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As a community of archers and
bowhunters we have rede-
fined the color spectrum to

include the most eye appealing of
them all – camouflage! Seriously – I’m
half expecting to see a camo stripe in
the next rainbow that shows itself. A
quick look at any outdoor catalog will
give you a glimpse into the camo
nation. You will see camo clad prod-
ucts that range from bows to bed-
spreads, toilet paper to truck acces-
sories, coats to cookware and gun
stocks to ground blinds. Camo is the
new color of choice. 

Some years ago a good friend
gave me my first education on the
psyche behind our mania when I told
him his new camo suit looked a little
dark and deer might pick him out.
Looking the part of a confused puppy
he cocked his head slightly sideways
and said, “I don’t care what the deer
think – I look good in this!” Apparently
this fascination has even gained a
foothold in the mainstream. When I
pull up to gather my kids at school it is
common to see quite a few students
sporting camo clothing, headbands,
bracelets, etc. Bottom line – we are
obsessed with camo! 

Now, with that level of interest in a
product, or better yet a product
enhancer, it should certainly follow
that someone stands to support a fair-
ly successful business providing said
product. Enter Outdoor Colors (ODC),
a hydrographics/cubic printing deco-
rator with a flare for the sporting
goods industry. I visited the Outdoor
Colors facility early this spring and
was introduced to some of the best
people the industry has to offer and
received an education about the fasci-
nating hydrographics process. The
folks at Outdoor Colors are as
obsessed with camo as we are and
work hard to provide the sharpest and
cleanest finishes on the market.
Outdoor Colors’ art can be found on
chainsaws, knives, bows, guns, cross-

bows, game calls, bow sights, quivers
and the list goes on and on. The story
doesn’t start with Outdoor Colors,
however. It actually started quite a
while back under another name and
the focus wasn’t camo.

Past
To better understand how the his-

tory of ODC has played out over the
years we must first understand some-
thing about the hydrographics busi-
ness as a whole. The cubic printing
process was developed in Japan dur-
ing the 1970’s and the resulting busi-
ness was Cubic Co. Ltd. Rather than
manage their process globally they
implemented a licensing program
whereby licensees had the exclusive
rights to process manufactured goods
in a specific region. In 1983 Hydro
Dec, Inc, the company that has

evolved into Outdoor Colors, was
established in Rutherfordton, North
Carolina.  In 1987 Hydro Dec was pur-
chased and the company’s name
changed to The Color Works. Initially
the focus remained on household
items and furniture. In 1988, however,
Hydro Dec, Inc. began to utilize the
cubic printing process to decorate
archery equipment and sporting
goods. Nearly every major company
in the archery industry has been
involved with The Color Works at
some time. A second manufacturing
plant was opened in Greensboro with
the primary focus on the automotive
and electronics industry. This facility
also housed the company’s corporate
offices. 

In 1996, Bush Industries, a well-
known and active furniture manufac-
turer, purchased The Color Works, Inc

Outdoor Colors

Standing by the Outdoor Color sign with its colorful logo are (left to right) Tim Hill,
Product and Production Manager, Phyllis Tays, Office Administrator, Rusty Johnson,
General Manager and Lee Moss, Operations Manager.

By Jon E Silks
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including both the Rutherfordton and
Greensboro facilities. Their goal was
to integrate the cubic printing process
into their manufacturing operations
to decorate ready-to-assemble (RTA)
furniture. Bush continued to process
electronic, automotive and sporting
goods with hydrographics until
December of 2006. 

Players
That brings us to Outdoor Colors.

Bush Industries sold the
Rutherfordton operation in 2006
while maintaining The Color Works at
their Greensboro facility. The new
company was named Outdoor Colors
LLC, a name that keys in on their pri-
mary market – the sporting goods
industry. In total, the Outdoor Colors
team has over 100 years of hydro-
graphic printing experience. The

management team alone has
well over 60 years of experi-
ence.  

Outdoor Colors’ captain is
Rusty Johnson who serves as
the General Manager. Rusty
was present when the business
first began back in 1983 and
brings over a quarter century
of experience to the table. Like
all good GMs Rusty knows
most everything that goes on
daily at the plant and more
importantly knows every cus-
tomer that trusts his team to
add value to their products.
Facilitating each member of
his team is important to him as
he places a high value on those

that work so hard to make the ODC
business a success. When asked about
the people of ODC and their impact
on the company’s success Johnson
comments that they are, “One of the
finest teams of dedicated individuals
that I’ve ever had the honor of work-
ing with. Due to the fact that we have
virtually no employee turnover we are
able to consistently provide the high-
est degree of service in the industry
today.” Johnson continues, “It takes a
team of dedicated professionals to get
a product from ‘thought’ to ‘market’.
Without their hard work and dedica-
tion we could not do it.”  

