
During the 1960’s and 70’s
when I operated my own
archery shop there were few

if any business resources for a fledg-
ling shop owner such as myself. Retail
archery shops were few and far
between and the archery industry as
we now know it was in its infant stage.
Some of the big names in archery
today were operating out of their
garages during that time and others
were still in grade school. There was a
steep learning curve for everyone in
the business and we all were learning
through trial and error which at times
seemed like more error then trial. 

At that time the manufacturers’
representative was the sole contact a
dealer had with the manufacturer.
There were no trade shows, trade
magazines, dealer schools or web
sites from which to gather informa-
tion; the rep was the dealer’s lifeline.
In essence reps sold archery products
door to door often struggling to find
dealers stuck in some god-forsaken
location. They not only showed their
wares but they acted as educators as
well by keeping the dealer up to date
on the latest equipment develop-
ments. They also often assisted new
dealers in the establishment of inven-
tory levels when they had no past his-
tory on which to rely. For those of you
who did not live through those early

days in the archery business it’s
impossible to describe. It was like
jumping out of an airplane with an
instruction book in one hand and a
parachute kit in the other. Not every-
one survived but for those that did
often times the only thing that kept
them from hitting the ground was the

manufacturers’ representative. 
Although the industry has

changed dramatically since those
early days, the role of the manufactur-
ers’ representative is still a very impor-
tant one. However many dealers see
them as just a salesmen and do not
take full advantage of this extremely
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Ron Rette of Outtech Inc is shown here getting a little one on one time with a dealer
during this year’s Kinsey’s Dealer Show in Hershey, Pennsylvania. “Trade and dealer
shows are excellent for both dealers and reps”, commented Rette. “It great to see old
friends and customers and to meet new ones as well and most important we all get to
talk archery.”

The Rep Relationship
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valuable resource. Arrow Trade had
the opportunity to discuss the deal-
er/rep relationship with several man-
ufacturers’ representatives earlier this
year at the Kinsey Dealer Show in
Hershey, Pennsylvania. Following are
some of their very insightful com-
ments.    

William Gartland Associates
“Many dealers see the manufac-

turers’ representative as an old fash-
ion street peddler,” Bill Gartland of
William Gartland Associates told me.
“Let me tell you a little story to illus-
trate just how wrong that impression
can be.”  

The King, Page and Peddler 
An old time street peddler pulled

his wagon up to a great castle and
knocked on the door.

When the page came to the door
the peddler said, “I need to see the
King”.

Leaving the peddler standing at
the entrance to the castle the page went
to the King and told him that a peddler
was here to see him.

“I have no time to see a peddler
now, I have a war to fight,” the King
replied as he busily sharpened his

sword and donned his armor.
The page returned to the castle

door and said to the peddler,“You must
not bother the King now; he has a war
to fight”.

The peddler turned and slowly
pulled his wagon back down the road.
In the back of the wagon was a brand
new invention called a machine gun.

“Often shops try to be everything
to everybody and their own inventory
becomes their worst enemy,”
Gartland explained. “Think of things
in three’s. Everything works in three’s
and a dealer needs to focus on the top
three items in every product line. The
problem is those top three things
change and to be successful the deal-
er has to stay abreast of the changes.
Just think of the three hottest selling
items in your shop today and the
chances are that some of those items
were not even on the market last year.
The rep can keep the dealer on the
leading edge of these changes but
only if the dealer is willing to listen
with an open mind. A dealer that
shuts off the rep cuts himself out of a
valuable information stream.”

