
What do you do when life
serves up lemons? Brian
Cook, the head of

Humphries Archery in American
Fork, Utah, seems pretty adept at
making lemonade. He’s confounded
the many people who told him he
could never build an archery-only
retail business in a sparsely populat-
ed state that already had an estab-
lished network of archery retailers.

Cook could have called it quits
when the premium bow line he was
counting on became unavailable to
him just days before his new pro
shop was scheduled to open. Instead
he opened anyway, and became a top
retailer for a rival brand.

When other archery retailers
scoffed at his idea of jointly funding a
roomy indoor 3-D range to keep their
customers shooting in the off- sea-
son, Cook and his small staff built
what may have been the world’s most
elaborate indoor 3-D range.

A little over a year later, when
Humphries Archery lost the lease on
the range building to a more affluent
tenant, the archery enterprise
bounced back again. It bought and

refurbished a vacant main street
building into a three-level operation
that combines a youth archery train-
ing center with adult 3-D leagues and
a top-notch pro shop.

Cook has helped veteran cus-
tomers open a second Humphries in
south central Utah, and in 2006 his
business purchased an automated
Motion Targets system used to run
Hunting Simulation Organization
(HSO) tournaments around the state.
He expected to use the 11-target Pro
system at a dozen tournaments in
2007, with a goal of doubling the
number of events this year. “By the
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Jason Reed practices on  the attractive
indoor archery range. The main range is
finished with slab wood that gives a rustic
setting for game mounts and the hunting
blinds displayed above the entrance
to the upstairs retail area.
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time you get your system, your tar-
gets and your trailer to haul it
around, you spend $35,000 to
$40,000. That’s a huge investment to
try and recoup through shooting
fees. We bought it not for Humphries
Archery, but as an investment in the
future of archery in Utah,” Cook said.

This pro shop owner is a good
salesman. He’s been successful in
getting other businesses to place
their banners below the individual
targets, for a $2,000, two-year spon-
sorship fee. “Carbon Express found
out what we were doing and called
up to say, ‘We want to be one of your
sponsors.’ I told them, ‘We don’t even
sell your arrows.’ They said, ‘We don’t
care, we just like what you’re doing
and want to support it.’ Well, now you
see their arrows over there.”

I was interviewing Cook last year
in the pro shop on the top floor of
this three-level business at 42 West
Main Street in American Fork, a com-
munity about 15 miles south of Salt
Lake City along I-15. My first ques-
tion to him was why the business was
named Humphries, and that helped

establish his background. “My dad’s
uncle, Vern Humphries, started
Humphries as a sporting goods and
automotive store back in 1945,” the
retailer explained. “My dad came to
work for Humphries when he was
about 14. The sporting goods went
out in the late 60s or the early 70s,
when we had the big box stores come

in. When my dad bought Humphries
back in 1973, he didn’t change the
name because the business was
already established.”

Cook began his retail career as a
teen selling automotive supplies but
also the welding supplies Humphries
would come to specialize in. After
serving on a mission for the LDS
Church, he put in another seven
years in the family business before
making the leap into archery. That
allowed him to get management
experience. Cook was in on the open-
ing of two additional Humphries, Inc.
Welding Supply locations, then
returned to work closer to home at
one managed by an older brother. 

No longer in charge, Cook said
he wasn’t enjoying what he was
doing “After leaving the store down
south as the manager, and coming
back to work under my brother in
American Forks, I felt like an over-
paid janitor.” An avid archer who
was in demand for his tuning skills,
he began to sell Gold Tip arrows
when that firm first put them on the

Utah Archery-Only Shop Thrive 
By Tim Dehn

PHOTO BELOW: Humphries Archery is located along busy West Main Street in American
Forks. The retail area is on the top floor, while a large range on the main floor is used for
winter 3-D leagues. The basement holds both a youth training range and an eight-target
pop-up system that is part of a larger Motion Targets professional tournament course.

Colby Robinson
(left in photo at
right) is the cousin
of pro shop founder
Brian Cook and
with him worked a
grueling schedule
the first four years
until the business
could begin adding
employees. Now
the manager of
Humphries Archery
of American Fork,
he is shown here
meeting with Grim
Reaper sales repre-
sentatives Matt
Bateman (center)
and Justin Lowry.
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market. Cook credits Gold Tip for
forcing him to make a choice
between the welding supply busi-
ness and the archery retail business.
“As Gold Tip began to get bigger and
the pro shops around started notic-
ing Humphries Welding selling
arrows, they complained to Gold
Tip. Gold Tip called me and said
they were going to have to shut me
down because I wasn’t legitimately a
pro shop. I could understand that. I
wasn’t mad at the other shops for
stirring the pot, but when Gold Tip
told me they were going to cancel
my arrow order I thought about it
and called them back. I said, ‘Now

just what exactly does being a pro
shop entail?’”