Phyllis Tays provides direct sup-
port to the General Manager for
administrative activities and support
to the management team through
reports, memos, mail distribution,
checking customer invoice accuracy,
data entry, file maintenance and
quote generation. And if that weren’t
enough she also acts as the Outdoor
Colors Human Resources depart-
ment, Environmental Health and
Safety department. I asked Tays for
her perspective on the Outdoor
Colors organization; “We are all pretty
close here and enjoy the ‘family like’
atmosphere. Monthly luncheons are
scheduled to celebrate birthdays and
we always enjoy a nice cookout. We
promote a happy, healthy work envi-
ronment. Everyone works collectively
to contribute to the achievement of
the objectives of the business.”

Lee Moss is ODC’s Operations
Manager. There are 24 full-time
employees at Outdoor Colors accom-
plishing an array of tasks from ship-
ping/packaging to parts preparation,
quality testing, dip tank operation,
clear coating, etc. Together they turn
out a significant volume of great look-
ing products. With this significant
effort comes the occasional challenge.
Moss comments, “Since our process is
unique, so are our challenges, but
sometimes it’s the simple things that
solve big issues. This is especially evi-
dent in our use of very common items
to mask (the use of a material to keep
the printed film from contacting a
particular area) highly engineered
weapons. We may use PVC pipe to
mask part of a shotgun receiver, or a
common plug to mask a limb pocket

PHOTO ABOVE: Carolyn Jones, left, discusses the 
details of an order with Office Administrator Phyllis Tays.

BELOW: Larry Dobbins, left, and Vicki Hill use handheld sprayers to apply a base coat to
each passing part. The base coat creates an ideal surface for the film to adhere to.

Tim Hill, Product and Production
Manager, demonstrates the use of their
manual dip tank, which can be sized to
meet the needs of a particular product.
Before a part hits the full production line it
is first tested here.
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hole on a riser.” Moss works hard to
make sure each department has what
it needs to get their jobs done. His
focus is widespread and includes raw
materials, quality assurance, process
costs and even the infrastructure of
their information sharing system. He
looks at the Outdoor Colors employ-
ees as one big team working together
to reach a common goal, “Our
process wouldn’t happen without
everyone functioning as a team and
the great thing about Outdoor Colors
is that everyone takes ownership of
each project.” 

Tim Hill, Product and Production
Manager, has been absolutely vital to
the success of the Outdoor Colors
team. Moss tells me that Hill probably
knows more about the hydrographics
process than any other single person
in the United States. Hill has traveled
across the country to help other com-
panies set up their facilities and in the
process has not only gained a wealth
of knowledge but has also shared his
knowledge with many others. Hill
explains, “In years past, I traveled all

over the United States and Canada to
assist Cubic licensees; these were
newcomers in the engineering set up
of hydrographic decorating systems.
That pushed me to understand the
process to its fullest. Everybody has
different expectations of what they
want to achieve and my goal was to
deliver customer satisfaction.” 

During my visit I noticed that Hill
has a certain intensity about him that
drives his desire for excellence in his
job. His job is to know the process,
know what makes it good, know what
to look for if something isn’t perfect
and know exactly how to fix it. I asked
Hill what motivates him; “It’s always a
challenge; you have to stay on top.
You have to stay on the cutting edge of

technology and know what your cus-
tomers want and what the competi-
tion is doing because the competition
is getting better every day. I would
consider that we are at the forefront in
hydrographic printing.  I make sure
that we give the customer the best
quality decoration that we can give
and make sure that our quality is
superior to others in the business. We
know that if the competition is doing
better than we are then that is where
the customer will go. You have to win
them over with a first impression.” 

Plant and Process
The Outdoor Colors facility sits

on 17 beautiful acres atop a hill in the
town of Rutherfordton, North

Complicated fixtures are required to transport parts through the decorating process.
Pictured are Bonnie Wyatt (red) and Cindy Arrowood (Blue) loading bow sight parts onto
a set of stainless steel fixtures.

PHOTO BELOW: A large cement pad connected to the main facility holds a vast stock of
specialized fixtures needed to carry parts through the entire process. Each part Outdoor
Colors decorates requires its own unique fixture. Outdoor storage is possible as stainless
steel is used to make the fixtures.

Circle 210 on Response Card
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Carolina. This small town of approxi-
mately 4,000 people is situated in a
rural county that is dotted with
homes, fields and wooded areas.
ODC’s building has 26,000 square feet
under roof plus a concrete dock for
storing fixtures. 

Ever wonder how your bow got its
seamless camo finish? Way back in the
old days some bows were actually
spray painted with the aid of cutout
patterns – generally leaf patterns of
different colors. Well, bows and their
finishes have come a long way since
then. Modern day bright, bold and
high contrast colors mostly come
from the hydrographics process. To
help explain the process lets imagine
that you just ordered a new com-
pound bow and had the privilege to
see just how it became the bow that it
is. We will tag along as your new bow’s
riser is created and decorated.

First up, your riser is CNC
machined from aluminum. Once it
has been cleaned up after machining
it heads to the Rutherfordton plant.
Mike Moon, the Outdoor Colors

receiving coordinator, accepts your
riser into the plant. It is also here that
the camo film stock is received and
other parts show up from various cus-
tomers. Mike checks each incoming
shipment for accuracy and verifies all
serial numbers on firearm parts. Next,
your riser enters a staging area where
it waits to start the decorating process.

