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Everybody talks about the need
to get more youngsters shoot-
ing archery, and ArrowTrade is

doing something about it with the
help of dozens of retailers. They wrote
in on the subject or stopped by our
booth at one of the winter trade
shows to share what works in their
stores with our wide audience.

ArrowTrade met Jerry Gronchick
in late February at the Kinsey’s Dealer
Show in Hershey, Pennsylvania. He
works as an instructor at The Archery
Zone in Larksville, Pennsylvania,
where an on-going involvement with
Scouting is paying dividends. “We

have a program set up with our young
Scouting groups,” Gronchick related.
“We interact with their programs and
in return the groups come to our shop
for two hours of instruction, from
safety to proper use of the recurve
bow to hitting the bulls-eye. We
require an adult for every five Scouts
attending. They get to see their child
having fun shooting, and we also put
a bow into the parent’s hands. This
past year we had approximately 250
Scouts in our shop. We also go to their
summer camp and teach archery to
their camp instructors and to
campers at different locations. This
program has been very successful for
our shop for the past several years.”

B&B Archery of Middletown, New
York also works with Cub Scouts and
Boy Scouts, who can come into the
store to work on their archery merit
badges.

Gene Culver, who owns Bent
Arrow Archery in New Haven,
Kentucky, said there is no fee when
Scout groups come to shoot at his
range. “We let kids shoot with their
parents for half price. We have two
schools in the area who offer an
archery program, and we have helped
out with arrow repairs,” he added.
“The school archery coach is a regular
customer of ours and he recom-
mends kids see us when they are
ready to buy their own equipment.”

Pro Line Archery of Floral Park,
New York is another store that pro-
vides archery merit badge counseling
for Scouts and puts on group archery
instruction for Scouts. There’s a JOAD
program in operation there, owner
Steven Miss said, and the store also
hosts birthday parties on the range
that typically run 2 hours. For $25 per
person, the business provides pizza,
sodas, and 1 1/2 hours of archery

instruction, and parents and siblings
of the birthday boy or girl get to par-
ticipate at no charge.

Several businesses told of their
involvement with the 4H program.
Kuch Krekel of Sonny’s Archery,
Lagrange, Kentucky, has 4H members
in to shoot twice a month, and has
been in touch with the local high
school about getting an archery pro-
gram established there.

John Stone of the Archery Hut,
Lebanon, Oregon noted that 4H
members who shoot at the pro shop
also compete in statewide tourna-
ments through 4H. Andrea Garner, a
staff shooter who helps out at V&V
Archery, Port Lavaca, Texas, said 4H
clubs can meet at the store for
instruction or instructors will come to
their regular meeting site. She likes to
help set up competitions between the
youngsters and staff shooters, always
rigged in a way that the youngsters
will come out ahead.

Butch Herold of Butch’s Sports
World, Palmyra, Missouri, offers dis-
count rates for 4H clubs to shoot on
the ranges.  “We started a family
league where a father shoots with a
son or daughter, or a mom shoots
with a son or daughter, and that has
grown every year,” he said.

Eric Cook of Cook’s Sportland,
South Venice, Florida, said youngsters
pay a small monthly fee to participate
in the JOAD program at the sporting
goods store. They can shoot free on
the range in between the weekly ses-
sions, and there’s never a charge to
set-up, adjust or repair youth bows.

Several retailers mentioned they
were already supporting the National
Archery in the Schools Program, and
others were anxious to see schools in
their communities get involved. “We
do have an employee who is currently
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working with NASP, and we are look-
ing forward to this bringing younger
people and their parents to the store,”
wrote Tracy Carter of Leaf River
Outdoors, Petal, Mississippi.

“We’re in the process of getting
involved with NASP,” wrote Jen Mack
of Critter Gitter Archery, Cardinton,
Ohio. “We already talk to customers
about how much our young children
(5, 6 & 8) love shooting 3D and how
we all enjoy Sunday shoots as a fami-
ly.”