“We just happened to have a
building that had been sitting vacant
for four years, with about $8,000 in
automotive parts still sitting on the
shelves,” Cook related. Gold Tip had
no objection to him having only
evening hours there, provided he had
a storefront, kept regular hours and
was actually doing something in
archery beyond selling arrows. “I fig-
ured I had enough friends who were
letting me tune their bows that I
could justify having an after-hours
archery shop.”

That building was the original
location where great uncle Vern had
opened Humphries Sporting Goods
at the close of WWII, Cook said, so as
a tribute to him he chose the name
Humphries Archery for the pro shop.

“I worked full time for
the welding business,
then at night I gutted
that building and
started tuning bows
with the Hooter
Shooter I had bought.
At first, I didn’t want
to sell bows. I just
wanted to tune bows.
I didn’t care if it was a
Hoyt, a PSE, a Fred
Bear or a Mathews. I
just wanted to make
whatever bow you
had shoot up to its
potential.”

“One thing led to
another. Pretty soon
guys would say “I
need this, I need that.
And I’d run to
S p o r t s m a n ’ s
Warehouse or Payson
Sports or Jake’s
Archery and pick it
up for them. But you
can’t make money
doing that and it
seemed like I was
spending more time
running around than
I was actually work-
ing on bows. I just
started calling manu-
facturers to see if I
could get set up with

them. We were on COD initially but
with Humphries Welding being
established for as long as it was, it
was easy to get set up with terms
because I wasn’t trying to start from
scratch with no bank account and no
financial information.”

Cook would open the doors of
the pro shop at 6 p.m., and then work
until his last customer left. That
might be 11 p.m. Since his work day
at the welding business started at 8
a.m., he didn’t see much of his family.
“My wife is a great woman but that
was a trial of our marriage. She stuck
with me, and then I hired Colby
Robinson to come and work with me.
He was barely 16 and looked like he
was 12. So as people came in, a lot of
them assumed he was my son. Colby
stuck with me for dirt wages through
the first few years of getting things
started.”

There were a few bumps along
the way. When Cook was ready to
make the archery business his full-
time career, he announced a grand
opening and advertised that he’d be
carrying one of the premium bow
lines. Complaints from an existing
retailer for that brand caused the
company to pull the plug on that deal
just days before the grand opening.
Cook said he had no problem with
the retailer who raised the issue, but
it really bothered him the manufac-
turer made the decision so late and
then told him “he was just a small
fish in a big pond.” He was also out
$500 in flyers and $1,000 for a sign he
couldn’t use. “For someone just start-
ing out, $1,500 is a lot of money.”

Cook decided to go after the
Mathews brand instead. He pestered
the company into sending a repre-
sentative into an existing Mathews
retailer in neighboring Salt Lake City,
who confirmed Cook’s contention
that the brand wasn’t being well pro-
moted there. “They were the largest
pro shop in Salt Lake City, yet they
might have 50 Hoyts on the wall, 25
PSEs, and just three Mathews.” The
Sparta, Wisconsin manufacturer
agreed to give the American Forks
pro shop the line on a six-month trial
basis. Humphries did so well that not
only did it keep the brand, the folks at
Mathews sent the pro shop a beauti-
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Here’s the entrance leading to the second floor pro shop. It
must be reassuring to new customers to read above the shoot
poster “We don’t care what you shoot. We’re just glad you’re
here.” Photos in this hallway are portraits of both full-time
and part-time staff, another welcoming touch. The short wall
visible at the right is part of the divider that sets off the 100
foot deep, 75 foot wide main range that’s available for target
practice when it’s not set up for the winter 3-D leagues.
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ful mounted sailfish whose dorsal fin
carries the company logo next to a
message, “We’re glad others saw you
as a small fish.”

In 2005, Cook helped establish a
second Humphries Archery in
Richfield, Utah, about 2-1/2 hours
south of the American Forks location
I visited. “I had a customer come to
me and tell me he wanted to move
back to Richfield, and he asked me if
I thought an archery store could be a
going concern down there.” Jeff
Sorenson and his wife Megan were
willing to set up the business on their
own, but Cook told them it would be
easier to use an established name.  In
an interesting twist back to his own
start in archery retailing, the
Richfield Humphries combines
archery with the welding supply lines
that help keep the cash register ring-
ing through the lean winter months.