When the time is right your riser is
loaded onto a specially designed
stainless steel fixture that holds it
securely without affecting the cover-
age area – a tricky task in some
instances. Each unique part requires a
new fixture. Fixtures loaded with your
riser and others like it are attached to
hooks hanging from a 900-foot-long
overhead track. It will take approxi-
mately 3 to 3.5 hours for your riser to
travel the entire 900 feet and be
released for shipment. Because the
riser is metal it first enters a washing
bay where any impurities such as cut-
ting oils from the machining process
are removed. Naturally the next step is
an oven to dry the metal.

After drying, hand held sprayers

are used to apply a tough base coat to
your riser, a base coat that typically
forms one of the colors in the finished
camo pattern. Once coated the riser
travels through another oven where
the powder particles melt and coa-
lesce to form a continuous covering.
Next up is the dipping room. This was
my favorite part of the entire process.
I basically knew the process before,
academically, but until this trip to
Outdoor Colors I really had no idea
just how much goes into it and how
fascinating the actual dipping process
is. 

The dipping/decorating room is
home to the SQ5 processing tanks.
The overhead track crosses over one
end of the tank and goes into a
descent to submerge your riser into
the water. Starting at the same end of
the tank and traveling in the same
direction as the parts above is a roll of
camo printed film. The film is rolled
off into the water where the magic
happens. The film base is designed to
dissolve in the water, which leaves
only the camo ink pattern lying on the

www.applearchery.com

For this and other quality service 

and repair tools, call 800.745.8190

The Apple Dual Super Pro Extreme (0294) 
is our most versatile bow press yet:

1 Maintains easy setup

2 Handles radical risers

3 Eliminates walking bows

4 Presses center pivot models

5 Symmetry for safer compression

6 Right- or left-hand adjustments

Circle 157 on Response Card
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water’s surface. The ink will not stick
to anything wet so when the your dry
riser meets up with the ink lying on
the water the ink pattern naturally
clings to it and wraps around creating
a seamless and flawless finish. Excess
ink remains in the water and is
pushed aside so as to not interfere
with the next part. 

Now that your riser has an all-new
vibrant finish it is time to protect and
preserve that finish. Immediately after
the dipping tank station your riser will
head through a gentle wash. At the
other end of the wash your riser and
the others it is making the journey
with have excess water blown off with
handheld pressurized air hoses before
entering yet another oven. This oven
completes the drying and actually
works to cure (harden) the new finish.
Another step towards preservation
and durability can be found just
around the corner as your riser enters
the top coat station. Outdoor Colors
uses a two-part urethane for the top
coat process. Next step – you guessed
it – another oven. In fact, your riser

will make a double pass through this
curing oven, which reaches tempera-
tures between 160 and 180 degrees. 

Your riser is essentially done at
this stage, however, it must pass a rig-
orous multi-point inspection con-
ducted by the quality team before it
can be packaged and sent on its way.

The whole team works in concert
to make this process possible and
they will decorate anything they can
get their hands on, provided ink/paint
will stick to it. They are a hard working
and diligent bunch – As I walked
through the plant/process I was care-
ful not to move too slowly for fear
someone would throw me on a part
hanger, run me through the dip tank
and send me packin! Actually that
would look pretty cool; however, I
doubt my wife would appreciate it.

Plan
So, you have a great product and a

super team – now what? Simple, you
plan for the future. How do you plan
for the future? As individuals we set
goals, set actions in motion that will
give us financial security and make
good decisions in the hear-and-now
so as to maximize the success of our
eventual path forward. Likewise,

companies do basically the same
thing even though the structure of
those plans may look somewhat dif-
ferent. The Outdoor Colors plan start-
ed with a project that may not appear
to be a big deal on the surface but is
one that has significant importance.
That project was the creation of the
company logo. The Outdoor Colors
team labored, debated and labored
some more to produce an eye-catch-
ing logo that would bring fast and last-
ing brand recognition through sim-
plicity. I think they achieved just that
with their multi-colored pinwheel
logo.

A company with a striking logo
still needs a solid plan for profitability
and growth. To grow a business organ-
ically (from within – not through
acquisitions) you have to do one or
both of two things - increase your

Circle 256 on Response Card

Joe Burk, left, Angie Hartley, center, and Mark Lowery complete the second half of a two
part dipping process for thumbhole stocks. This is where the magic happens!

Moe Moore applies the critical clear coat
finish with a handheld sprayer. When
dried the clear coat will preserve the bril-
liant pattern and protect it from the ele-
ments.
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reach into current markets or expand
into new ones. Outdoor Colors recog-
nizes the incredible potential within
their current market. They have really
only scratched the surface. To contin-
ue growing their visibility and recog-
nition within the sporting goods
industry Johnson, Moss and Hill
attend both the ATA and SHOT shows,
which are, of course, the two premier
industry shows in the nation.  Further,
the Outdoor Colors sales team per-
sonally call on potential customers to
present their products. One of the key
points that they share during these
visits is that their capabilities go
beyond camo decorating. The hydro-
graphics process can be used to apply
many different finishes including, but
not limited to, wood grain, mar-

bleized, abstracts
(flames) and carbon fiber patterns.
Carbon fiber patterns are becoming
increasingly popular and can be seen
on the limbs of several current bow
models.

