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Carol and Howard Smallwood
of Hog Wild Archery gave
ArrowTrade an earful when

this magazine asked how the sale of
bowhunting gear through the inter-
net was affecting their pro shop in
Belleville, Michigan. They were two
of well over 100 retailers who shared
their views on Dealer to Dealer topics
during the ATA Show this past
January in Atlanta, Georgia.

“We’ve lost bow sales and acces-
sory sales to internet sales,” Carol
said, saying that problem includes
not only sales by web-savvy retailers
but by individuals selling used

archery equipment. The bargains
aren’t what they seem, she said.
“People find that usually they’ve
ended up paying more, with ship-
ping, than they would have paid by
shopping at a local business.”

“Internet sales hurt pro shops,”
agreed Howard Smallwood, co-
owner of the business at 11244
Rawsonville Road. “They sell items
below wholesale and clearance

prices,” Howard said and the frustrat-
ing part is that full-service retailers
like himself often are unwitting aids
to the transaction. 

“Just before Christmas I spent
two hours plus with a person who
was shopping for a new bow,”
Howard said. “He asked a thousand
questions, taking time from my other
customers. Then two weeks later he
came in looking for a bow for his
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wife, and during our conversation he
mentioned that he had bought his
bow on the internet!”

Howard Smallwood offered two
further examples of how mercenary
some customers can be. “Another
customer shot four or five bows and
asked a ton of questions. He told his
wife what he wanted and where to
get it, and she ordered his new bow
off the internet. Then after
Christmas, he came in and wanted
me to adjust and tune his internet
bow.”

“I had a customer buy arrows off
the net, then want me to order 9
dozen target points and help him fig-
ure out his front of center on these
arrow,” Howard continued. “Then he
wanted me to sell him just the size
point he needed, and keep the rest in
my stock. He also thought I shouldn’t
charge for cutting the shafts for him.
How much did he save? Seventy-
eight cents a dozen after he paid the
shipping.”

Many retailers have had to tell
customers that “great buy” they got
off the internet simply can’t be made
to work for them. Kim Upton of
Keith’s Archery in Muscadine,
Alabama, offered an extreme exam-
ple. “We recently had a gentleman
bring in two bows he got off eBay for
his three and four year olds. The
bows had 24 inch draws and 40-
pound pulls. He brought the bows to
us to have us set them up for him and
explained that he got such a good
deal he couldn’t resist it. Well, the
invoice was in the box with the bows
and he didn’t get a good deal. He has
two bows that might fit the kids a few
years down the road, because there is
no way the draw length can be
changed short enough to fit them
now. It bothers me when people get
things off the internet that don’t work
for them, or are worn out. And it
bothers me when they want us to fix
it, normally for free.”

At B&R Archery in Valley Center,
Kansas, Roland Lay said for the most
part internet sales are detrimental to
the retailer. “They’ll bring in bow
sights they’ve bought on eBay and
then we get to set them up for them.”

“Internet sales are worse than
sales through the big box stores and

catalog stores,” said Bill Hom of B&K
Archery Service in Chico, California.

Gobble & Grunt Archery owner
Rob Argue said internet sales have
hurt his Smith Falls, Ontario busi-
ness, at least somewhat. “We are
about two hours from the U.S. bor-
der, so I am sometimes not only com-
peting with U.S. pricing but also with
the larger U.S. box stores who sell via
the internet. Even if customers aren’t
buying on-line, they expect you to
match on-line pricing.”

Jeff Culpepper of Georgia
Outdoor Sports said the ease of inter-
net shopping and the ability to
search for the best price has hurt his
business in Hull, Georgia.

“It has hurt,” Conrad Meier said
in his role as manager of Bison
Archery Service in Buffalo, New York.
“Lots of customers are comparing
prices between the internet and our
store.”

“I think internet sales hurt the
whole industry,” Tom Colvin said as
president of Archers Spot & Pro Shop
in Bloomfield, Indiana, “because no
one can make
any profit mar-
gins. I won’t work
on internet sold
items.” 

“They get the
products on line,
then want dealers
to set up the
equipment and
fix their prob-
lems,” added
Carolyn Colvin.
“We’re going to
update our web
site to show the
importance of
the services we
offer.”

It’s not just
the Bass Pros and
Cabela’s that offer
i n d e p e n d e n t
retailers tough
competition via
internet sales,
Lane Hoskins
said from
Bryanstein’s Guns
& Archery in
R o a n o k e ,

Virginia. “There are many small
‘garage’ businesses selling on-line
which makes it very hard for us to
compete on staple items like sights
and rests.”

Wesley Goff works at the same
Roanoke business. “Internet sales
hurt pro shops because we cannot
afford to stock everything. When we
offer to order something in, a lot of
times they’ll say ‘Well, I can order it
myself and have it shipped to me.’
Also, some internet retailers offer
products on-line cheaper than we
can buy them from the manufactur-
er.”

“I think it hurts not just my sales,
I think it hurts archery,” Orvie
Cantrell, Jr. suggested from Big O’s
Archery in Sherman, Texas. “Guys get
equipment that doesn’t fit them and
has no warranty. I recently had two
customers come in to shoot bows,
and then they ordered their bows off
the internet.”

“Customers think they are get-
ting a bargain, but then they often
end up with a product that doesn’t fit
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them or will not work for them,” said
Lynnette Cantrell, manager at Big O’s.

Another group of respondents
had mixed feelings about internet
sales. Typical of these was Beth
Metzger of Dave’s Archery and Sports
Center, Homer, New York. 
“Internet sales haven’t hurt us too
much because Ross (their pro shop
line) does not sell via the internet.
Other companies say they don’t but
you often find them there. We find
many hunters like to see the product
before they buy, and that helps bring
them in. Of course, then you have to
keep them from going to the internet
to buy, but good customer service
usually works to keep them in your
shop.”

