
Attracting, retaining and devel-
oping customers into repeat
business are essential to the

success of every archery pro shop and
sporting goods store.  However, the
methods of accomplishing these goals
aren’t exactly common knowledge.
This article will address these issues
and help in the development of a well-
considered marketing communica-
tions plan.

Marketing communications
describes the broad range of commu-
nication strategies and tactics that can
be used when preparing a marketing
plan for a store.  It’s helpful to keep
these basic steps in mind when plan-
ning: (1) assess your marketing situa-
tion; (2) consider your budget; (3)
define desired and achievable objec-
tives; and (4) develop effective mar-
keting communication strategies and
tactics.

The previous, May issue of
ArrowTrade discussed some basic,
fundamental ideas to help market an
archery shop and attract new cus-
tomers. While the process of develop-
ing repeat customers isn’t quite as
easy, it’s not difficult by any means.

In the earlier article, shop owners
were encouraged to “know their
strengths” as well as the weaknesses
of all the other businesses in your area
that sell the same bowhunting gear
and clothing you do. Try to assess
these competitive strengths and
weaknesses.  It helps to separate your
business from others and develop a
competitive position in the local mar-
ket among other archery retailers.

Make sure to give careful consid-
eration to the wants and needs of the
targeted prospects and customers
when developing a plan to best deliv-
er what they want and need. It’s
important to know how they feel
about products, technology, pricing,
technical support and service.  

If customers feel the need to see
the benefits of some products before
making a purchase, do everything
possible to provide the opportunity
for product demonstration and trial.
That’s one way the smaller retailer can
often set himself apart from the
chains and big box stores. Depending
on your store layout, that may mean
customers try out release aids at your

counter using a practice aid, they try
them out under your supervision in
your bow set-up lane, or you trust
them to shoot that new back tension
aid they’re considering on your indoor
lanes. In-store merchandising items
and product performance oriented
audio-visual presentations can some-
times provide a satisfactory alterna-
tive to a hands-on trial. 

Overall, it is important to keep in
mind that each customer requires a
unique blend of benefits from an
archery dealer. When provided over
time, these benefits will generate and
maintain the customer loyalty needed
to be successful.

Objectives
One of the most important steps

in building a marketing communica-
tion plan is to establish communica-
tion objectives. The objective
addressed here is to develop loyal,
repeat customers.  However, it also
may be helpful to think of some objec-
tives that are unique to the your busi-

ness and local market. For instance,
there are shops from Louisiana to
Wisconsin that make bowfishing a
priority because there’s plenty of good
bowfishing opportunities locally and
they know they can benefit from
building that segment of their sales.

Other objectives that are more
commonly shared by all archery deal-
ers include the following:

Enhance the positioning of the
shop among prospects and customers.

Attract new customer prospects to
the store.

Encourage dialogue between store
customers and salespeople to facilitate
education and increase the likelihood
of a sale.

Generate increased knowledge of
the features and performance benefits
of products which leads to customer
preference.

Provide customers incentives to
purchase.

Motivate customers to keep com-
ing back to the store for repeat pur-
chases.
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Generate an increased sense of loy-
alty among customers.

If a shop can effectively achieve
these basic communication objec-
tives, it’s easier to retain and develop
customers, and generate customer
loyalty.

Communication Strategies
Now that objectives have been

set, examine some basic communica-
tion strategies included in most mar-
keting communications plans, and
consider some ideas and tactics
appropriate to each.

P.O.S. Marketing: In the previous
article, I discussed the importance of
maintaining a clean, well-lit, orga-
nized shop. Properly managing and
maintaining the environment within
a store lets customers know that its
owner and staff are serious about the
archery business and serving cus-
tomers’ needs.

When a customer walks through
the door, give them some needed
space, but approach and engage them
in conversation whenever possible,
expressing a desire to serve their
needs. If customers do not get a sense
of being welcome when they enter a
store, they may leave and never
return. Loyalty is all about relation-
ship, and the relationship begins
when the customer visits the store for
the first time.

While attempting to serve cus-
tomers, make sure they know the
entire staff is more than willing to pro-
vide assistance and service, and
will answer any questions they
might have.

The same welcoming philoso-
phy applies to product demon-
strations and displays.  Customers
should feel invited to handle and
examine the products available.
Product demonstrations, store
events and special activities con-
firm to customers that a store does
the things necessary to ensure a
superior level of customer service. 