When I asked Johnson if there was
a possibility that they would expand
into new markets, his eyes lit up.  The
Outdoor Colors team is aggressively
seeking business in other markets and
has specific plans to launch into a par-
ticular market this fall (confidential
for now). Their plans include new
shows and new potential customers
to call on – an investment that
Johnson is more than willing to make.
They place a high priority on growth
and understand what it takes to
accomplish and keep it. When asked

to summarize the hot topics sur-
rounding the retention of growth
Johnson replied, “Customer service,
high quality, pricing and product
turn-a-round are the keys to continu-
ous growth.” He adds, “We have the
privilege to deal on a daily basis with
some of the world’s finest manufac-
tures. We are happy to serve our cus-
tomers and look forward to providing
their needs today and in the future.”

The next time you unpack a bow,
gun, or crossbow decorated with
camo you may be holding in your
hands a product that has visited the
Outdoor Colors hydrographics facility
in Rutherfordton, North Carolina. If
that is the case you will definitely like
what you see!

TM

NEW

Circle 107 on Response Card

Crossbow stocks enter a double run through the ovens after
the clear coat application. This picture offers a glimpse at the
complexity of the transport fixtures.

After products have finished the decorating cycle they are then
packaged and shipped. Derrick Phillips, shipping manager, is shown
preparing a completed order for shipment.

PHOTO BELOW: When all is said and
done and an order of parts has completed
its 900-foot journey on the overhead track
it ends up here at the final inspection sta-
tion. Ginger Houser and Bruce Velton
check parts for any visible flaws.
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Why would the Apple Pro-
Line Vise ads credit a pro
shooter and a pro shop

owner with helping to design the
product? 

In part to send the message that
this Apple Archery is a new and differ-
ent company from the one Gregg
Jenkins and Kurt Weber bought late in
2006. They want people to know that
Apple is eager to work with other
innovators in the archery industry to
bring products to market, and willing
to share both the credit and the prof-
its.

I spent several hours with the
new team at Apple Archery while
visiting  in late February, in con-
junction with a trip to Pennsylvania
where ArrowTrade (and Apple)
exhibited at the Kinsey’s Dealer
Show. I also saw the machine shop
side of the business, where heavy-
duty, high-precision lathes, CNC
machines and centerless grinders
were producing components for the
automotive and defense industries.
I then sat down with the owners and
two key managers and talked with
them for a couple hours about their
backgrounds and their aspirations.
When I left, I understood this new
Apple Archery and its potential to
be a much larger player in the
archery industry.

While Jenkins has the manage-
ment and manufacturing skills devel-
oped during a long career, he also
remembers what it was like to be an
hourly worker on the shop floor. He
started as a chip hauler at
Flinchbaugh Products, then part of
Olin and now a division of General
Dynamics. “I swept the floors, emp-
tied the trash cans and emptied the
chips out of the machines. I got into
machine operation, then went on to
supervisor training, supervisor, gener-

al foreman, manager, and was super-
intendent of operations when I left
after 20 years.” All of the major func-
tions in that plant, including quality,
engineering, manufacturing and pro-
duction control, were reporting to
that former chip hauler, a work force
numbering close to 500 employees.

“We manufactured armor pierc-
ing projectiles for the U.S. Army,”
Jenkins explained about his years in
the Flinchbaugh Products plant based
in Red Lion, Pennsylvania. The plant

was set up to do all the needed steps,
including forging, heat treating, plat-
ing, injection molding and assembly.
That’s where Jenkins worked from
1979 to 1999. “I resigned for an oppor-
tunity to go to work for one of my old
bosses, who had left Flinchbaugh
Products several years before. He
recruited me for a director position to
run a wire and cable plant.”

Handy & Harman operated spe-
cialty wire and cable plants and
Jenkins did so well at the one he was

New Apple Archery Looking to

The Apple Archery staff and owners gather for a group shot. From left to right are Kurt
Weber, Skip King, Chris Jordan, Gregg Jenkins, John “Mick” McGuire, Trudy Klineyoung,
Amber Roth and Josh Edleblute.

Apple’s operations are currently in a separate structure next to the main Flinchbaugh
Kurtz building, but that will change within about a year. The company is designing a new
plant of between 35,000 and 40,000 square feet that will have the space for it to adopt
more lean manufacturing practices. It will house both the ISO certified machine shop
that produces parts for major industry and defense firms and the growing archery unit.

Apple Archery was something of a “red-haired stepchild“ under the former owners,
Weber said, but today the Apple employees enjoy the same medical benefits, the same
holiday schedule, the same ability to earn personal days through having perfect atten-
dance for two months in a row, as the highly-skilled machinists and machine operators
they mingle with in the company lunchroom. Jenkins said the company gave a lot back
to employees last year in the form of the 401K plan, profit sharing and bonuses, and he
and his partner feel good about leading what they consider to be a superior work force.