“We’re very interested in involv-
ing our shop in the National Archery
in the Schools Program, just as soon
as it is available in New York,” wrote
A.J. Miragha of Scrubby Buck Archery,
Clyde, New York. “Our shop encour-
ages parents to bring their children in
to look around. We do our best to find
shooting equipment that will fit chil-
dren and youth so as to avoid frustrat-
ing them. We also educate parents
and youth about different shooting
opportunities, including hunting, tar-
get and 3-D Shooting.”

Home-Grown Opportunities
Archery retailers are a creative

bunch, and many respondents
passed along details of home-grown
shooting programs designed to
attract youth and ultimately sell more
youth archery equipment. “We host
annual Youth Days at our store,” said
Leon Mowry II said of Saloom
Department Store, Mt. Pleasant,
Pennsylvania. There is no charge, and
young people can come in to shoot on
the store’s equipment or bring their
own gear, and certified instructors are
on hand to help them get a good start.
More advanced students who are
interested in bowhunting will get help
with shot placement. The store’s
archery range does double duty that
day, as some youngsters get their first
taste of shooting with airguns. 

Youth have the ability to shoot
Saloom’s  Dart video range that day at
no charge. An employee of the
Pennsylvania Game Commission is
on hand to present a seminar that
includes a question and answer ses-
sion geared to the young people. To
make the day more of a learning expe-
rience, the county sportsmen’s club
invites youngsters to submit an essay

on a memorable hunting experience
they have had with a family member.

Mowry credits the local sports-
men’s club and the game commission
for the help they provide, and also
said manufacturers and distributors
are generous in donating door prizes
for the event. It draws people in age
from 10 to 16, he said, and 40 percent
of those are female.

Full Draw Archery & Range of
Chittenango, New York hosts a field
trip experience for youngsters from
the local elementary school once a
year. Two hundred students come
through the business that way, and
each gets a chance to shoot.  The store
posts photos from the event on the
web site to generate follow-up inter-
est, and sends youngsters home with
a brochure, key chain and a color-
changing pen which all carry the store
contact info.

Dennett Sardella said Full Draw
Archery & Range also works with the
local parks and recreation depart-
ment. Programs run from 4 to 6 weeks
and on Saturdays two groups of 8-10
youngsters will be in for archery
instruction. The park and rec pro-
gram and the field trip introduce
youngsters to a business that’s got
some real attractions for shooters,
including a 50-yard indoor 3-D range
that’s decorated with trees and a
pond! Any that come back with their
parents will learn about the family

packages the business offers to make
recreational archery fun and afford-
able.

At Midwest Cimarron Archery in
Richmond, Illinois, Friday nights
have been designated “kid’s night” on
the indoor range. Young people can
use store equipment without paying a
rental fee, and are charged only a one-
hour range fee. Hilborn Gussie said
several instructors are on hand those
evenings so parents don’t have to
worry about safety and so the young
shooters can get help with their form.

In Willowick, Ohio, Don Sharp
offers youth classes and sets up birth-
day parties as a way of drawing in
young people who haven’t decided to
take archery instruction. He tries to
impress on them that shooting
archery doesn’t mean you have to take
up bowhunting: They can make a
choice later on whether they want to
stay on the recreational side or get
involved in hunting with bow and
arrow.

Dale Edwards runs youth leagues
throughout the year at Southwestern
Archery in Shipman, Illinois. During
the slower months of June and July,
you’ll find him teaching archery class-
es to ages  from 8 to 14, in a program
set up through the local college.
Southwestern Archery keeps many
brands of youth bows in stock, and its
owner has signed up through the local
DNR office to support the NASP.
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“We stock youth bows and offer
parent-child fun leagues,” Lawrence
Coy said from Montrose Sporting
Goods, Montrose, Pennsylvania. Coy
said the leagues are set up in a way
that every child wins. As the league
winds up, “we have a party for the
children where they can bring their
friends with them.”

In Carrollton, Georgia, Brett and
Matt Carter have weekly free archery
lessons for young shooters. They’re
working with the DNR to get the
NASP program in local schools. “We
carry a large selection of youth bows
and we spend just as much time with
young customers as with any cus-
tomer. And we have a youth bow buy-
back program,” Matt Carter told
ArrowTrade.