“An example of staying ahead of
the market is the new Sims Scoil stabi-

lizer,” Gartland continued. “Many
dealers thought it was going to be just
another stabilizer. Now that the con-
sumer is clamoring for it, dealers are
finding they are sold out and they are
scrambling for more. To maximize
their profits dealers have to constant-
ly keep their eyes open for the next hot
item. Think for a moment about the
“Whisker Biscuit” which caught a lot
of people by surprise several years
ago. While they are still a hot seller, the
dealers that had them in stock when
the initial demand hit caught the top
of the wave and made the most
money. Generally speaking reps have
the opportunity to see a new product
before most dealers which endows
the rep with market insight. Sales reps
are ahead of the information curve
because we see it from the manufac-
turing side, the retail side as well as
across various sections of the country.
Because of this unique position it is
easier for the reps to spot coming
trends in the industry. When a dealer
and a rep develop a good relationship
it goes far beyond simply selling, it
goes to the very heart of the business.”

Outtech Inc.
“Many dealers are faced with

increased competition from the big
box stores,” said Ron Rette of Outtech
Inc. “When a big box store moves into
your area expect to take a business hit
initially. It’s unpleasant and a little
scary but the biggest mistake that
many dealers make when faced with a
big competitor is acting like they are
going out of business. It is important
to constantly reinvest in your invento-
ry and spruce up your appearance. If a
shop’s inventory shrinks and the place
has worn carpet and some of the
lights need replacing the customer
will sense the change and may even
assume that the shop is going out of
business. This negative situation will
soon feed on itself and things can get
real bad in a hurry.”

“Customers do not go to places
like Cabela’s or the Bass Pro Shop for
price or location, they go because of
the large selection of available mer-
chandise and the atmosphere,”
stressed Rette. “If a dealer can provide
good product selection and a pleasant
atmosphere plus product knowledge

Bill Gartland, left, a long time manufacturers’ rep shares a lighter moment with John
Napp of Napp’s Archery during the recent Kinsey’s Dealer Show. Bill and John are a per-
fect example of an established rep/dealer relationship. “John and I have known each
other and have done business together for years”, commented Gartland.

“As a matter of fact we have remained friends over the years even though I backed my
RV over his bow during a hunt in Wyoming”, laughed Gartland. “The bow got bent up
pretty good but John and I got it shooting again.”
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and good service they can win the
customer back from these sporting
goods giants. To help in this battle the
dealers have an important resource at
their disposal that they often do not
take advantage of and that is the man-
ufacturers’ rep. For all practical pur-
poses the rep is like an unpaid busi-
ness consultant. Reps are exposed to
all segments of the industry and they
are among the first to spot new trends
or shifting markets.”

“Dealers normally see a rep as just
a salesman, but they would be wise to
look upon them as an educator as
well,” emphasized Rette. “Not only
can reps educate the dealer about
new products and trends but they can
provide in-house training for sales
staff as well as arrange for in-house
seminar programs for the consumer.
A good rep is also quite capable of
providing guidance when it comes to
inventory balance. It is possible to
have a good product selection for your
customers without having a large
inventory investment. To do this a
dealer must use all of the avenues
available to him including buying
direct from the manufacturer, utiliz-
ing distributors and buying groups or
even through the establishment of
self-buying groups. (Editors note: For
more information on establishing
your own mini-buying group see
Partner Up For Profits on page 72.

A rep can be a valuable asset
when it comes to finding products

that are beneficial to the customer,
making recommendations on inven-
tory balance and helping with the
establishment of a buying plan that
suits the size of your operation.”

“The secret to any successful
business is the dealers’ ability to edu-
cate the customer and help them
develop their passion,” stressed Rette.
“When that is your focus you will find
that the results will be increased sales
and increased profits. It is the rep’s
desire to help the dealer reach their
full potential which in turn means
more satisfied customers and a solid
business base. However for this to
happen, the dealer must recognize
that working with the rep makes more
sense than trying to do it completely
on their own.”

Mathews
“The biggest obstacle any shop

faces is its ability to stock products in
a proportion equal to the profit they
generate,” said Kraig Brown, Mathews
sales representative. “Often a shop
will get overstocked with items that
never sell and their profits are tied up
in an inventory that may turn less
than once a year. This situation slowly
chokes their cash flow, and eventually
erodes their ability to stock the faster
selling, more profitable items.”  