Take the time to understand
how the customer intends to use a
product, and be sure to draw a
connection between product per-
formance and the benefits he
wants to realize in the field. Also,

avoid attempts to sell him products he
or she really doesn’t need, or that may
be well out of his intended price
range. He may resent you later for sell-
ing him a product he didn’t need or
want. The stronger the trust relation-
ship is between a store and its cus-
tomers, the more likely they are to be
long-term customers with a high life-
time value.

For many customers, it is just as
convenient to buy from a Big Box as it
is to shop at a local archery shop, but
customers will drive a few extra miles
and spend a few extra bucks to buy
from a professional who is trustwor-
thy and provides needed service after
the sale.  This is especially true in this
day and age when customer service is
severely lacking at so many of the
places we shop for everything from
motor oil to furniture.

Also, don’t underestimate the
power of word-of-mouth testimoni-
als.  Back in the ‘70s, there was a tele-
vision commercial for a brand of
shampoo that used the memorable
line, “and they told two friends, and
they told two friends...” The same
principle applies to your archery shop
today.

It is particularly amazing how
quickly word-of-mouth can spread,
especially on the Internet.  Recently, a
very well known and respected gun
writer posted a negative comment on
his corporate-sponsored blog.  Within
days, his sponsorships were pulled,
and the magazine posted an official
apology in place of his post. 

Encourage customers to refer
their friends to the store. Consider
offering a reward or incentive for valu-
able referrals that result in a bow sale.
An incentive could be as simple as a
ten percent discount on their next
purchase or a free package of broad-
heads.  By offering customers a
reward, they know they are appreciat-
ed and they share a sense of owner-
ship in the success of the shop. 

Database Communication: As
stated earlier, maintaining relation-
ships with your customers is critical to
repeat business, and one of the most
productive methods of maintaining
contact with customers is through
database marketing.  

Admittedly, establishing a data-
base is not the easiest thing in the
world.  But once a database is built,
maintaining it can be quite simple.  A
bit of invested time initially can pay
off in huge dividends.

When customers purchase items,
take measures to gather some person-
al information about them.  At a min-
imum, capture their name, address
and e-mail address.  This will at least
offer a means of contacting them with
follow-up information.  Also, consider
gathering information on other
archery product brands that these
customers have owned and used, and
what types of archery (competitive,
hunting or recreational) that is of
interest to them. But be sure to ask a
customer’s permission before adding
him or her to a database.

Databases allow store owners
to contact customers and provide
them with information on sales,
special events, new products,
archery tips and anything else of
interest.  A database also provides
the opportunity to survey cus-
tomers.  This form of marketing
allows shops to focus on the tar-
get audience.  Every member of
the database has some level of
interest in archery, and shop own-
ers know that members have pur-
chased archery products in the
past.  Essentially, database mar-
keting is the most focused
method of communicating with a
targeted audience.

Distributing surveys to cus-
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tomers allows a store to see if it is
offering the products customers want
and can inform shops of areas that
need improvement.  When customers
see a product they requested follow-
ing a survey, it shows them that the
shop listens to and values the opin-
ions of its customers.  

Newsletters are another valuable
asset made possible by a database.
Newsletters are a perfect method of
informing customers of special
events, store information and
reminders such as an upcom-
ing hunting season.  

Most importantly,
newsletters keep a store in the
mind of customers.  Big Boxes
may run seasonal commer-
cials, but a monthly newsletter
keeps a store in a customer’s
mind year-round.  

There are multiple meth-
ods of utilizing a database.
The most common ways are e-
mail, postal services and via
telephone.  Each has its strate-
gic advantages.

E-mail is the least invasive
method.  The majority of
households in the United
States have computers.
Archers are no exception.  E-
mail is also the most cost effective
method to communicate with an
audience.  With the click of a mouse
or the push of a button, a store can
communicate with as many people as
are in the database.

E-mail newsletters can provide
links to valuable Websites.
Distributing newsletters electronical-
ly also allows for unique graphics and
even videos.

Postal mail is also a common
method to communicate with cus-
tomers.  Many archery shop owners
worry that mailed information will be
seen as junk mail. However, studies
have shown that customers only con-
sider mail to be junk mail if it does not
apply to them.  Since the members of
a shop’s database are interested in
archery, it’s unlikely mailed newslet-
ters, surveys, etc. would be consid-
ered junk.

