
The old saying, “in the middle of
nowhere” took on a new
meaning for me recently as I

turned into the parking lot of
Rightnour Manufacturing located in
Mingoville, Pennsylvania. Mingoville
is the proverbial town that if you blink
as you are driving through, you might
just miss it. As a matter of fact it is so
small that you might even miss it with
your eyes open. But I soon learned
that this tiny town housed a quiet
business giant in the form of Bob
Rightnour, owner of Rightnour
Manufacturing, RMC Sports and Ox-
Yoke Originals. 

During the 1980’s Rightnour was
the production manager for a compa-
ny that manufactured precision
mechanical components for the
pharmaceutical and medical testing

industry. His responsibilities includ-
ed both production control and prod-
uct development, a combination of
skills he would soon put to use out-
side of the company. 

Like most people living in rural
Pennsylvania, Rightnour was an avid
hunter who loved the added chal-
lenge of hunting with bow or muzzle-
loader. At that time Pennsylvania’s
muzzleloading season was only open
to flintlock rifles which required that
a small amount of powder be added
to the lock’s powder pan. The powder
in the pan would be ignited by the
sparks produced by the flint and
frizzen, which in turn denoted the
main charge in the barrel when the
trigger was pulled. Most hunters sim-
ply “dumped” some powder into the
pan but Rightnour saw the need for a

pan charger, (powder dispenser), that
could easily deliver a precise amount
of powder upon demand. Combining
his machining skills with his mechan-
ical knowledge he designed and
made a pan charger that delivered a
precise four grain charge of powder
by simply pushing down on the
charger’s tip, making priming the pan
easier and more consistent.    

Rightnour was soon swamped
with request for his “latest invention”
from friends who had seen this new
device. As word spread orders trickled
in for the product from hunters
around the area. Encouraged by the
reception of his pan charger
Rightnour soon began turning out a
variety of other muzzleloading prod-
ucts and even expanded into archery
related items such as stabilizers.
Between 1981 and 1986 Rightnour’s
business continued to grow as he sold
his products both retail and whole-
sale. In 1986 the business had grown
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Rightnour Muzzleloading & Archery
By John Kasun

Bob Rightnour and his wife Marjorie balance their duties as owners of Rightnour
Manufacturing, RMC Sports and Ox-Yoke Originals with their responsibilities as parents,
active members of their church and involved members of their community.

PHOTO BELOW: The retail business, RMC
Sports, is located in this former Roller
Skating Rink, just yards from Rightnour’s
production facility. Opened in 2000 it
draws a steady stream of customers seek-
ing a wide selection of archery and
muzzleloading gear as well as “modern”
firearms and related products.
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too large to keep as a part-time oper-
ation and Rightnour decided to bite
the bullet, (pardon the pun), and go
full-time. Quitting his job, Rightnour
moved his production operation
from his garage to a 3,100 square foot
building in Mingoville. 

“The building we moved into was
actually a bathhouse,” Rightnour
laughed. “The locals know the area in
which we are located as Hecla Park.
Originally the park had a swimming
pool and a roller skating rink. The
swimming pool was long gone but
the bathhouse was in good shape and
the time was right for me to make a
move so I jumped at the chance. After
some quick renovations we were in
business here as Rightnour
Muzzleloading.”

“Three months after I started my
new business the company I had left
approached me and asked if I would
consider acting as their subcontrac-
tor and continue to manufacture
some of their components,”

Rightnour said. “Never one to look a
gift horse in the mouth, I quickly
agreed. Within one year our business
grew to the extent that we were out of
space and needed to expand our
physical facility, add additional man-
ufacturing equipment and employ-
ees. Between 1986 and 2000 we
underwent several expansions and by
the end of 2000 we had approximate-
ly 20,000 square feet under one roof.
Being aware of the threat of foreign
competition I knew that I would have
to work efficiently and that meant
using high-tech equipment and man-
ufacturing techniques. Obtaining the
machinery that I needed to produce
the medical testing components also
gave me additional manufacturing
capabilities to meet the growing
demand for our expanding line of
muzzleloading and archery items. It
was a win–win situation. Both sides of
the business continued to grow and
although we developed separate divi-
sions for the medical components
and the sporting goods items, we
retained the flexibility to use both the
machinery and the employees to pro-
duce components and assemblies for
both entities as required.”