70
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hired to head, three others were
put under his leadership and he
was promoted to VP of
Operations. “I had responsibili-
ty for a plant in England, one in
New York, one in New Jersey
and one in Maryland. Our prod-
ucts were of high grade stainless
steels and other exotic metals.
They were used for medical
implants and for anything from
auto antennas to oven ther-
mostats to spray can springs.
One of the bigger markets was
pop-up sprinkler heads for
lawns and golf courses. For the
oil patch industry, we made the
measuring lines and the cable
lines the instrumentation
would hang from in sour wells.”
At the other end of the gauge,
the New Jersey plant was capa-
ble of drawing wire down to
.006 of an inch, about the thick-
ness of human hair.

Handy & Harman was
another great training ground
for him, Jenkins said, not so
much because products and
production processes were
vastly different than at
Flinchbaugh Products, but
because at Handy & Harman he had
total responsibility for profits and
losses. “I reported directly to the CEO
of Handy & Harman, which itself was
part of the WHX Steel Corporation.” At
that level you get exposed to lots of
good business minds and ideas,
Jenkins told me. You also get involved
with a lot of business politics and with
red tape that made him wonder at
times how much authority he really
had. “Say you wanted to buy a
$500,000 piece of equipment. You
would have to produce and present to
the board of directors a 28 page
report. There were a lot of corporate

directives that were dictated to you,
even at that level.”

As Jenkins began to think about
and talk about striking out on his own,
he found a ready listener in his long-
time friend, golfing buddy and neigh-
bor, Kurt Weber. Weber earned a
degree in Communications from the
University of Delaware in 1980, and
used it to start a photography busi-
ness that specialized in commercial
and industrial work. He also contract-
ed with a newspaper to cover their
news and sports photo needs, hand-
ing out assignments to a group of
stringers. Still, he couldn’t see the

business growing beyond the
point that he’d need to lug heavy
camera equipment around
himself.

In 1986 Weber sold F-22
Photography and decided to
learn a business from the
ground up, similar to what
Jenkins had done. “A logical
move for me was to the printing
business, because so much of
what you learn in photography
is relevant. I went to work for a
company called Your Graphic

Services and I started at the
bottom of the barrel. I said
‘Here I am. I’ll do any job
you need me to do, because I
want to learn this industry

from bottom to the top.’”
“At the time, Your

Graphics really relished
employees that were willing to
learn, and I cross-trained on a
lot of equipment,” Weber
recalled. “I ran equipment in the
bindery. I ran press equipment.
I did color correcting. I did com-
puter scanning of color images
back when that was a very com-
plicated process. Every time I
wanted to learn something new

they said ‘Great, here’s another piece
of equipment we’re going to train you
on.’  I did that for 3, 3-1/2 years and
then went into an internal training
program for sales.”

The management at Your
Graphics recognized that Weber had a
talent for making people feel comfort-
able, an important part of the sales
process. “They identified that in me,
and they saw that I had the desire to
continue to improve myself. So they
gave me a briefcase and told me to
shave off my beard. They kind of
threw me out of the nest and said,
‘Now go sell something.’”

Team with Other Innovators
By Tim Dehn

Ads for the Apple Pro-Line Vise give credit to a pro shoot-
er and pro shop owner for assisting in the design, which
securely clamps bows and then allows micro-adjustments
in both axis. “We’re keenly focused on growth through
innovation,” Weber told ArrowTrade’s editor/publisher.
“We encourage people in the archery community who
have new ideas and designs, but not necessarily the skills
to manufacture them, to contact us.” After non-disclosure
agreements are signed to protect both parties, Weber said
the company will select the most promising projects and
will work with the originators to design, build, market and
sell new products in a way that produces revenue streams
for both Apple Archery and the product originators.
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As the newest guy in the sales
department, Weber was assigned the
two worst-performing sales territo-
ries. It was just the kind of challenge
that stimulated him. When he left they
were Your Graphics’ top performing
territories. “I learned my skills were
best utilized that way, and that’s what
I did for the rest of my sales career, go
to work for companies that had
under-performing territories, and
turn them around.”

By the early 90s Weber had moved
from selling printing and the related
pre-press services, design and graph-
ics services, to selling ad space. He’d
accepted an offer from one of his
printing clients, Schnell Publishing, to
come and work for the small family-
owned firm that published trade mag-
azines and directories. After a few
years Schnell Publishing was sold to
Reed Elsevier. That British-based cor-
poration is one of the giants both in
trade publishing and trade shows: In
the hunting market it operates the
annual SHOT Show and publishes the
thick SHOT Show directory.

“We went from having one maga-

zine, one directory and a couple of
conferences to sell, to having 12 or 15
magazines, three directories and a
whole series of trade shows.” The divi-
sion of Reed Elsevier that Weber
worked in dealt with the chemical
industry, and he said for someone in
sales it was a great opportunity to sell
big corporations combined ad sched-
ules that saved them time and money
and generated big commissions.