Postage should be taken into con-
sideration prior to a mailing.  Postage
adds up, not to mention purchasing

paper, envelopes, printing costs and
so forth.

At the end of the day, database
marketing should prove to customers
that their business is important and
that a store hasn’t forgotten about
them.

Public Relations: A solid public
relations program is another way to
maintain a presence with customers.
Additionally, PR tends to be the most
cost effective form of marketing.

As a local business, archery shops
can be members of the local chamber
of commerce.  If the shop isn’t a mem-
ber, contact the local office and
explore becoming a member.  The
chamber will often help promote a
shop’s events.

In addition to a chamber of com-
merce, establish contact with the
local newspaper, television and radio
stations.  The media is constantly on
the lookout for news and events to
cover.  Additionally, if a shop advertis-
es, local media tend to cover a shop’s
events in order to preserve that busi-
ness relationship.  But the local media
won’t send a reporter or photograph-
er to your events if they don’t know
about it.  A simple phone call or e-
mail can result in a feature story
and/or images of an archery shop
when it hosts a youth shooting event
or recognizes the winners of it’s annu-
al deer contest.

One way to keep in contact with
the local media is through news

releases.  Once contact has been
made with the local media (most like-
ly to the community news or business
news departments), don’t hesitate to
send them news releases regarding
events.  

When writing a news release,
keep in mind that it is not an adver-
tisement for the shop. The goal isn’t to
secure ad space, but genuine media
coverage.  A release for a demo day
might read as follows:

Local Archery Shop to Host
Annual Demo Day

Bob’s Archery Shop will
host its Third Annual Demo
Day 8 a.m. to noon, July 21.
The event will include prod-
uct demonstrations, courses
on turkey calling by profes-
sional, John Hunter, and
archery competitions for
children.

The free event will be
held at Bob’s Archery, 4600
Briarpark Drive, Lincoln,
Neb.

Straight, simple and to
the point.  

After mailing or e-mail-
ing a release, be sure to fol-
low up the next day with a
friendly phone call.  This

conversation is the perfect time to
stress photo opportunities and any
human interest aspects of the news
release.  

News releases can also be used to
communicate the various things an
archery shop does for a community.
If a store offers a scholarship, a release
should be written announcing the
scholarship.  An additional release
can also be written announcing the
winner.  Though it may not be per-
ceived as advertising, announce-
ments such as this help to keep a shop
on the mind of its customers.  

Once again, it goes back to rela-
tionship maintenance.  News releases
on a shop’s community involvement
give customers a sense the shop is a
good corporate citizen and deserves
their business.  Studies have shown
that editorial content such as articles
and photos have nearly four times the
impact on customers’ decisions than
advertisements.  Not a bad return on
the hour it might take to write and

July07AT060-063.qxp  6/5/2007  10:43 AM  Page 62



63

send out a news release.
A public relations program allows

a store to communicate not only with
its customers, but with the communi-
ty in general.  It is an easy and effective
way to shine a positive light on a busi-
ness.  

Advertising: Public relations,
however, is not an alternative to
advertising.  Timely, well-designed
advertisements not only draw new
business, but also contribute to a
store’s credibility with existing cus-
tomers.

Earlier, I mentioned that cus-
tomers view the stores they buy from
as a reflection of themselves.
Advertisements contribute to this
feeling. A store’s advertisements prove
to customers that their choice to buy
from that shop was the best possible
option.  To put it bluntly, a shop’s
advertisements give its existing cus-
tomers a warm fuzzy feeling and sup-
ports their purchasing decision.

In addition to advertisements, an
archery shop should also be listed on
manufacturers’ websites as a dealer.
Many customers and potential cus-
tomers may not know where they plan
to buy a bow from, but they do have
an idea of what they want to buy.  A
manufacturer’s Website should direct
customers in the area to a local
archery shop. 

When all is said and done, there is
no one strategy that changes cus-
tomers into repeat business.  It takes
time, effort and plenty of planning.
Invest the time—the new guy that
walked through the door just might
become a familiar face.

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 planning,
public relations and other marketing
communications services.  For more
information, visit www.sramarket-
ing.com.

Circle 210 on Response Card
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