“My original plan was to sell my
sporting goods products wholesale to
dealers and distributors while selling
to the public only by mail order,”
Rightnour explained. “However peo-
ple kept stopping at the factory want-

ing to buy our sporting good products
direct. I felt if the need was that great
maybe we should consider establish-
ing a separate retail outlet. As I was
considering the retail possibility the
building that had housed the old
roller skating rink within the park
became available. With the skating
rink within walking distance of our
manufacturing facility it seemed like
a logical place to set up our retail out-
let. In 2000 RMC Sports opened up to
the public. In addition to the muzzle-
loading and archery products we
manufactured we expanded into par-
allel lines such as guns, reloading
equipment, full line archery, tree
stands, boots, clothing and fishing.
We eliminated our fishing items
about two years ago as the profit in
fishing products was being squeezed
out of the market. Today we focus on
archery and muzzleloading and a
complete line of hunting and shoot-
ing supplies.”

“Since our inception we have
continued to expand our product line
by constantly bringing new products
to the market,” Rightnour said. “Some
items we manufacture were devel-
oped to fill a specific new need while
others were improvements on exist-
ing ideas or products. The input for
our product development comes
from a combination of our own expe-
rience in the field and from listening
to our customers and their needs. An

Keith Kling, skilled with both bow and
muzzleloader, is the retail manager of
RMC Sports retail outlet. We found Keith in
his office reading the latest Arrow Trade.
Keith, you deserve a raise.

Rightnour Manufacturing offers a wide selection of muzzleloading accessories and
quality gun care products.
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excellent example of this process is
development of our fiber optic rifle
sight. Many hunters using muzzle-
loaders wanted to upgrade their exist-
ing muzzleloading rifles with these
new sights. However the only replace-
ment sights available on the market
were of the generic-one size fits all
design. The problem is they didn’t fit
any rifle properly and the consumer
was demanding a better product. To
answer that demand we developed a
line of high quality machined sights
that were designed to fit each specific
brand of rifle. This allowed the
customer to select the exact sight
he needed and be assured of easy
installation and a proper fit.
These fiber optic sights are a
great seller simply because we
listened to the customer. Another
highly successful item was our
clear shot containers. The shot
container was a short plastic
tube capped at one end into
which the shooter could load a pow-
der charge and projectile for conve-
nient carrying and a quick second
shot. By simply making the shot con-
tainer from a clear material so the
hunter could see at a glance if it was
loaded or empty, sales increased dra-
matically.”    

“When it comes to archery, items
like our arrow puller and string split-
ter were great sellers. While we were
always looking for new items to add
to our line one of our best archery
sellers was discovered by accident,”
explained Rightnour. “I was working
on an unrelated project when I got a
powder like substance on my hands
and found out that it was very diffi-
cult to wash off. As a bow hunter I

could relate to the age old
problem of keeping your
feathers dry and at that
moment the idea for a water-
proofing product for fletching was
born. After extensive development
and testing Fletch-Dry was ready for
the market. Originally we marketed it
under the name Wonder Powder,
since it also functions to keep black
powder dry, but it was never really
accepted by the archery industry.
Knowing we had a good product we
decided that our marketing was the
problem. We changed the name to
Fletch-Dry and sales soared.”