“Internet sales can help us or
hurt us depending what the selling
price is,” commented Bruce Pelletier
of Pelletier’s Sports in Jaffrey, New
Hampshire. “We use the internet as
an advertising tool, but do not sell
on-line.”

“We sell left-over products via
eBay,” said Joe Varlaro of Northern
Dutchess in Red Hook, New York.
“We not only get rid of it, that enables

us to bring new product in. The bad
part of internet sales is consumers
are able to find most products on
line.” Northern Dutchess carries
three dealer-only lines among its five
bow lines, and Varlaro said that is
very important to the business.

Bob Wilkins of Black Bear
Archery, Newark, Delaware knows he
has lost some bow sales to internet
retailers. But he’s also gained profits
from setting up those bows and from
selling accessories to people who
purchased a bow on-line.

The internet allows individuals
to sell their old bows, Troy Dickens of
Troy’s Archery, Cookeville, Tennessee
points out. “Then they buy a new
bow from me.”

“Well, I could say it has hurt us,”
Skip Meisenheimer said from Al’s
Archery and Black Powder, “but in
the long run if they don’t know what
they’re getting, we’re here to help
straighten it out.” Meisenheimer is
the owner of the Watertown, South
Dakota pro shop.

“The internet has taken away
some sales of products,” Alan
Andrews said from Andrews Arrows

& Archery in Tipton, Michigan. “But it
has increased our service work.”

“We haven’t noticed much of an
effect on sales,” Butch Herold said
from Butch’s Sports World in
Palmyra, Missouri. “Most of what we
hear about is people buying used
equipment, and we don’t sell used
equipment.”

Positive Comments
Even though their comments

were often shorter, the number of
dealers who gave internet sales a vote
of confidence was at least equal to
the number that felt it was hurting
their business.

Cory Saniter owns Cory’s Archery
Tech in Watertown, Wisconsin. His
retail business has been selling
through the internet for six years. “It’s
helped! We can reach a much larger
market. With 50 states, and other
countries, you can sell archery gear
year-round through the internet.
You’re able to move extra inventory
that may sit in your shop. Higher
sales mean you have the ability to
buy at better prices.”

Ray Weasner is a veteran pro
shop owner from Bloomville, Ohio
who isn’t afraid to charge for his
expertise. “Internet sales have helped
my business because people will
come to me to set up their bows. I
can make money on the set-up, and
the accessories. I have a web site
where people can locate the products
they’re interested in. Manufacturers
provide links to my site from their
own when I offer their products. The
internet is also an outlet where we
can unload products that aren’t sell-
ing well.”

Mike Barnebee is one of the
salespeople at Outback Archery in
Burlington, Michigan, and his com-
ments were similar to Weasner’s.
“When they buy off the internet, they
bring the product to us to work on, or
they ask us questions which ends up
leading to some sales of our own.”

Circle 107 on Response Card

July07AT056-059.qxp  6/5/2007  10:25 AM  Page 58



59

Several other retailers indicated
they were actively selling on-line to
supplement their on-site sales. “I can
expand my customer base without
expanding the square footage of my
store,”Fred Lutger said from Freddie
Bear Sports in Tinley Park, Illinois.

“We do some internet sales now
and really hope to expand on this,”
said Jessy Draves of Draves Archery,
Effingham, Illinois. 

A third Illinois retailer, Peter
Gussie of Midwest Cimarron Archery,
said “We have seen some success in
internet sales, but have not yet pro-
moted it heavily.” Hillborn Gussie
added, “We’re selling last year’s prod-
ucts on-line, outside of our trade
area.”

“We use eBay to get rid of bows
that have been traded-in,” said Steve
Roe of Sportsman's Lodge, Decatur,
Indiana.

“The internet has helped us
reach people all over the United
States,” commented Dean Gregg of
Coal Hollow Archery, Williamsport,
Indiana.

“Sales via the internet have defi-
nitely helped business. This is simply
because of the amount of potential
customers that are reached via the
internet,” Gene Hobbs said on behalf
of Hobb’s Archery, Douglasville,
Georgia. “I would never have a client
base such as I have now without the
internet. There can be some nega-
tives, however I believe if you per-
form your due diligence the positives
will far outweigh the negatives.”

In Douglas Georgia, Mike
Merchant of Mike’s Gun and Pawn
operates both a full-service pro shop
with indoor range, and a pawn shop
that frequently has used merchan-
dise to sell on-line. “The eBay site has
been very valuable. It has helped us
reach a very large market that other-
wise would not be available. We have
sold used bows, binoculars,
rangefinders and other hunting relat-
ed items across the country from our
South Georgia location.”

While our question related
specifically to sales of archery prod-
ucts through the internet, several

people commented on the important
role the web has in spreading infor-
mation. “People will see something
on the web and inquire about it, and
that helps me decide what to order
in,” Tommy Bailey said from Gulf
Coast Outdoors in Pace, Florida.”

“Being listed on different compa-
nies’ websites as a shop that carries
their products has been a big help,”
commented Linda Merlo of Peak
Performance Archery, Whitehall,
Pennsylvania. “We have been think-
ing about getting our own web site.” 

The speed that information trav-
els through the internet and chat
rooms about new products, and
problems with products, can also
cause some problems for retailers.
“The information about the newest
things goes out before we know
about it,” said Gilbert St. Laurent of
ArcElite, Montreal, Quebec.

We appreciate all the retailers
who responded, and thank Buck Wear
for providing the Ts we sent them
home from Atlanta with. See page 56
for upcoming topics.
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