you usually the
same day. We’ll see what’s available,
call some of our reps, talk to our
manufacturers. We’ll say ‘We have a
dealer who’s going to do a promo-
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tion. He needs a deal on say, releases.
He’s looking for a really smoking deal
that he can use to drive traffic.’ And a
lot of these guys will step up to the
plate and make a great deal for us so
we can pass that on to you for your
promotion.”

Go Wide, Not Deep
Parker emphasized another service distributors like Jakes, H&H,
Pape’s, Kinsey’s and Ellet Bros. provide to the archery market. That’s the
ability they give retailers to provide a
wide selection without having to
stock many of the same item.
“You can serve a lot more customers when you’re wide. Say we’re
talking releases. You need a price
point release for the guy who is looking for a deal. At the opposite end of
the spectrum you need something
for the guy who’s not that concerned

with price, but he wants the best.
Then you want to have the products
that are in the middle. Those are for
the guys who are looking for a good
value. They’ve already been through
the entry level, the price point product, and they want to step up from
that.”
“So think about building your
categories, whether they’re sights or
releases or rests,” Parker said. “And
instead of tying a lot of money up
with a quantity of any model, buy
two at a time from us. Buy two at the
low end, two at the high, two in the
middle, and make your inventory
wide. Cover all the bases and that
way you can cover more of the customers coming through your door.”
John Galida said that approach
also gets you away from buying with
your heart, because it helps you
identify what is actually selling.
“What you like
isn’t always necessarily what your
customer wants. A
lot of customers

John Galida holds a whitetail deer antenna topper and the new
Kinsey’s Gift Catalog that contains enough items to equip a
whole gift department.

hear of something that their buddy
has, see it on TV or read it in a magazine, and they’ll drive 10 places to
find it. But if you’re buying the single
manufacturer or the two brands that
you like and your bow tech likes,
you’re out of luck. So use your distribution again, and get a couple of
this, a couple of that. That way your
new customer may say ‘I drove there
and they had five for me to look at.
And I got this one and I know they
also had the one you like.’ You’re creating a reason for somebody to come
to see you, instead of reaction like
‘We’ll, they had two and it wasn’t
what I wanted, so I’m out of there.’”
Whether you’ve bought
products through Kinsey’s or you’ve
bought them direct from the manufacturer, Bell said you may run into
box store price competition on a
product or products you can’t match.
“A lot of times it will get into
September and these guys are running specials on particular items and
they’re below what you can buy
them for. Remember, they’re proba-

Please support the many fine
companies who have made
this record January 2005
issue the most successful
since ArrowTrade was
launched in May of 1997.
Their advertising dollars
allow us to bring each
information-packed issue to
our growing retail
readership free of charge.
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Keep an eye out and watch what
they’re doing, because generally they
do it pretty well. If you emulate that,
you’ll probably be successful.”
Galida offered some parting
advice on promoting your pro shop
or sporting goods store. “Just like
having a wide selection of releases;
you want to give your customer as
many reasons to come to your store
as possible. I’m going back to my
store, which was a bait store near a
lake. I did have an archery range. I
had a lottery machine, an ice cream
stand. I wrote dog licenses, hunting
licenses, fishing licenses. I had buck
contests, archery contests, fishing
contests. I’d take pictures, give
prizes. You can do gift certificates—
as prizes of $100, $500. It costs you a
lot less because the inventory doesn’t cost you $500. You can get your
name out there with stuff like this
(holding up one of the imprinted
wildlife mugs) and be creative. Set
yourself apart from your competition with creative ideas. And you can
do it year-round.”
Chuck Thompson and Rick Leasure (right) were tool and die makers before they began
to manufacture treestand accessories, so they know how to mold tough ABS plastic into
rugged bow, gun, camera and drink holders. At the Kinsey’s Dealer Show, retailers could
feel how 72 teeth molded into two mating parts of the bow holder can
let it ratchet to any desired angle in 5 degree increments.

bly not losing money. They probably
cut that deal a long time ago, for
1,000 or 2,000 of one item from one
manufacturer. It’s almost being pro-

10 sizes, solid colors and a new Phase 3
Barred that's the most realistic ever!
(Inquire at your distributor)
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moted as a loss
leader because if it’s
a really good selling
item it gets people in
the store and once
they’re in the store, 9
times out of 10
they’re going to buy
something else.”
“You’ve got to be
aggressive with your
promotions
and
advertising,”
Bell
advised. “If you sit
back and wait to see
who comes in, you’re
not going to grow.
Buy around what
they’re buying. If
they’re buying one
particular bow line,
buy something different. If they’re promoting one particular broadhead, buy
something different.

Brian Koh, Jim Park (center) and Skip Thompson (right) were
at the 2004 Kinsey’s Show for Greatree Archery, a wholesaler
of target and hunting recurves and accessories from manufacturers like Samick Sports, K&K, Angel and Win & Win. This
year they’re back with their own GT Series of affordable youth
and adult recurve bows, and with a Show Special that awards
a free target sight to any dealer placing a $300 minium order.
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THE

Edge
BOW

Specifications:
IBO Speed: 310 fps
Let-Off: 75%
Axle to Axle: 34”
Brace Height: 7 5/8”
Cam: Magneto
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• Made In USA
• Lifetime Guarantee

Jan05AT120-128.qxp

12/3/2004

Circle 172 on Response Card

10:21 PM

Page 128