“We are constantly reviewing the
items that we manufacture and we
monitor changes in the marketplace

to determine what we feel might be
the next opportunity,” Rightnour
said. “In 2002 we saw the need for
what I like to call a production cus-
tom flintlock rifle. We looked at the
features a muzzleloader hunter
would want and combined them with
the best components available. We
choose a Green Mountain barrel
known for its accuracy and an L&R
lock known for its quality and reliabil-
ity. The rifle is built on a laminated
stock that we produce in-house with
choice of finish. We manufacture all
the other components required such
as the touch hole liner, ferrules, ram-
rod, cleaning jags, fiber optic sights
etc. in our machine shop. The rifle
features a removable breech plug for
ease of cleaning and a threaded
wedge system that holds the barrel in
place and eliminates loose or lost
barrel wedges. The bore is relieved at
the muzzle to allow smooth projectile
insertion and ease of loading under
hunting conditions. Two men in-
house are solely dedicated to the fit-
ting and assembly of each rifle. Called
the Accusporter this rifle is not
intended to compete against low

34 Circle 23 on Response Card

Mingoville is a small town a few miles from State
College, Pennsylvania, home of Penn State
University, the Nittany Lion football team and
numerous high tech manufacturing facilities. This
area provides a pool of highly skilled machinists.
Dixie Wagner is one of those who turns out precision
parts for Rightnour Manufacturing.
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priced muzzleloaders. It is aimed at
those hunters wanting the best at an
affordable price. Sales for the
Accusporter have been growing
steadily across the country proving
that if you give the customer what he
wants he will reward your efforts.” 

“I have a deep respect for all the
people in the sporting goods industry
and don’t think of them as competi-
tors but as friends who are just in the
same business,” Rightnour com-
mented thoughtfully. “While I contin-
ue to develop new products and
improve existing ones, (public
domain items), I never steal ideas. We
have however worked with a number
of one product companies who had a
great idea but did not have the manu-
facturing facilities or marketing
resources to make their products suc-
cessful. In these cases we work out an
arrangement with the inventor that is
mutually beneficial. An excellent
example of that is our EC-Loader. The
EC-Loader holds three complete
muzzleloader powder charges with
wads and projectiles in a rotating
cylinder complete with a built-in

Circle 124 on Response Card

The pan charger on the right was the first
item produced. The EC-Loader, in the mid-
dle, is a rotating cylinder with three cavi-
ties into which a powder charge and pro-
jectile can be loaded. The single shot quick
loader on the left was developed by Don
Poorman, present manager of Rightnour’s
Ox-Yoke Division.
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short starter. Simply rotating the
cylinder and pushing the short starter
delivers the muzzleloader hunter the
fastest second, third and forth shots
ever!  By purchasing the rights to the
EC-Loader from the inventor we were
able to make changes to improve its
operation and through an aggressive
marketing program we tripled its
sales. Again it was a win-win situation
for all involved parties.” 

“Last year I learned that Ox-Yoke
Products had closed their doors,”
Rightnour continued. “Ox-Yoke pro-
duced a fine line of gun care products
and shooting accessories including
shooting and cleaning patches as well
as black powder lubricants including
the extremely successful Wonder
Lube. Wonder Lube is well know
among muzzleloaders as a lube that
reduces fouling and increases accura-
cy. Not only had we sold Ox-Yoke
products in our retail outlet we also
acted as an Ox-Yoke distributor for
our wholesale customers.   Not want-
ing to see their products go off the
market I approached Ox-Yoke about
the possibility of purchasing the busi-
ness. In July of 2005 I toured their
facility and made them an offer to
buy the business. While I thought it
was a done deal I later found that
soon afterward I had been outbid.
Although I was disappointed I put it
out of my mind because I figured it
just wasn’t meant to be.”

“Several weeks later I was cook-
ing hamburgers at my church’s picnic
when my grandson came running up
and told me I had an important
phone call.” said Rightnour. “It seems
as if the other offer fell through and
Ox-Yoke wanted to know if I was still
interested. Within two weeks I owned
the company. The only mistake I
made was underestimating the
amount of material, equipment and
finished product that I had pur-
chased. I thought I could handle it all
with one tractor trailer but soon
found that it took four trailers to
move everything to our Pennsylvania
location.”