“Smart dealers realize that a rep is
far more than just a salesman,” Brown
continued. “A good rep is a valuable
asset and a terrific resource for any

dealer. While it is true that a rep’s goal
is to sell products a good rep knows
that the more successful his dealers
are the more products he can sell. It is
in the rep’s best interest to help make
the dealer as successful as possible.
Knowing what’s hot and what’s not is
the key when selecting your inventory.
Although the final decision must be
the dealers, the rep can play an
important role in providing insight
into the latest trends in the industry as
well as identify new items coming
onto the market. Unless an item is a
proven seller I have encouraged my
dealers to check with other shops in
different parts of the country and ask
them how well a specific product is
selling in their store. They could begin
by obtaining a list of dealers who cur-
rently stock the product in question
from their rep or from the manufac-
turers’ website. Dealers, who are
located outside of your selling area,
are more likely to tell you the truth
about their sales, than your competi-
tor down the street. Shops I know who
have implemented this policy, have
been very successful in avoiding stag-
nant inventory.”

Sportco Marketing Inc.
“No matter how you look at it a

manufacturers’ representative is at
the heart of the industry,” remarked
Joel Bell, of Sportco Marketing Inc.
“Our personal success and the suc-
cess of the manufacturers we repre-

Joe Miller, left, of William Gartland Associates, is shown here
during a visit with Bill Puruczky, archery manager for Hornick’s
Sporting Goods. “I enjoy working with a good rep”, said Puruczky.
“To properly service our customers it is important for us to stay
on top of new equipment developments. As a business we need
to take advantage of any buying opportunities that allow us to
reduce our cost. A good rep helps me do both.”

Kraig Brown, of Mathews, has been working with dealers as a
manufacturers’ representative for a number of years. “A rep’s suc-
cess is dependent upon the quality of the products he represents
and the success of his dealer network”, Brown commented. “Simply
selling is not enough. Informing the dealer about the latest equip-
ment developments and industry trends is an extremely important
part of every rep’s job.”
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sent depend upon the success of our
dealer network. Our job is about more
then just selling; it is also about shar-
ing market information, forecasting
trends and providing sound business
advice when asked. The rep gets to see
the entire cross section of the retail
sector. That means we see some very
successful dealers and some who are
struggling. It is not our purpose to go
into a shop and tell a dealer how to
run their store but if a dealer is experi-
encing difficulty in any aspect of his
business the rep is a valuable, person-
al resource that the dealer can take
advantage of at no cost.”  

“While a responsible rep will obvi-
ously not share confidential informa-
tion they can discuss successful busi-
ness practices that they have observed
in other stores,” Bell stressed. “For
example most successful businesses
belong to a buying group such as
Sports Inc, NBS, World Wide or ARRO.
They also get better inventory turns
by using distributors to their best
advantage. The ideal situation is to
have a shallow depth of inventory of a
wide variety of products thus giving
your customer numerous products

from which to choose.
However having a shal-
low inventory means
the dealer must have a
reliable source that can
provide quick refills. A
good distributor can
fill that niche quite
nicely.”

“Manufacturing
reps come equipped
not only with product
and trend knowledge
but suggested invento-
ry levels and informa-
tion on program buy-
ing and periodic spe-
cials as well,”
explained Bell. “In my
opinion too many
dealers get what I call
‘direct-ittes’, instead of
using buying groups or
distributors. Often this
results in an improper
inventory balance
which cost money.
Maintaining a proper

inventory balance is simply managing
your inventory dollars to your best
advantage. Having the wrong product
or the wrong number of the right
products hanging on your hooks is
not the best use of your dollars.”

“In my mind reps are like having
Superman in your closet,” Bell
laughed. “Why in the world wouldn’t
you use him?  Reps can help dealers
take advantage of co-op advertising
programs as well as arrange for in-
house seminar programs and in-
house employee training. I am con-
stantly amazed at how many dealers
do not take advantage of these oppor-
tunities to improve their business. A
smart dealer is one who knows
enough to bring Superman out of the
closet.” 