“We stock plenty of youth bows
and equipment,which goes over quite
well with kids that have been using
our loaner equipment,” Mark
Irlbacher said from Doc’s Archery in
North Tonawanda, New York. “We
have a very active youth program with
about 45 kids shooting each week.
Primarily they are children of
bowhunters, but we have plenty of
kids starting out first, with parents
getting involved afterward.”

Tactics For Selling To Youth
I’ve had some experience shop-

ping with my 13-year-old daughter
both for archery gear and for “tack”

for her horses. The stores we tend to
return to are the ones where salespeo-
ple recognize she’s the primary cus-
tomer, and dad is just along to drive
and sometimes help finance the
transaction.

Many retailers who helped with
this column recognize the impor-
tance of dealing with youngsters with
the same respect they offer adult cus-
tomers. “We go out of our way to
instruct younger and older kids as if
we were talking to an adult,” Jim
Brunette said from Bay Archery Sales
in Essexville, Michigan. “We never talk
down to them, but we make sure
there are some laughs involved in the
learning process.”

Brunette doesn’t wait for kids to
identify themselves as customers: he
lays the groundwork with parents just
as soon as he can. “When we see little
babies in with their folks, I plant the
seed right then, mentioning that we’ll
have to get this little one shooting
soon. All three of my kids started at
age 3.”

As a NAA certified instructor,
Brunette visits area schools, clubs and
even gun shops to teach young
archers. “They are our lifeblood if
we’re planing to get longevity out of
this business. I’m starting to see 3rd
generation archers as customers.”

Like Brunette, Gail Wynee of
Right-On-Target Family Archery tries
to make sure buying and learning to
use archery gear is a fun experience
for the child. “My husband is a ‘clown’
and can easily relate to kids,” she said.
“We are both NFAA Master Coaches
and we instruct on site.” Store policy
is to let children shoot free with one of
the store’s rental recurves, while a par-
ent is a paid shooter in the lanes. 

Bill Aaroe of B& A Archery,
Philadelphia, Pennsylvania, tries to
include children in the conversations
as he’s talking to parents about shoot-
ing or equipment. “We carry youth
bows and offer on-site instruction,”
Aaroe said. “We also welcome youth
groups, Boy Scout groups and church
groups to shoot on our indoor range.”

Lessons are always free for kids at
Baker’s Archery in Montpelier, Ohio,
Angel Baker said. Parents appreciate
that added service and they soon
understand that “children will listen

and take instruction from us better
than if the parent tries.”

Jessy Draves of Draves Archery
feels younger staff members relate
better to young customers, so he’ll
have a young, well-trained person
help them select and learn to use
archery equipment. “We sell a lot of
youth bows and also carry a large
selection of infant and camo cloth-
ing,” the Effingham, Illinois retailer
said.

You’ll find camo clothing, right
down to infant sizes, also at Black
Creek Archery in Navajo, New Mexico.
Dwane Waseta said both kids and
their parents appreciate the soda and
juice they’re offered in that hot cli-
mate. “Sometimes we have our three
pugs with us at the store and young
shooters love getting to know them.
That opens up the communication
lines on their interests.”

Donald Neighbor will often hand
the youngster a piece of candy as an
icebreaker when they visit 3-D
Archery in Newcomerstown, Ohio. “I
go on to talking with them about
shooting with their parents, which
leads us going over to the targets and
getting them shooting while I spend
time showing them good and safe
habits.”

Dan Lorincz passed along this tip
that could spell the difference
between fun and frustration for a
young shooter. “When teaching a
young archer one thing that really
helps is to make sure the nock snaps
on the string so it won’t fall off. Also
have the shooter use three fingers
under,” the owner of Greybarr
Traditional Archery in Williamsfield,
Ohio said. With three fingers under,
the children can’t accidentlally pinch
the arrow off the string the way they’re
likely to do if they have two under,
one over.