But like his friend Gregg Jenkins,
Weber learned working for large cor-
porations can wear on somebody with
entrepreneurial spirit. “The Brits tend
to be very process orientated, and not
very results orientated, which is the
antithesis of what I was. I was in sales
because I didn’t want somebody
telling me how to do my job,” Weber
said. His superiors at the British
owned firm were concerned that all
paperwork was filled out properly.
They wanted assurance that if Weber
was supposed to make five phone
calls in a day or set up four face-top-
face meetings with customers in a
week, he had actually done it.

Working for the multinational
business pub-
lishing giant
“was benefi-
cial to me
f i n a n c i a l l y
because I had
so many prod-
ucts to sell, but
at the end of

the day I was a round peg trying to fit
in a square hole,” Weber said. He took
a job with the American Institute of
Certified Public Accountants, a non-
profit association that has several
publications and more than two
dozen conferences across the United
States. “I represented the conferences
as well, selling everything from lan-
yards with brand names on them to
booth space to advertising in the show
programs.”

Then one day on the golf course,
Jenkins asked Weber if he’d consider
going into business with him and
buying a company they could build
up using their joint experience and
energy. “I was getting really tired of
traveling,” the veteran salesman said.
“I had been doing this now since the
early 90s. At the worst I was on the
road 50 weeks of the year, and at the
best I was out for a week every two to
three weeks. I really liked the idea of
owning a business with Gregg, and
being able to go home every night.”

“We looked at three or four busi-
nesses, a couple of them very closely,
and ended up buying Flinchbaugh
Company,” Jenkins related. By coinci-
dence, it was started in the 1930s by
the same Henry Flinchbaugh who had
launched the much larger
Flinchbaugh Products where Jenkins
had worked for 20 years. Based in
York, Pennsylvania, Flinchbaugh
Company was a precision machine
shop that had developed a Butler
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John “Mick” McGuire assembles and lubricates a Pro-Line
vise before boxing it for inventory.
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Mobility Line of products. That brand
included wheelchair lifts and stair
climbs, and dumb waiters. Two years
later they sold that brand and used
the proceeds to help buy G Kurtz
Industries and its Apple Archery sub-
sidiary. “When those acquisitions
were made we sold our property in
York and relocated Flinchbaugh’s
operations up to the G Kurtz building.
Now our machine shop is known as
Flinchbaugh Kurtz, the merger of
those two businesses, while Apple
Archery operates as a stand-alone

business,” Jenkins explained.
The two machine shop opera-

tions were a good fit, Jenkins main-
tained. “Flinchbaugh Company’s pri-
mary customers were BAE systems,
Mack-Volvo Truck and York
International, now called Johnson
Controls. When we bought G Kurtz

Industries, we picked up companies
such as Ram Industries, Caterpillar
Tractor, and Graham Engineering.
That was additional very good busi-
ness, and it meant that we went from
having 75 percent of our sales going to
two companies, to where now 8 or 10
companies make up 75 percent of our

Circle 110 on Response Card

Sales Manager Trudy Klineyoung returned to Apple Archery after
its purchase by Weber and Jenkins. She clearly enjoys having new
products to sell.

Shipping Administrator Amber Roth works hard to keep ship-
ping costs down for retailers, whether they’ve ordered a new set
of parallel limb adapters or the 210 pound motorized server.

Josh Edleblute date stamps the USA-
made components for the 1,200 pound
capacity rack style jack used on the com-
pany's pro-series presses, before building
sub-assemblies. As needed those sub-
assemblies are then mated to frames and
other components into the bulkier com-
plete presses, for inventory or shipping.
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business. It makes for a lot more sta-
bility and security in a company.”

“Our company today is four times
the size it was three years ago, which is
really big growth,” Jenkins said. “I’d
say about 30 percent, if that, was the
acquisition of G. Kurtz (and Apple
Archery). The rest of it was organic
growth. We picked up a couple of
newer accounts and some of our big-
ger customers really grew their busi-
ness with us. I think we’re the first to
admit that has only been possible
with a lot of help. We definitely inher-
ited a lot of very good people and
we’ve also been able to successfully
recruit good people. We have built
strong management teams and very
strong shop floor teams, and that does
seem to separate us from other people
in the area.”

Just as they had before buying
Flinchbaugh Company, Weber and
Jenkins asked to meet with the Apple
and G. Kurtz staff so they could
explain their vision as the new owners
and answer questions before they had
a chance to develop into problems.
“We wanted to tell people what’s been
planned, about ourselves, and how we
wanted to run the business,” Jenkins
said. “A pre-sale meeting like that
helps to develop trust much quicker.
An acquisition and ownership change
is not an easy ordeal for anyone. At the
same time, we’re all about change. It’s
not just acquiring a business and

going on as before, we let them know
our culture is to make a lot of
changes.”

Some of the changes needed were
evident to the partners before they
made the acquisitions; others came as
they learned more about the opera-
tions they now owned. Flinchbaugh
Company was not in a healthy condi-
tion before the partners acquired it,
Jenkins said. If it had been performing
well they never could have afforded a
business of that size with so much
potential. As to the later acquisition of
Apple along with G. Kurtz, Weber said
Apple Archery was suffering from a
lack of innovation that had allowed
competitors to make inroads into the
pro shop tools market it had once

dominated. Weak marketing for the
brand and poor morale in the staff
also needed to be addressed.