The Richfield store had room for
a range and was a nicer setup than
the original Humphries Archery in
American Fork. The store Robinson
and Cook originally operated had no
range, just a tuning tunnel in the
basement that required tall archers
to position their upper limb between

the floor joists. Cook said he tried to
convince other area retailers to help
him establish a big indoor 3-D range

that could keep all their customers
shooting after bow season. When
they questioned the sanity of cooper-

In the inset photo at left, you can see the TV screen above the stairs to the pro shop that
allows staff to monitor the lower level range while they’re at the sales counter. Brian
Cook stands behind that counter with young Andrea Bates, who he hired in part so
women would feel more comfortable shopping. Bates also learned to enter incoming
shipments to the store’s Point of Sale System, taught the Scout archery merit badge and
learned to handle the youth range and both fixed and pop-up adult 3-D ranges.
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ating with a competitor, he went
ahead with it anyway. “We set up the
ultimate indoor 3-D range. We found
another building that was 8,500
square feet. The building had been
vacant for seven years and the owner
was very happy to work out a cheap
price to let us utilize it.”

When Cook dreams, he dreams
big. One of his contractor friends was
hauling 250 tons of dirt from a work
site, and the pro shop owner had him
dump it next to the newly acquired
building. After 50 or 60 tons of the
rockiest was culled out and hauled
away, the rest came inside. There hills
up to 6 feet high were sculpted, then
planted with 150 live trees. “We
rounded up the live trees people had
used for Christmas, replanted them
and watered them well every night,”
Cook said. “We had to keep them
green because as soon as needles on
any turned brown the fire code
required us to pull them out.”

Bowhunters who came to the
new Humphries Archery Range
found 30 3-D targets shot from sta-

tions at ground level, from within
ground blinds, from treestands and
from an elevated mezzanine. A run-
ning deer was powered with a system
from a garage door opener. Setting
up an indoor 3-D range is expensive,
Cook acknowledged. You can expect
to spend $7,000 to $8,000 initially for
the targets, and if the range gets
heavy use vitals will last from just two
to five weeks, depending on the tar-
get. “On top of rent and other
expenses, it didn’t leave a lot of prof-
it, but remember, that range is pow-
ering the shop to make more money
because with it you’re still selling
bows, still selling arrows. You’re keep-
ing your employees busy instead of
having them sit around thinking
what else they can clean that day. In
winter here it’s dark by 5 and colder
than heck outside. Nobody seemed
to want to shoot their bows after
October when the seasons end.
When we opened that range, our
winter sales went from $500 a month
to $20,000 a month. Then Gold’s Gym
decided they wanted the building, so
they stole it from us.”

Humphries Archery was back to
its original, “no-range” situation, but
not for long. Figuring a separate
range would always generate some

sales that would be for other retailers,
Cook looked for a building large
enough to combine pro shop and
range. He found a three story, 12,000
square foot building available for
purchase just a block and a half away
from the pro shop, at 42 West Main
Street. When he was a youngster, his
parents used to buy him clothes
there, but the building had struggled
in the decades since with a succes-
sion of smaller tenants. “As far as
updating the interior, nothing had
been touched for probably 20, 25
years. We had a pretty big job ahead
of us when we took this on. Colby
was running our full-time archery
shop and I was over here for six
months, remodeling. These are the
original hardwood floors you see:
Carpeting had been glued down over
them. Some of the work we had to do
was just nasty.”

From all appearances, the hard
work was worth it. When you walk
into Humphries Archery today you
overlook the large indoor range,
where during the winter months 3-D
targets are set among 75 artificial
trees. The walls have been finished in
slab wood, to give the impression of
being inside, or among, log build-
ings. Mounted game decorates the
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At left, Regen Robinson works on a
Pearson Spoiler for Ryan Bonnett (in
stripes) before  shooting it through paper
on the tuning lane (below) to verify good
arrow flight.
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ground floor, all identified as to
hunter and date. A low wall separates
the range from the entrance area:
archers stand outside that and rotate
through the numbered stations as
they shoot. 