Paul Bana of Arrowspeed Archery
reminded readers of the importance
of checking to see which eye is domi-
nant. That’s something you can do by
asking the child to make a ring with
their fingers to look through, or by
handing them a tube to look through.
If the left eye is stronger, the
Chicopee, Massaschusetts retailer will
take a left-hand Genesis compound
or left hand recurve for them to try
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out, even if the youngster says he is
right-handed. “Once they shoot a few
arrows they will want a bow,” he said.

Kevin Casey of Bristol Hills
Outfitters, Fairport, New York likes to
draw a distinction between archery
and team sports when he talks to
youngsters and their parents. “Each
child, regardless of their ability, has
the chance to perform and advance at
their own pace. No one has to sit on
the bench.”

At Around The Tree Archery in
Croyden, Pennsylvania, Joseph Gilleo
tells adult customers that shooting
archery with their children is a good
way to build a strong bond, at a time
when most people’s lives are very
busy.

Carlos Hermes has the help of his
two sons at Archery Goods in
Guatemala City, Guatemala, and said
having those young people work in
the shop is the way he attracts and
encourages other young shooters.

Carol and Howard Smallwood of
Hog Wild Archery, Belleville,
Michigan, introduce themselves to
youngsters, include them in conver-
sations and joke with them. “I ask
them what they need or want, just like
they were an adult customer,”

Howard said. “This makes them feel
important and adds to their satisfac-
tion with their purchase.”

Two retailers told us they make
sure youngsters try equipment before
buying, because they don’t want par-
ents to feel money is wasted or the
youngsters to get frustrated with
archery, simply because it didn’t fit
them. Our thanks to Ken Rose of D&D
Archery in Mansfield, Ohio and Kara
Lee Geletka of G&G Archery Pro Shop,
Wells, Maine, for passing along that
important reminder.

Bill Hom fletches arrows for
kids with feathers, because
they’re more tolerant of form
errors, but doesn’t charge any
more than he does for vanes. The
owner of B & K Archery, Chico,
California, teaches youngsters
and women to shoot with a more
open stance, shortening their
draw length by half an inch, so
they’re less likely to get hit by the
string.

Scott Pelletier of Pelletier’s
Sport Shop in Jaffey, New
Hampshire, said he’s seen too
many youths pushed into the
sport by a parent that wants them
to be the best ASAP. “In doing so,

they’re losing the ‘fun’ for the child.
How I interact with the child is to keep
it simple. I start by passing on the
basic good habits that should eventu-
ally make them great shooters. There’s
no pressure, lots of praise, and of
course, ‘high fives.’” 

Thanks go out to all the dealers
who participated in this Dealer-to-
Dealer column. Check out the box at
lower left to see how you can help fel-
low readers while you earn yourself a
handsome Buck Wear T-shirt.

Dealers who send in comments used in Dealer-to-Dealer receive a
free T-shirt compliments of Buck Wear and ArrowTrade Magazine. Send
comments to ArrowTrade, 3479 409th Ave. NW, Braham, MN 55006 or
by email to arrowtrade@northlc.com. Include your shirt size when you
contact us.

Your Views on Crossbows: Would you be in favor of your state
allowing wider use of crossbows? Why or why not? July issue-deadline
May 15.

Limiting Shoplifting Losses. How do you guard against shoplifting
losses in your store? What are the most likely items to be stolen, and
where do you keep them? How much does shoplifting hurt your busi-

ness? September issue-deadline
July 15.

Your Best Employee-Tell us
about your best employee, and
what makes them a real asset to
your store. How did you find
them and what skills did they
already have that made you feel
they were the right person to
hire. This is a chance to give
some well-deserving employees
a pat on the back, so consider
sending a photo we can publish.
November issue, due August 15.
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Introducing the FISH HAWK! The
World’s First Bow Engineered

Exclusively for Bowfishing
Enthusiasts brought to you by

the Bowfishing Innovator,
AMS Bowfishing!

Our new high strength
custom cam enables

high arrow speeds
with only partial

draws!
Learn more

about the
FISH HAWK

and all our other
Bowfishing Gear at

AMSBowfishing.com,
or call us today at

888-541-7657.
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