The purchase of Apple Archery as
part of the G. Kurtz Company went
through as planned on December 1 of
2006. Then Weber described what
could have developed into a night-
mare scenario for the new owners,
both of them non-archers who had
had time to learn a limited amount
about the archery industry. “On
January 2 of 2007 the former owner’s
wife, who was the business manager
of Apple, resigned with no notice. She
said basically ‘I’m taking my two
weeks vacation and this is my letter of
resignation.’ The same day the opera-
tions supervisor quit: He gave no
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notice. So as of January 2 we lost our
operations person and we lost our
sale and marketing and customer ser-
vice person. We had the ATA Show
looming in two or three weeks, and we
had a business to run.”

Why would Holly Kurtz, who
appeared on the cover of our January
2006 ArrowTrade, decide not to carry
though with her planned role as a
manager in the new firm owned by
Weber and Jenkins? “Gregg and I are

both agents of change,” Weber said.
“As an agent of change you’re con-
stantly asking why you do things this
way, has it always been done this way,
have you considered doing it a differ-
ent way, how do you define your role
in the company? For someone who is
heavily resistant to change, it could be
overwhelming to have change agents
come in and start pushing. I felt I was
walking on eggshells. I felt I was being
very gentle and I guess to her it was
like a bulldozer running her over.” 

Chris Jordan, Gregg’s son-in-law
who was supposed to be part of the
three-person team that would handle
sales and operations for Apple
Archery, had been working part-time
with the existing management team
for just two weeks. “Before my first full
day on the job, it was down to just
me,” he said. 

The task of getting Apple back on
course fell to Weber, since the pair had
decided 85 percent of his salary would
be initially allocated to that brand
while 85 percent of Jenkins’ pay rested
on the machine shop side of the busi-
ness. “We allocated it based on our tal-
ents but also on where the needs
were. Apple had no branding. It had
beautiful products and a catalog that
showed them off in the worst way pos-
sible, in black and white line art. The
logo said nothing and there was no
continuity between its advertising, its
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Circle 121 on Response Card

Big cutting tools and large machines are needed to build the precision steel parts that
end up in vehicles like the Bradley A3 shown at left. Above, Rod Marchio stands by a 40
taper Toyota horizontal mill he’s used to cut threads into this steel plate for the M88, a
tank recovery vehicle. This plant produces up to three dozen parts for that vehicle built
by BAE Systems. Below, Aaron Sandbek opened the door so I could snap a photo of this
lathe cutting a huge pin like the one at his right fingertips. At lower left, John Dellinger
holds gleaming transfer case components cut  from 1040 steel on his 50 taper Johnford
Bridge Mill. Those are destined for Quigley Motors which converts full size vans to 4WD.
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website, its packaging. Apple really
needed someone to get hold of the
wheel and make sure the ship was
going straight and stayed straight,
someone who could be responsible
for managing and developing the
brand.”

The first task, though, was to
make sure the holes that had just been
blown in Apple didn’t sink it. “When
Holly resigned, I reached out to the
employees and said ‘Who has worked
for Apple in the past.’ That’s when
everybody said, ‘You need to bring
Trudy back.’”  

Trudy Klineyoung agreed to come
back as sales manager, so Jordan
could focus on the operations manag-
er position that included the manu-
facturing and inventory functions in
the separate building Apple occupies
on the site. “When I came back to
Apple Archery it was exactly two years
since I left,” Klineyoung said as she sat
in the meeting with us. “I already
knew all the products.”

Which says something about
what was holding Apple Archery back.

For whatever reason, the company
under its former owner and manager
had stopped innovating. When the
parallel limb bows came out and
Apple bow presses were no longer
safely handling them, other manufac-
turers like Sure-Loc and C.W. Erickson
stepped in to meet the need.

The new Apple’s first product was
a set of Model 114 Limb Fork
Adapters, readied in time to gather
crowds at the 2007 ATA show. After
that, Klineyoung told me, the firm
developed a model specifically for the
Mathews SlimLimbs. This January, at
the 2008 ATA Show in Indianapolis,
the firm showed prototypes of the
new adjustable limb fork adapter, and
a few days after my visit the first of
those would ship to dealers and to
archers who owned their own Apple
Presses and wanted to upgrade them.

Len Marsh, a retailer who owns
the Macrotech Pro Shop in Baltimore,
Maryland, gets credit for helping
Apple develop the Bow Tuning and
Drawing Tool. You can clamp the bow
holder to one end of your press stand,

mount the winch
on the other, and
use it to draw and
hold the bow at
any point
between brace
height and back
wall. A spring
scale is incorpo-
rated into the
drawing end so
you know exactly
where the cams

are breaking over.
Chris Jordan told me how the

company’s Infinity Adjustable Bow
Vise had been improved dramatically
by relocating the center clamp so the
improved leverage against the limb
helps keep the bow from flopping
around. The metal T-knobs that had
been formed by welding rods to the
top of bolt heads are gone: they were
hard on the hands and the bolt ends
didn’t grip well on the shafts. They also
had a tendency to strip out. Now
what’s often referred to as Apple’s
“economy” vise has user friendly
knobs on the set screws used to con-
trol the left-to-right and front-to-back
orientation.