The barrier around the ground
level range also serves to guide traffic
toward the hallway and stairs that lead
to the top-floor pro shop. The first
thing I noticed at that left side of the
building was the sign, with the store’s
mission statement: “We don’t care
what you shoot, we’re just glad you’re
here.” The next thing I noticed was the
framed and identified photos of the
staff in the hallway: If a friend suggests
you go see Manager Colby Robinson
at Humphries, you can know what he
looks like before you climb the stairs.
Those stairs exit under trophy elk
mounts into a bright, spotless show-
room outfitted with expensive-look-
ing fixtures. Low shelving gave the
impression that it was larger than its
2,000 square feet. Twin work stations
on the sales floor were supported by
an enclosed single lane where cus-
tomers could try out bows and staff
could diagnose tuning issues.

One reason Cabela’s and Bass Pro
Shops have been so successful is
their store interiors are so attractive,

Cook noted. “You
walk in and it looks
nice, it’s clean and
presentable. There
are some pro shops
that when a cus-
tomer walks in they
couldn’t even set
something on the
counter because
there’s stuff all over
it.”

Independents
can’t match the
scope of the super-
stores, but should
be able to more
than match the
personal touch.
The staff at
Humphries, which
has grown to
include four full-
timers, has a policy
of greeting cus-
tomers within 15

seconds or 15 feet of the entrance. “It
doesn’t matter if you’re busy with
another customer,
you need to
acknowledge that
person and get
with them as soon
as possible,” Cook
said. “There’s noth-
ing worse than
walking into a retail
business and get-
ting the feeling the
person working
there doesn’t care.”

No one is
allowed to bad-
mouth another
retailer. If a cus-
tomer comes in
with a gripe, the
response is to say
“I’m sorry that hap-
pened. How can we
help you here?”
Cook said if there’s
a pattern to the
complaints, he’ll
alert the other
retailer himself that
there is an issue he
may want to
address.

Like the Washington state pro
shop we profiled in the May issue,
Humphries Archery takes a positive
attitude toward competition. “When
we heard Cabela’s was coming in,
customers were asking me if I would
go out of business.,” Cook said.
“Dealers I spoke to at the ATA show
told me yes, business might suffer
the first year, it should come back to
even the second and you could be
ahead by the third.”

“I went over and made friends
with the guys in the archery depart-
ment at Cabela’s,” Cook said. “I intro-
duced myself with a simple, ‘Hey, I’m
Brian Cook of Humphries Archery. If
there’s anything we can do that you
guys don’t want to do, here’s my
card.’ Now that guy stops in and
grabs a stack of our business cards
every 2 or 3 months. Is he pushing
business away from his store to ben-
efit me? Absolutely not. But when a
guy comes in and says ‘I want a
Mathews bow,’ he may say ‘Sorry, we
can’t sell that line but this guy does.’
I’ll take that referral all day long. And

Circle 267 on Response Card

An X-Press bow press from Sure-Loc Archery is centered in one
of two work stations on the showroom floor.
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if you buy right, you can be compet-
itive with Cabela’s on pricing.”

Customers with bows that are
difficult to tune, that have issues with
cam timing or cam lean, may end up
getting referred to Humphries. The
pro shop charges $25 to $40 to tune a
bow, depending on how complicated
the job is. Remarkably, it guarantees
you will have the bow back within
two days, a service guarantee it
established early on to help set it
apart from other archery retailers. In
the early years, delivering on that
promise led to some short nights.

“We ran our pro shop the first
four years with two guys, Colby and
myself. We were open from 10 in the
morning until 7 at night. We’d go
home and eat, I’d say hello to my
family and put my kids to bed. Then
I’d come back and work from 10:30 at
night until 3 in the morning tuning
bows and trying to keep our turnover
to two days. Some bow shops will tell
you you’ll get your bow back in two
weeks. We try to maintain our
turnover to two days, but when we
get down to the last two weeks lead-
ing up to the bow season, our
turnover goes to three or four days.”
Humphries also raises the fee on last-
minute bow tuning by about $20, to
encourage customers to think ahead
next season and to help compensate
for the overtime wages staff mem-
bers earn on those long evenings.

While this pro shop services any
bow, the brands it stocks are
Mathews, Fred Bear and BowTech.
Cook and his manager attended the
BowTech University at the Eugene,
Oregon headquarters in 2007 and
came back impressed with the atti-
tude of the staff and in particular,
with President John Strasheim. “He’s
one of the nicest guys in the world.
He’s not too good to come in early in
the morning and help on the assem-
bly line when needed. My heart still
belongs to Mathews because they
helped us get our start, but I felt we
needed a good strong second line.”
Like Mathews, Cook is convinced

that BowTech is a company that gen-
uinely cares about its dealers and the
people who shoot its bows.