“The first thing that became quite

apparent was the fact that we needed
more room,” Rightnour laughed. “We
immediately arranged to purchase
manufacturing and storage space in
Mill Hall, Pennsylvania about 16
miles from our Mingoville facility. We
had purchased and moved Ox-Yoke
in August of 2005 and began shipping
Ox-Yoke products in September. That
would not have been possible with-
out the dedication of our employees
who not only wanted the move to
succeed but saw it as a new adventure
and were just as excited about it as I
was. To ease our growing pains we are
in the process of adding an addition-
al 6,000 square feet of space to our
original facility and are considering
purchasing additional properties. We
will be continuing to supply the fine
Ox-Yoke products under the Ox-Yoke
name but will also be doing private
labeling for several other companies.

Circle 141 on Response Card

PHOTO ABOVE: Steve Strouse, assistant
store manager at RMC Sports does double
duty by helping inspect barrels prior to
assembly. PHOTO LEFT: Jim Hall, gun
maker, does some  final sanding on an
Accusporter stock prior to applying the
weatherproof finish.

Gary Weaver is the national sales and
marketing manager for all three divisions
of Rightnour manufacturing.
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At this time the sale of our Ox-Yoke
products are skyrocketing and
exceeding our original expectations.”

It takes someone special to leave
a well paying job with a solid compa-
ny to strike out on their own and wind
up 25 years later with three separate
enterprises and no apparent end in
sight. As I sat in Rightnour’s office I
couldn’t help but wonder what his
business philosophy was when I
noticed a collection of clowns that
seemed to be poking their painted
faces out of every available space. He
must have noticed me looking
because he said, “I’m a clown by
trade. I love to dress up as a clown and
do magic tricks for the kids at church
camps and for other non-profit
groups. My wife Marjorie, who takes
an active role in the business, and I
both feel that it is important to work
hard but we also realize that it is just
as important to have a little fun and
give something back to the commu-
nity. Our business is important to us
but our family and faith come first.
Originally we decided to go into busi-

ness for ourselves so we would have
more time to serve others and it has
worked out exactly as we planned.”

“As far as good business practices
are concerned, I like to keep it sim-
ple,” Rightnour explained. “Simple
works. When you try to make things
complicated they get screwed up. I
think it is important to set realistic
goals designed for growth and to
never sacrifice quality and integrity
for sales and profits. Another com-
mon mistake I see in business today
is focusing on the money. If you focus
solely on money as a goal you will cut
corners to make money and that is a

sure road to failure in the long run. It
is more important to have a passion
for what you are doing. People that
have a passion will always succeed
and equally as important they will
have more fun.”

“To be successful in either the
retail business or as a manufacturer
you must like to work with people,”
said Rightnour in a serious tone.
“When I started my business I would
take one or two days each week to
visit dealers and distributors. I hand-
ed out flyers and sent out letters. I got
a lot of rejections but I believed in my
products and I was persistent, I didn’t

Circle 31 on Response Card

These customers at RMC Sports are looking at the new archery bag target just brought
onto the market by Rightnour Manufacturing. The bag is filled with the scrap material
that results from the cutting of gun cleaning and shooting patches produced by Ox-Yoke
Products, a division of Rightnour Manufacturing.

Stacie Dixon, work-
ing in the production
division of Ox-Yoke,
removes cut gun
cleaning patches from
the patch dies. By
stacking the material
Stacie can cut multi-
ple patches depend-
ing upon the number
of layers of material
and the sections in the
cutting die.
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allow myself to become discouraged
or to take the rejection personally.
Soon my persistence paid off and my
sales began to increase. However I
knew that simply saying I could deliv-
er was not enough; I had to deliver. I
made it a rule to never bring anything
on the market that I could not deliver
as promised.”

