


four regional titles in addition to hav-
ing harvested 23 deer with his bow.

Newkirk had sold his shop to Tom
Pappas in April of 2006 and is in the
process of fazing himself slowly out of
the picture doing the things he loves
best. A changing of the guard if you
will but before I looked to the future of
Neil’s Archery I thought it was impor-
tant to first look at its history.

In 1980 Newkirk worked for IBM
in Vineland, New Jersey. Experienced

at building arrows for himself he was
soon making arrows for his friends as
well. Demand for his arrows grew
rapidly and soon he used part of his
home to set up a business under the
name Custom Arrows. It was then a
natural progression to add a line of
accessories plus providing the extra
service of setting-up and tuning his
customers bows. His business flour-
ished until 1985 when IBM trans-
ferred Newkirk to Endicott, New York.

“I had no intention of going back
into the archery business,” Newkirk
said. “But as luck would have it IBM
had a company Country Club which
had an indoor archery range and it
didn’t take long for me to realize that
the people shooting there needed
help. Because there was no archery
pro shop in the area I soon found
myself again helping people and it
wasn’t long until I was setting bows up
in my basement. Soon I was again
selling bows and accessories. In 1985 I
did approximately $35,000 in business
and doubled that in 1986. The busi-
ness soon outgrew the available space
in my home and I told my wife, ‘It’s
time to buy a store.”

“I quickly found a suitable loca-
tion in Endicott with 3,000 square feet
of space and installed a shop and
shooting lanes,” Newkirk explained.
“Soon we had 75 to 100 shooters using
our lanes and we were swamped as
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In the photo below, Neil Newkirk shows
he knows what he is talking about when it
comes to archery. He won the Senior Male
Bowhunter Freestyle Limited Division in
the NFAA Outdoor National
Championships in 2000, 2001 and 2003
and was named to the New York State
Field Archers and Bowhunters Hall of
Fame in March of 2007.

Note the staggerd clothing rack behind
the awards. With space at a premium in
the store’s floor plan it is important to not
only make use of every available square
foot of space but to
make that space work
as a “silent salesman”
as well. This attractive
Scent-Lok display (at
right)  does an excel-
lent job in both areas.



business literally exploded. After only
six months in the new location I knew
I needed more room but I didn’t want
to move again. As I was boxed in on
both sides by other stores there was
no where to go but up and I decided to
add a second story to the existing
building. My real estate appraiser told
me straight out that I was crazy, it
would never work and I was commit-
ting financial suicide. Against his
advice I went ahead and added a sec-
ond story doubling the available
space. I immediately added more
lanes and instantly shooters filled
them up. Today, ever time that real
estate appraiser comes into the shop
he just shakes his head, laughs and
says, ‘I never thought it would work.”

“I have always tried to use every

opportunity to build the business,”
Newkirk stressed. “In addition to
being a bowhunter I was also a com-
petitive shooter. As I attended archery
shoots I realized that they offered
another way to promote the business.
Shortly after I opened the shop I
strapped a picnic table to the top of
my station wagon and set up a sales
table at each of the archery shoots I
attended. That went so well that after
a short time I bought a 12 foot 7-Up
concession trailer with a drop down
door and stocked it up like a mini
archery shop and called it ‘Neil’s on
Wheels’. I was the original vendor on
wheels. It helped promote the store
and build local business as well.
Because the archery business normal-
ly dies off during May, June and July I
took the trailer and headed to the
Atlantic City Classic and the three legs
of the IBO as well as the World IBO.
The trailer was such a good idea that
soon other dealers, distributors and

manufacturers were putting trailers
on the road as well. To meet the
increased competition I upgraded
from the 12 foot trailer to a larger 20
footer. I took ‘Neil’s on Wheels’ to
wherever the shooters were, giving
them access to equipment and acces-
sories they may have forgotten or
needed to replace as well as servicing
their bows if required. The shooters
appreciated the service, the store’s
reputation spread and I made money
at the same time.”

At that time Newkirk was still
working full-time at IBM and had a
manager overseeing the shop and
sales staff. The shop was open noon to
nine six days a week and seven days a
week during the hunting season.
Working a fulltime job and running a
business was pretty hectic. In 1990
Newkirk had the opportunity to take
an early retirement from IBM and go
into the archery business full time. He
saw this as an opportunity to not only

PHOTO LEFT: Tom Pappas, the new
owner of Neil’s Archery, spends some
“behind the counter” time as he helps
check out this customer. Pappas is very
pleased with his purchase of Neil’s Archery
and told the author  he feels strongly it
was the right move for him and for his
family’s future.

Neil’s uses the tried and true “wingspan method” to determine the proper size for their
customers. When asked what if the customers span is larger then the chart’s 95 inch
range Pappas laughed and said, “We give him anything he wants.”





and make it less attractive to a buyer. I
realized that finding the right buyer
might take more time then I had
anticipated and I needed to continue
to build the business while I searched.