Summary
When talking to the reps listed

above as well as a number of others
several points were made over and
over. Because the manufacturers’ rep-
resentatives get to see the entire
industry from manufacturer to con-

Circle 8 on Response Card

“In my mind reps are like having Superman in your clos-
et”, laughed Joel Bell of Sportco Marketing Inc. “Why in the
world wouldn’t you use him?  Reps can help dealers take
advantage of co-op advertising programs as well as arrange
for in-house seminar programs and in-house employee
training. A smart dealer is one who knows enough to bring
Superman out of the closet.”
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sumer Arrow Trade felt that their fol-
lowing collective observations and
comments were well worth noting. 

Having a big box store move into
your area is frightening but it does
not mean that the sky is actually
falling. Smart dealers buy “around”
the big box stores. Do not try to beat
them on price on the same products.
You are almost certain to lose and if
you win it means you are probably
selling the product for little or no
profit or worse at a loss which makes
no sense at all. Select products that
the big boxes do not offer.
Investigation shows that the big box
inventory is normally quite narrow
leaving more than enough room to
buy “around” them. 

Large stores do an excellent job
on marketing, product presentation
and training their employees on how
to interact with the public; however
they often lack expertise and prod-
uct knowledge which is their Achilles
Heel. A good pro shop will have the
expertise and product knowledge
simply due to the nature of the busi-
ness but they must not overlook the
importance of having a professional
staff that have good people skills as
well as maintaining a clean, friendly
and inviting atmosphere.
Remember, every man, woman and
child is a customer or a potential
customer. A store that is dirty and
unorganized with a bunch of
“Bubba’s” sitting around is not going
to realizing its potential. 

Many stores have branched out
to become “year-round operations”
by adding associated interest lines
such as paintball, guns, fishing,
clothing or gifts. Other stores have
limited their lines but have become
focused on store promotion through
shooting lanes, seminars or other
periodic special events. One thing
that all successful stores have in
common is their ability to constantly
expose their customers to “new
products”. When it comes to new
products the rep can be the dealers’
greatest resource.

One of the most common com-
plaints that many reps had was the
fact that some dealers try to work
with a rep while they are answering
the phone, waiting on customers or

are involved in some other aspect of
the business. One rep commented to
me that a dentist might be able to fill
your tooth while you are cutting the
grass but the chances are that nei-
ther the grass nor your tooth will get
done right. When working with your
rep schedule uninterrupted time so
you can focus on the products and
programs he has to offer and so he
can better understand your needs to
serve you better. 

While a rep is willing to work
with the dealer they are not willing to
do the dealer’s work. To gain the
most benefit from a rep/dealer rela-
tionship the dealer must put forth an
effort as well. When a rep recognizes
the dealer’s efforts to grow their busi-
ness and promote both their shop
and the products they carry the rep
will only be too glad to assist.

Conclusion
When I operated my archery

shop I worked directly with manu-
facturers’ representatives on a regu-
lar basis and I must say that they
played an important role in my suc-
cess. As a writer for Arrow Trade I
have had the opportunity to inter-
view many reps and dealers individ-
ually and I have also observed first
hand dealers and reps working
together at trade and dealer shows as
well as in shops.

Based upon that experience I
can say without reservation that
today’s rep is a professional whose
knowledge and experience are
invaluable to the dealer. It is under-
stood that an important part of the
reps job is to sell product. However
the more successful his dealers
become the more product he sells so
it is important to him that you are a
success and to accomplish that he is
willing to help you in any way possi-
ble. 

Don’t make the same mistake
that the King did in our story. Before
you decide you don’t have time to
talk to your rep the next time he
comes calling, think about it. He
might just have a new high tech laser
range finding bow complete with
heat seeking arrows in the back of his
wagon-or the next Whisker Biscuit or
LimbSaver. 

Circle 78 on Response Card
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