“This may sound a little strange
but I think that my job is not to sim-
ply manufacture and sell products
but it is to make the people’s jobs that
I deal with easy,” Rightnour contin-
ued. “I always put myself in the pur-
chasing agents’ shoes. No purchasing
agent wants to explain to his boss
why he doesn’t have the right materi-
al on hand or the proper inventory on
the shelf. When someone buys from
us I need to meet or exceed their
expectations. I truly believe that our
success is based upon three things;
Quality-Service-Delivery. They are
like a three-legged stool; remove any
one and you will fall over.”

Bob Rightnour is a perfect exam-
ple of what it takes to survive and suc-
ceed in today’s business climate. His
business is constantly evolving and
responding to the changing market.
His flexibility even extends to his
employees. Some have specific skills
or perform specific tasks while others
are designated “floaters” who are able
to step in and perform a number of
different tasks as the need arises.

As I toured the Ox-Yoke facility I

saw a perfect example of how
Rightnour leaves no stone unturned
and sees every problem as an oppor-
tunity. The process of cutting round
cleaning patches from square sheets
of cotton material results in an end-
less supply of seemingly worthless
waste material for which the local
garbage collector saw fit to charge
extra to remove.
Not satisfied
with that situa-
tion Rightnour
purchased plas-
tic target bags,
sprayed aiming
dots on them
and filled them
with the cotton
waste. By doing
so he eliminated
his additional
waste disposal
cost and added a
low cost archery
bag target to his
ever expanding
product line.
This is just one
example of his
seemingly natur-
al ability to turn
the smallest lia-
bility into an
asset. 

R i g h t n o u r
said that RMC
Manufacturing
d i s t r i b u t e s
50,000 retail cat-

alogs and between 10,000 and 15,000
dealer catalogs each year. The web
site accounts for approximately 5 to
10 percent of retail sales while keep-
ing their name before the public and
acting as a “live catalog.”  To learn
more about their extensive line of
quality muzzleloading accessories
and Ox-Yoke products contact
Rightnour Manufacturing, RMC
Sports and Ox-Yoke Originals at 814-
383-4079.

In his heart Bob Rightnour may
be a clown who likes to do magic but
no one can laugh at his success and
you might even say he is a real magi-
cian at creating business opportuni-
ties in a remote corner of
Pennsylvania.

Editor’s Note: In addition to his
writing duties, John Kasun is an out-
door seminar speaker and a business
consultant with experience in corpo-
rations large and small. He can be
reached at 126 Hickory Lane,
Duncansville, PA 16635, by phone at
(814) 695-5784 or by email at
kasun@aasdcat.com

Circle 21 on Response Card

Ox-Yoke Wonder Lube rolls off a packag-
ing line. Well known among black powder
shooters, it reduces powder fouling and
increases accuracy. Ox-Yoke offers patch-
es pre-lubricated with Wonder Lube or
containers of Wonder Lube like these.

Marjorie and Bob Rightnour volunteer as
clowns to entertain children at outings
sponspored by churches and other non-
profit groups.
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There is part of the archery
industry, or at least the hunt-
ing industry, that many read-

ers know little about. Yet it is growing
in importance year by year as more
hunters discover the benefits of
improving wildlife habitat on land
they own or lease. I’m talking about
the suppliers of wildlife planting
mixes like those from Brier Ridge.

I had a chance to tour the head-
quarters for the Brier Ridge brand in
Madison, Wisconsin. The facility is
part of Land O’Lakes, a 85-year-old
member-owned cooperative. I think
of milk and butter when I think of
Land O’Lakes, probably because I
milked cows on the family farm until
I went away to college. It’s still heav-
ily involved with dairy products, but
it’s 7,000 employees also work with
animal feed, crop nutrients and
sprays, and seed like what the Brier
Ridge brand brings to hunters across
the United States. Annual sales for
the cooperative are in the $8 billion
dollar range.