“We came out with a Dual Super
Pro Press for this year,” Klineyoung
said. “We have been doing a lot more
testing with bows than was done here
in the past.” Apple had discovered
when pressing the center pivot mod-
els that BowTech has introduced the
brackets on its Super Pro Press come
very close to the center pivot hard-
ware. The solution was to introduce a
press with hydraulically powered
arms on both sides, so each limb
needs to move only half as far to relax
strings and cables. You don’t have to
buy a new press to get this advantage,
as the arms are available to update
existing models.

Skip King had shown me the new
Apple Pro String Server at the ATA
Show in Indianapolis this past winter.
It is built to stand up to the 400-plus
pounds of pressure that some want to
have the string under as the servings

Circle 152 on Response Card

Sheldon Stahle, manager of quality assurance, stands by a
CMM, a precision measuring machine which he uses to verify the
plant is holding tolerances down to .005 on some of its precision
parts. Behind him is an optical comparator.

July08AT070-077.qxp  6/4/2008  2:35 PM  Page 76



77

are applied, so it is
much more mas-
sive than the string
server it replaces. 

As the Process
Engineer on the
Flinchbaugh Kurtz
side of the busi-
ness, King is
charged with figur-
ing out ways to
increase produc-
tivity in the
machine shop. It is
his job to identify
ways to make the
precision parts
faster, at less cost,
in fewer steps.
“Skip is also the
most experienced archer we have in
the company, so he is an integral part
of our new product development
team as well as a consultant to every-
thing we do here at Apple. Skip is real-
ly the filter,” Weber said. “There are
good ideas out there that people have
approached us with, and as a compa-
ny we just have to sort through them.”

Chase Fulcher, a Hoyt Pro Staff
Shooter, brought one of those ideas to
Apple Archery in the form of a proto-
type for a new bow vise, Weber
explained. “We took that prototype
and made some design changes we
felt were important. Skip had a lot to
do with that. We then took those
changes and took the improved
design to Len Marsh, the other gentle-
man who is credited in the ads for the
Apple Pro-Line Vise. Len made some
additional recommendations that we
incorporated. Skip is passionate
about archery, he doesn’t care about
recognition, he just cares that he’s got
owners now who are willing to listen
to his thoughts and ideas. As non-
employees, we thought it was impor-
tant to name Len and Chase. “

This isn’t an isolated incident,
Weber assured me. The machine shop
side of the business is the larger one
by far now, but he and his partner
believe the archery component has
the potential to grow much more
rapidly. They know there are many
creative people in the archery indus-
try who have product ideas but don’t
have the manufacturing or marketing

capability. Apple hopes to find the
best of those ideas and to reach agree-
ments to refine and manufacture
those products, creating revenue and
recognition for the inventors and a
larger product base for the company.
Apple’s owners are also interested in
making acquisitions within the indus-
try. Weber is the lead contact for either
of those routes.

What’s the next new thing from
Apple? The company is now one of the
sponsors of The Learning Factory, an
extension of the college of engineer-
ing at Penn State University. This past
fall the five senior engineering stu-
dents assigned to the Apple Team
designed and built a prototype for a
portable press. “This is something for
the hunter to take in the field, but it’s
also a good product for the archer
who wants to work on his own bow on
the weekend but doesn’t want to
spend $400 or $500 for a bow press.  It
will have the quality that is synony-
mous with the Apple name, but at a
much smaller price point,” Weber
explained. “When we have the design
where we want it, we’ll take it out on
the road and show it to a couple key
consultants in the industry. We’ll
make any final adjustments to it, and
then we’ll launch it.”

This past spring another Penn
State team has been working on a
design for a new full-size press. From
their work the company many only
glean one good idea, or it may gain a
totally new understanding of how a

press can operate.
If it seems to
merit the atten-
tion, a second
team of engineer-
ing seniors may
take up the press
project this fall.
Students have to
have excellent
grades to partici-
pate in The
Learning Factory,
Weber noted, and
they also consult
with the profes-
sors as needed.

With all
the attention
Apple and its

competitors have given the bow press
arena the past few years, coming up
with a superior design won’t be easy.
“At the end of the day we may find we
continue for the next three to five
years with the Apple press we have
now,” Weber acknowledged. “But we
don’t know that. We don’t know what
opportunities there are unless we
continue to explore. If we don’t con-
tinue to find ways to innovate and
adapt, to grow and change, sooner or
later the field will pass us by.”

I left from my visit with the new
Apple Archery carrying the distinct
impression that no one was going to
do that.

Circle 226 on Response Card

Chris Jordan gained business experience as a fast-food franchisee before joining Apple
Archery to help manage operations. He’s shown here holding a model 0450, the A-1 Saw
with Dust Collection, next to racks of completed and boxed products. Those boxes will
soon carry the Apple Logo that Weber used a New York agency to help him develop.
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