That hasn’t stopped Cook from
turning down the Diamond line
that’s also built by BowTech. “I don’t
feel I need to go head to head with
what Cabela’s and Sportsman’s
Warehouse are carrying. As a pro-
shop owner you’ve got to know what
sells in your territory and what you
can push. You can’t stock everything.”

The Mission line from Mathews
is available only to Mathews retailers.
The Humphries that Jeff and Megan
Sorenson run in Richfield carries that
mid-priced line, but the American
Fork pro shop doesn’t. Cook would
rather steer customers looking for
mid-priced models to the Fred Bear
line of bows. “I think Bear makes a
great bow and there’s not another
manufacturer out there that allows
me to make that kind of margin.”

You can buy the Genesis family
bows Matt McPherson designed in
the top floor pro shop, or shoot them
on the basement youth archery range
where equipment and rules are
exactly the same as the students find
in the schools now participating in
the National Archery in the Schools
Program. “NASP has been an awe-
some thing for youth, but if the pro
shops don’t get involved there won’t
be anyplace for them to shoot out-
side of school. This store is three lev-

els and the basement is almost all for
youth. We have 20 Genesis bows that
we purchased. They pay $5 to rent
the bow and three arrows for an hour
and $5 for the range. We call it our
After School Archery Program for
youth. That’s the bare minimum we
feel we can charge. We’ve got a Block
Target system down there that repre-
sents seven grand,” Cook said to jus-
tify the range fees. “Gold Tip has been
really good about donating youth
arrows, so the expense of the range
didn’t come all out of our pocket.”

Cook and Robinson both attend-
ed the NASP training program con-
ducted by founder Roy Grimes,
putting in the extra time needed to
gain Level II certification so they
could in turn certify others as Basic
Archery Instructors. When I visited
the shop two area high schools and a
junior high were already using NASP,
and Cook knew of four others that
were hoping to start. “Have I seen
rewards? Yes. If you’re teaching 700
kids to shoot, you’ll get 10 or 15 of
them to buy a bow from you. Do I
think there could be huge rewards in
the future from NASP? Absolutely.”

The basement level is set up with
a banquet table so the pro shop can
host birthday parties. The youngsters
get to shoot 3-D targets that have
become too worn to stand up to the
demands of the bowhunter league
shot one floor above.

Brothers Andy and Clay Cook came in to pick up a bow Andy had left for tuning. I pho-
tographed them by a colorful display of targets. You can see the wood floor that was
refinished as part of remodeling this building into a showplace for archery.
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Utah’s sparse population means
archery retailers have to be creative
to generate the needed traffic and
sales, Cook said. With only 14,000
registered bowhunters statewide,
many have chosen to combine
archery with other lines like fishing
or firearms, ATVs or power tools. His
vision for the store he and Robinson
operate is to keep it 100 percent
archery, and to do that they need to
create more archers in their trade
area and to get those who are already
there shooting more often.

A couple years ago, Humphries
made another significant investment
in promoting archery, purchasing an

11-unit professional range from
Motion Targets system. “It’s more fun
to shoot than a static 3-D course and
more spectator friendly,” Cook said.
“People can sit and watch while I’m
calling out arrows with a micro-
phone, so they can follow the game. A
guy stands in one place and shoots
five arrows in less than 1 minute and
30 seconds. Two minutes later he
knows his score.”

The motorized targets can be
timed for different skill levels, or set
to offer the exact same sequence of
targets so a nation-wide tournament
would be possible. Cook contends
this type of 3-D shooting requires

skills that are closer to hunting skills
than those used on static outdoor 3-
D courses, where the same small
group of archers seems to dominate.
“It’s hard to go to a shoot and com-
pete against the guys who have a 40-
yard tunnel in their basement and
can practice every day. This isn’t
about being able to hold the bow
back for what seems like minutes
until you can make a perfect release.
You have no idea which animal is
going to stand up and when it does
you have 10 seconds to judge the dis-
tance, see the shot placement and
put an arrow in it. The rules are sim-
ple; no bows over 80 pounds, no
crossbows and no laser sights.”

I found it interesting that one of
the target banners had been sold to a
pro shop in Salt Lake City, and that
the target system was scheduled to
be set up in a Cabela’s parking lot
later that year for a store-wide cele-
bration. “We don’t have to compete
head to head,” Cook told me as I was
wrapping up my visit. “My goal is that
we learn to work together.”

This big fish hangs inside the main entrance to Humphries Archery. The gift from
Mathews, Inc. went to a business that owner Brian Cook said now sells more Mathews
bows than any other Utah retailer. Note the quote from Matt McPherson.
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