“We’re the fourth largest compa-
ny in the United States in seeds,”
Doug Bastain told me in his position
as the Forage First Product Manager.
Bastain’s customers are a diverse lot,
from farmers and ranchers to land-
scape and turf businesses, and the
sporting goods stores and archery

pro shops that stock the Brier Ridge
brand. Outside the hunting market,
customers are buying seed under
brand names like Cropland, High
Test, and Earthen Carpet. Most of
those are served through coopera-
tives, themselves members of Land
O’Lakes, that act as distribution cen-
ters for the products.

It didn’t say Land O’Lakes or
Brier Ridge on the facility I toured,
but Olds Seed Solutions. When Land
O’Lakes acquired the Madison,
Wisconsin business, it kept the name
on the building, the letterhead, and
the trucks, because Olds Seed had a
good reputation with its customers
and had long been a fixture in
Wisconsin’s capital city. How long?
Well, that firm traces its roots back to
1888.

“The Brier Ridge brand was
formed in 1998, and the products
sold under that name were devel-
oped by Olds Seed in the Midwest,”
Bastain told me. “Our dealers were
telling us they were getting quite the
demand for food plot seed and were
having to do quite of bit of mixing of
seeds to satisfy that. They said if we’d
come up with the mixes and package
them, they’d buy our product.”

The seed supplier didn’t just lis-
ten to the customer requests. It took
its own look at the growing market
for seed plot products. The seed spe-
cialists wanted to know how many
hunters were already planting food
plots, what they were looking for in
products and what other brands
were already on the market.

“What I’ve found in listening to
hunters, going to hunting shows and
seeing what’s going into the pack-
ages, was a fair amount of misrepre-
sentation,” Bastain said. “A good
example was one company that was
using Versim clover, which we know
will die out when the temperature
drops to 26 degrees fahrenheit. It
was being sold in the southern U.S.
with the recommendation that it be
planted in September. Well, if you
buy a mix that’s one third Versim
clover, you’re going to lose a lot of
your food plot.”

Olds Seed didn’t survive for more
than 100 years by trying to mislead
customers who themselves know
quite a bit about seed. So when it
began developing its food plot prod-
ucts, even before the Brier Ridge
brand was established, it made sure
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Brier Ridge Seeds

Continued on page 84

By Tim Dehn
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PHOTOS OPPOSITE PAGE: The Olds Seed
headquarters looks like any large industri-
al building, until you spot the sample plots
in the front yard. Above, a Bucks Banquet
food plot thrives in Wisconsin. Photo RIght:
Food plot seed may seem expensive when
it contains quality ingredients like these
Ladino Clover seeds. There can be 600,000
clover seeds in a single pound.

BELOW: Dave Lehman is the Production
Supervisor at the Madison facility. He and
his staff use steel totes like these, each
capable of holding 2,000 pounds of seed,
to feed seed into the blending and packag-
ing machines. That produces cleaner mixes
than transporting seed through conveyors.
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the mixes made sense and it gave
customers good information about
how and where to plant them.

The company started by focus-
ing on food plot products to benefit
whitetail deer, since that’s the largest
part of the market. Later it added
products aimed at turkey, pheasant
and quail, and combination prod-
ucts that can benefit both birds and
deer. Deer need young growing
plants that have at least 16 percent
protein to improve their body condi-
tion and to help produce good antler
growth and a good milk supply for
fawns. But if you let part of that same
food plot head out into seeds, those
seeds and the insects attracted to
them can be great for game birds.

Today there are 13 different
seeds and seed blends sold under
the Brier Ridge label, and a 20-page
pamphlet dealers can hand out to
hunters interested in starting or
improving a food plot. After going
through each of the products, its
intended uses and the types of seed
it contains, the pamphlet turns to
helping the customer get a good
return on his investment. Under the

heading “What Makes An Ideal Seed
Plot” it talks about where to locate
food plots, how to sample soil fertili-
ty and adjust the all-important PH,
and how to prepare the seed beds
and lay down the seed.