“I had been a target shooter and
hunter for about 28 years and a cus-
tomer at Neil’s for the last 10 years,”
said Tom Pappas, the new owner of
Neil’s Archery. “It was about three
years ago that I first heard the store
might be for sale but I didn’t really give
it much thought. Eventually I heard
that the store was sold and one day
when I stopped in the shop to pick up
some extra tree steps I asked Neil who
had bought it.  He told me that
although he was looking for a buyer
he had not found one to date and the
store was still for sale. I had never
given a thought to the possibility of
buying Neil’s even though my wife
and I had been talking about opening
up our own business. We have two
children and as we were both born
and raised in the area we had no
desire to leave. While we both had
good jobs we also realized that noth-
ing in today’s world is secure and we
were looking for more options for our
family’s future. Suddenly as I drove
home it hit me, ‘Could Neil’s be the
answer to our desire for our own busi-
ness?’”

“My wife and I talked over the
possibility of buying the shop and a
few days later I was back at Neil’s but
this time with a specific purpose,”

Pappas continued. “I told Neil of my
interest in purchasing the shop but we
both knew this had to be a business
decision not an emotional one. Neil
suggested that I get in touch with the
Binghamton Universities Small
Business Section because they spe-
cialize in helping anyone interested in
opening or buying a business. Their
approach is strictly from a business
standpoint dotting all the I’s and
crossing all the T’s while hopefully
avoiding any major pitfalls. The staff
at the university did an excellent job
of walking me through the necessary
steps and Neil provided all the infor-
mation required to give us a complete
and accurate picture. My experience
in the contract division of the compa-
ny at which I was employed was also
extremely beneficial. I was totally
familiar with setting up contracts so
that was one area with which I felt
especially comfortable. It took several

months of hard work before every-
thing was in order and just about the
time all the pieces were in place we
had a stroke of good luck fall into our
laps. A competitor who was the local
Mathews dealer put a ‘Going Out of
Business’ sign in his window. Neil’s
had been a Hoyt dealer from the day
the doors opened but the opportunity
to add Mathews to the line-up
seemed like a gift from heaven.”

(Neil’s third bow line is Martin,
which offers it a wider range of retail
prices than either Hoyt or Mathews.) 

Papas continued, “Neil and I
worked feverishly to put together a
proposal for Mathews that would con-
vince them to allow us to take over the
soon to be available dealership. I did-
n’t want this opportunity to get away.
Basically we had agreed to keep the
name Neil’s Archery and Neil would
be staying on for a designated period
of time to ensure a smooth transition

PHOTO LEFT: Neil’s on Wheels is shown
set up and ready for the crowds at an
indoor classic. Neil’s Archery travels to all
the major shoots in its area servicing the
customers and promoting the shop.

PHOTO BELOW: The view from inside
Neil’s on Wheels at a recent shoot shows
the constant stream of shooters that stop
by the mobile shop for a last minute item,
some needed service or just to chat.
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Rick Carderelli, on the left, is a Hoyt staff shooter for Neil’s Archery and heads up the
youth leagues. Barry Reedy, on the right, is a member of Neil’s Mathews Staff Shooters.





and he had also agreed to help finance
the project. Combined with the plan
put together by the University we had
a ‘Knock Your Socks Off” presentation.
Mathews was impressed with our pre-
sentation and planning and soon we
had the dealership in our pocket. All
signals were go for launch but person-
ally I still had a lot of learning to do.”

Pappas had never managed a
business before and at first he admits
it was a little overwhelming. New
credit applications had to be made
out with existing suppliers and even
though Neil’s was a long time Hoyt
dealer Pappas had to reapply for the
dealership under his name. It was an
anxious time as each piece fell slowly
into place.

“We used Neil’s Archery estab-
lished reputation to bring me on
board with the suppliers and we
approached every one of them as a
team,” Pappas explained. “As far as the
customers were concerned we kept
the change-over low key. Customers
were familiar with my face from see-
ing me at the lanes. Now they simply
started to see me behind the counter

as well. Neil is doing an excellent job
with the transition. He remains a
familiar face to the customer, provides
guidance and training for me and the
staff and has been invaluable in pro-
viding assistance as I assumed the
responsibility of the overall manage-
ment. We made the formal announce-
ment of the change-over to our cus-
tomers at our end of year league ban-
quet and it was readily accepted by
all.”

