
Every archery shop owner
wants to attract new cus-
tomers to potentially

increase sales and profits.  And this
is one of those rare instances that
size doesn’t matter—shops big and
small all want to bring in those elu-
sive new faces and new money.  Just
as important is having existing cus-
tomers coming back as repeat busi-
ness.

This article is the first of two,
designed to help develop a base
marketing plan, and hopefully,
attract new business.  Admittedly,
most shop owners out there are
doing a great job, but nearly all are
overlooking some of the little things
they could be doing better.  The sec-
ond article, which will run in a
future issue, will provide some ideas
on expanding marketing plans and
retaining customers.  

Know Your Strengths
While small shops don’t have

the huge marketing/advertising
budgets or retail prices of the big
boxes, they do have things to offer
potential customers that the big
boxes can’t.  

The greatest strength indepen-
dent dealers have to offer is person-
al service.  Who hasn’t been to the
big box stores and dealt with
employees that… a.) are nowhere to
be found… b.) don’t know the prod-
ucts … c.) are unbelievably rude?
The list of complaints could stretch

on forever.  
All messages sent to potential

customers should highlight what
separates you from “the big guys.”
Make sure to emphasize that as a
small, specialized retailer, you have
the experience to help a potential
customer with any questions he or
she might have.  

Be sure your staff understands
the importance of service.  If the
employees aren’t willing to follow
the owner’s lead, a store could be
sending potential customers mixed
messages—most of them negative.

Typically, independent shops
have a wider variety of niche prod-
ucts than most box stores as well.
They specialize in archery while the
large chains cherry pick the most
popular SKUs.  

Let people know you have the
products for all levels of ability, ages
or gender.   (And don’t forget that
archery doesn’t necessarily mean
bowhunting, a fact often over-
looked by large retailers.)

First Impressions
If interviewing for a job, would

you show up wearing a ratty pair of
jeans and sporting a three-day
beard?  Of course not.  While you
might be the most qualified person

in the world, you’d be passed over
for the position as soon as you
walked in the door.  Now, if you
looked professional, with a nice suit
and clean shaven face, the odds of
landing that job would increase dra-
matically.  
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The same idea applies to
archery shops.  When a potential
customer drives up to the store,
what does that person see?  Is the
paint flaking off the exterior?  Is the
parking lot covered with trash?  Was
the last time the signage saw an
upgrade during the Nixon adminis-
tration?

The initial impression a poten-
tial customer has about your shop is
incredibly important.  A store front
should present potential customers
with a welcoming appearance.  A
fresh coat of paint and a clean park-
ing lot can be the difference
between someone stopping in to
see what is inside or continuing
down the road to the big box store.  

As for that faded sign hanging
out front, does it read “Bo’s che hop”
instead of “Bob’s Archery Shop?”
They’re all too common – lighted
signs with bulbs out, signs where
teenagers rearranged the letters to
make four-letter words, or wooden
signs that have started to rot.  Each
one tells potential customers to
keep moving.

Exterior signage is one of the
most important considerations
when it comes to advertising a shop.
Does the sign say, “I take my busi-
ness and archery seriously,” or does
it say, “This is just my gig between
hunting seasons.”    

Consider enlisting the services
of a professional signage company
that can capture the essence of your
archery shop in well-designed store
signage.  And remember that a sign
needs more than the cool factor; it
also needs to be easily legible from a
distance.  After all, the goal is to let
potential customers know who you
are without any confusion.

Store Interior
So now that the store front no

longer looks like the Bate’s Motel,
it’s time to give some attention to
the interior.

Cleanliness may or may not be
next to godliness, but at the very
least it sends the message that an
owner takes his or her customers
and business seriously.  Not to
sound like a mother, but there’s
more to cleaning than sweeping the

floor.  Take a step back and
really examine your shop.
When was the last time you
dusted the shelves or washed
the windows?

Don’t forget about those
mounts on the walls.  I
stopped in a shop a few
months back and the buck on
the wall had cobwebs
between the antlers, and the
whiskers had dust bunnies.
The mount right next to it
looked to be about 30 years
old and was missing a glass
eye.  Old mounts might have
sentimental value, but it
might be time to retire them
to a back office or even stor-
age.  

Consider replacing relic
mounts with a well-organized
bulletin board of pictures
from customers.  A bulletin
board is easy to maintain and
keep clean.  It also can drive
interest to keep people com-
ing back to your shop.  

Another consideration is
the shop’s lighting.  Even
though the best hunting is done in
low-light situations, a customer
hunting for a new bow shouldn’t
need a flashlight to navigate the
store.  Conversely, they shouldn’t
need SPF 45 sunscreen to walk the
aisles either.

Once the store interior is well
lit, take a look at the in-store sig-
nage.  Do in-store signs match those
on the exterior?  The last thing any-
one should want to do is confuse a
potential customer.  

Consistency helps to avoid con-
fusion.  It’s fine to have handwritten
signs and announcements through-
out the shop as long as all signs are
consistent.  

If using handwritten signs,
makes sure they are legible.
Chicken scratchings are fine for
writing checks or notes to a spouse,
but a message lost in translation
typically means a lost sale.

Product Displays
Avoid confusion at all costs in

product displays.  Decide on an
organizational scheme and stick

with it throughout the shop.  Most
shops organize their bows by brand.
This works well, but consider dis-
playing bows by price point.
Potential customers that are new to
archery typically don’t know much
about bows, but they know how
much they’re willing to spend. Most
regular customers know enough
about bows to know how much par-
ticular models cost. The adjustment
for these customers would be mini-
mal.