Just establishing a good -looking
food plot doesn’t guarantee it will be
a magnet for deer in hunting season,
Bastain said.  “Lately the buzz has
been to plant brassicas, like turnip
and kale. The idea is deer will turn to
it in the fall, when it’s one of the last

things left standing. Because it’s a
new food source, deer will tend to
walk through it at first. But the sec-
ond year, what tends to happen is
the does start eating it earlier. By the
third year, the younger deer have
been trained that it is a good source
of nutrition. I work with a hunter
near Rhinelander on testing food
plots, and we found that third year
the brassicas were all gone by the
time hunting season came around.”

I’d assumed that because the

84 Circle 176 on Response Card

ABOVE: Victor Mendez bags a seed blend for the Brier Ridge brand.
PHOTO RIGHT: Bags and boxes are used to keep sunlight away from the seed, which in

some cases has been inoculated with a beneficial nitrogen-fixing bacteria to help get it
off to a good start. Depending on the variety, you can order Brier Ridge products in 2
pound or 5 pound boxes, or get it in 20 and 50 pound bags.
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Brier Ridge brand was headquar-
tered in Madison, outside the city
would be farms where the different
seeds were being grown for products
like Buck’s Banquet. In fact, Brier
Ridge products are mixed and
bagged at several locations, and
warehoused in Land O’Lakes owned
facilities across the nation. When
Bastain needs to line up a new
source of Ladino Clover, he’ll look at
growers in Washington, Oregon and
California. Of course you could grow
Ladino in Wisconsin, but to make a
good crop you’ve got to have weeks
of dry weather after it heads out.
“The areas we buy from in
Washington and Oregon may be dry
three months of the year,” Bastain
explained.

For Alsike Clover, Bastain will
probably be buying out of Alberta,
where the weather is ideal for that
cold-tolerant legume. The rape,
turnips and chicory he wants for the
mix will come from the Pacific
Northwest. The sugar beets are clos-
er to home, from the Dakota, though
Crystal Sugar carefully limits the lat-
est varieties to its own suppliers.

Bastain can explain how the
clovers in Buck Banquet attract deer
and get them to sample the more
exotic plants. He can recommend an
all-brassica mix, like Rut-N-Ready, if

your hunters want something deer
may not hit until later in the fall. If
your customer wants a better source
of nutrition to build up the deer
herd, he can recommend a mix like
Doe’s Delight, with its soybeans, for-
age peas, alfalfa and clover.

Your customers for food plot
seed will span the range from veter-
ans that have equipped themselves
with ATV-driven machinery to pre-
pare seed beds and add lime, to
hunters like this author who have
some open spots in their woods
they’ll seed by hand. Good sources
for food plot seed will have products
suitable for all levels of involvement.
For instance, Bastain told me I could
“frost seed” Horn Honey early this
spring, once the ground was bare of
snow cover. “Just put the seed out,
let the next snow cover it, and the
freezing and thawing will push it
into the top 1/8 to 1/4 inch of soil
where you want it to be.”

The best food plots are those
where the customer takes the time
to pick a favorable location, tests the
soil and adjusts with lime and fertil-

izer if necessary, then has a way to
prepare a seed bed and cover the
seeds. Once the crop is up, you’ve
still got to manage it, which may
mean mowing or reseeding at inter-
vals. “A friend of mine likes to com-
pare building a seed plot to building
a house. The soil is the foundation.
Your plants are the walls. The man-
agement practices you use for the
established plot are the roof. If you
do everything right, that food plot
will stand for years,” Bastain said.

Brier Ridge has started working
with its dealers to help more cus-
tomers do food plots right. “Our
dealers set it up and invite us to talk
about establishing and managing
food plots,” Bastain said. “Often at
the same program we have a special-
ist in wildlife nutrition, perhaps
someone from the state DNR. We’ve
been able to reach 60 or 70 people at
a time that way.”

If you’d like to reach Brier Ridge
Seeds to find out more about the
product line, call the Madison head-
quarters at (800) 356-7333.

Circle 70 on Response Card
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