One of Pappas’s first projects was
to give the exterior of the shop a
facelift. “After we redid the store front
we noticed an increase in walk-in traf-
fic and even had people ask when we

opened,” laughed Pappas. “The funni-
est thing that happened was when a
long time customer parked in front of
the store and then walked down the
street trying to find the shop. He later
said he just didn’t recognize our new
look. I guess he never bothered to read
the sign. I plan to add a two story
addition to the back of the building for
more storage and increased range
capacity. The success of our lanes had
been phenomenal in spite of the fact
that Neil’s has never had a video range
which is common in most shops.
While I intend to keep the emphasis
on the lanes I have no intention of
adding video at this time. Also in the
works is an upgrade of our Neil’s on
Wheels trailer or the possible pur-
chase of a new unit.”

“One thing I have done since tak-
ing over the shop is increase the
advertising,” Pappas stressed.
“Although I was a long time customer
and knew about the shop many peo-

These 30 yard 3-D and paper lanes are located on Neil’s Archery’s second floor and see
a constant stream of shooters. They are also used for Neil’s animal leagues.

PHOTO LEFT: This
mother and her son
stopped into Neil’s
Archery during
ArrowTrade’s visit. From
the looks on their faces
it was obvious that they
were planning on join-
ing the youth instruc-
tional class after Neil
Newkirk’s enthusiastic
sales pitch.

PHOTO RIGHT: Neil’s
keeps a good supply of
rental bows on hand for
its youth classes such as
these Mathews Genesis.
Neil’s also allows credit
for the rental to go
towards any bow pur-
chased within 60 days
of the end of the class.
This policy has proven
very effective in turning
a beginner into a full-
time customer.

Circle 111 on Response Card for Trophy Ridge
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ple I talked to did not and I felt the rea-
son may have been the lack of a com-
plete advertising program. I put into
place a focused cable TV ad program
and increased our support of and
donations to groups such as Ducks
Unlimited, the Turkey Federation etc.
I felt there were more potential cus-
tomers out there and I wanted them
to know about Neil’s Archery. So far it
seems to be paying dividends as retail
sales are up approximately 20 percent
since the increased advertising went
into effect.”

“Like any archery business we
have the intense hunting season busi-
ness and we stretch the winter leagues
out as far as we can,” Pappas contin-
ued. “The big question is how do we
overcome the May, June, July lull peri-
od every archery shop faces?  I am
looking into expanding our lines into
manufacturers that have suggested
and supported MSRP’s. While I can’t
compete against the big box stores
with every brand item I would like to
give the customer enough of a selec-
tion so he has no reason to go the
boxes.”

Like most archery shops Neil’s
Archery has competition from the big
box stores such as Dick’s and Gander
Mountain. However you might say
that Neil’s has some extra experience
along those competition lines as
Dick’s original store was started in the

Endicott area. As a matter of fact you
might say that Neil’s has taken the
fight to the enemy as they have start-
ed a Gander Mountain League which
is made up primarily of Gander
Mountain employees.

“The knowledge of the con-
sumer is better now then it has ever
been,” stressed Newkirk. “This is
being driven by magazines, videos
and the internet. Although the
archery pro shop can easily compete
with the big box stores and catalogs
when it comes to knowledge and ser-
vice the educated consumer can be
both a curse and a blessing. In many
ways it is easier to sell to the educat-
ed consumer because he has some

idea of what he
needs or wants
and a better grip
on what you
might be trying
to explain to
him. On the
other hand he is
more comfort-
able with making
an impulse buy
in a big box store
or on the inter-
net which hurts
the dealer and in
my opinion is
not always in the
best interest of

the consumer himself.
While percentage-wise it might

seem as if Neil’s Archery is out of bal-
ance in its relationship between retail
space and lane space it has made its
lanes an important part of building its
business. Out of a total floor space of
6,000 square feet shooting lanes take
up approximately 4,500 square feet
with the entire second floor dedicated
to a 30 yard 3-D and paper target
range. Neil’s has two full-time
employees and fifteen staff shooters
who fill in part-time when needed.
Within that mix there are six NFAA
Level 2 instructors. 

Bernie Pellerite trained the staff to
a level one standard and at a later date
Larry Wise, whose technical columns
appear on a regular basis in
ArrowTrade, brought them up to level
two status. These instructors oversee a
mixture of adult and youth classes. In
its recent winter league Neil’s Archery
had 150 adults shooting in its leagues
and on Saturdays held classes for
approximately 125 kids in groups of
25 per hour on its lanes. Youth classes
are broken down into beginner or
basic, advanced cubs and advanced
young adult. All youth classes are
supervised by staff instructors.

“We go to local schools, church
groups, and Scouting or other youth
organizations to do archery demon-
strations to build the interest among

All of the youth classes have adequate supervision. The proper supervision ensure safe-
ty as well as provides the coaching and one-on-one attention necessary to help get these
young people started in the sport correctly.

Mike Raykovicz, dedicated bowhunter and outdoor writer, lives
within easy walking distance of Neil’s Archery. On a recent trip to
Neil’s to see “what was new” he took a few minutes to check out
the “Bragging Board” and the photos of the big New York bucks
taken by some of Neil’s customers.