Additionally, displays should be
inviting to the customers.  Whether
it’s binoculars, bows or camo, cus-
tomers like to know what they’re
buying.  Displays should allow cus-
tomers to handle the products.  Be
prepared to answer any questions—
most new archers won’t have a clue
about things like IBO speed, draw
length and let off. 

Many manufacturers include
promotional materials with their
displays.  As with everything in the
store, be sure to keep these materi-
als clean and organized. But
remember, just because a manufac-

There has been an increase in the number of
women coming into the sport of archery. If your
new customer is a woman, will they feel comfort-
able in your store or feel like it is just for the “good
old boys”? Work on making your retail establish-
ment more inviting to all potential customers.
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turer includes a display, that doesn’t
make it necessary.  If the display
just adds to the clutter, it probably
belongs in storage with those
antique mounts.

Advertising
No matter how a shop advertis-

es, there are a few things to remem-
ber with any advertisement.  Speak
to your audience with a clear mes-
sage.  Why should they come to
your shop instead of going to a box
store?  Remember what separates
you.

Each advertising medium has it
strengths and weaknesses.  Think
about what the desired outcome is
with the ads.  Set some reasonable
goals that you’d like to accomplish
through the ads.  Spend some time
seriously thinking about advertise-
ments.  

Yellow Page Ads
One of the staples of an adver-

tising strategy is a Yellow Page ad.
Yellow Page ads are generally inex-
pensive and can reach a large num-
ber of potential customers.
Additionally, in most communities
Yellow Page ads also are available
on-line, which doubles the expo-
sure.  But make sure that the online
service is included with the pur-
chase of an ad.

It’s important to make sure the
advertisement, at a minimum,
includes hours of operation and the
address of your shop.  Consider giv-
ing more in-depth directions if the
shop is not located on a major road,
for example “We’re located 1 block

south of Highway 2
at 40th and Briar
Park.”   It’s amazing
how many more
customers walk
through the door
once they know
how to get there.

Newspaper
A positive work-

ing relationship with
a local paper can be a
huge benefit.  Even if
advertising only dur-
ing strategic times of
the year, maintain a
positive relationship with the con-
tacts at the paper.  As an advertiser,
newspapers are more likely to give
editorial coverage to any special
events, i.e. demos, seminars, compe-
titions, etc. 

Newspaper ads can be adapted
quickly and easily if a change is
needed in the message.
Additionally, the ads provide a
sense of immediacy that can drive
customers to your store.
Unfortunately, with the growth of
the internet, newspaper readership
is declining.  However, readership is
still strong in most markets, making
it a viable medium. 

Radio Advertising
Depending on the time of year,

radio is another option for advertis-
ing.  A month or two before hunting
season kicks off is a great time to
launch a radio campaign aimed at
hunters in the area, but bear in
mind that radio advertising

requires more planning than a sim-
ple yellow pages ad. 

No matter when a commercial
airs, make sure the radio spot
includes the store’s address and
phone number.  Since most people
are in their vehicles when they lis-
ten to the radio, it’s also important
to have a call to action – “…So
swing by Bob’s Archery today and
check out our selection.” 

Remember the target audience
– it’s probably safe to assume that
potential customers aren’t listening
to the local hip-hop station.  Time
of day should also be taken into
consideration.  Ads reach more
people during the morning drive to
work than at 2 a.m.  Compare the
Arbitron ratings provided by radio
sales reps for different programs
and check with the stations on rates
for specific time periods. 

Television Advertising
Spring is an excellent time of

year to target recreational archers.
Archery is a visual sport—it’s hard
to hear a bull’s-eye.  To capture
those interested in archery as a
hobby, a television advertisement
may be the best bet.  

Television commercials are the
most easily targeted advertise-
ments.  By selecting the times and
shows during which a commercial
will run, advertisers can be assured
to hit their target demographic.
Television does require more plan-
ning than other mediums – it’s
nearly impossible to change the
text on short notice.  There’s also

Circle 244 on Response Card

Service is one thing that makes many small retailers different
than the box stores. This may be  a point for you to advertise.

May07AT068-071.qxp  4/4/2007  1:25 PM  Page 70



71

heavy competition for key time
slots.  More often than not, these
need to be purchased months in
advance.

You might be thinking, “I’m just
a small shop.  There’s no way I could
ever afford a television commer-
cial.”  You might be surprised.  With
so many channels available on
cable these days, stations need
advertising to help cover their costs,
and hunting programs on cable
television can be very efficient in
reaching the target audience.  Call
your local cable television provider
and do some research.  

Everyone remembers their
favorite Super Bowl commercial.
Sure it may have been hysterical,
but did it really make anyone go out
and buy a specific type of beer, soda
or chips?  With commercials, speak
with a clear message, and don’t for-
get to give the shop’s address and
phone number.

Advertising should never be
approached as an expense.
Regardless of an organization’s size
or budget, advertising is an invest-
ment.  When approached intelli-
gently, the return on investment
can be huge.  If a person doesn’t
know a store exists, he’ll never
become a customer.  

The various forms of advertis-
ing each provide unique results.
Remember your target audience
and goals.  Invest some time plan-

ning the right path for you before
investing your money.  

In the end, bringing in new cus-
tomers really isn’t a difficult
process.  While some of the items in
this article might seem like com-
mon sense, they’re all too often
overlooked or ignored.  Establishing
a solid base is important for the
more advanced marketing concepts
such as public relations, database
marketing and branding that will be
addressed in part two.

Editor’s Note: Chris Raun is vice
president, account supervisor with
Swanson Russell Associates.
Specializing in hunting and outdoor
recreation industries with offices in
Lincoln and Omaha, Nebraska, SRA
offers advertising, strategic plan-
ning, public relations and other
marketing communications ser-
vices.  For more information, visit
www.sramarketing.com.
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