
The National Archery in the
Schools Program’s (NASP)
Director of Governmental &

Business Affairs and my friend, Tom
Bennett is on my heart as I write this.
Tom is in an intensive care facility at

this very moment, fighting for his
life. The number of family and
friends waiting, pulling and praying
for Tom surely outnumbers the staff
at this very large Louisville hospital! 

T h o s e

who are privy to the very beginnings
of the NASP will recall that it was
Tom’s desire that archery become a
high school sport in Kentucky, that
lead to the creation of the NASP.  In
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After the pressures of the peak
archery sales season, it’s nice
to be able to catch up on sleep

and on those tasks at the store that
were put off in favor of serving those
eager bowhunters. 

Now what? If you’re a retailer
heavily dependent on archery sales
then business tapers off as soon as the
hunting season is underway. If you’re
a veteran retailer you’ve seen this
enough times before to have planned
for it, with reduced staffing and the
opportunity to take some time off
yourself to hunt. But I can’t think of
any bowhunting equipment retailer
who wouldn’t like to be able to
increase sales to the recreational
archer. 

“Recreational archer” may be
defined as someone who shoots on a
spot league or 3-D tournaments, or
who just enjoys shooting in the back-
yard with the family, but doesn’t hunt
with a bow. On top of that you’ve got
all the recreational shooting done by
bowhunters outside of and during the
hunting season, from those who start
practicing a few weeks before they
buy their tags to those who may
already be signed up for a winter
video archery league.

As part of the Dealer-to-Dealer
column that’s been sponsored by
Buck Wear, ArrowTrade asked retailers
and their staff “What kind of recre-
ational archery is popular in your area
and how do you serve those cus-
tomers.” 

One of the more detailed respons-
es came from Jerry Gronchick, the
archery instructor at The Archery
Zone in Larksville, Pennsylvania.
Owner Edward Krystofosky has both
indoor lanes and a computerized Dart
target system, and archers who hone
their skills there can choose to partic-
ipate in a traveling league.

“We have a Northeast Pennsyl-
vania Archery Conference that I am
the president of,” Gronchick told
ArrowTrade. “We have 10 shops and
clubs that are members.
Approximately 100 shooters on a
weekly basis travel to each club,
shooting at each twice during the con-
ference year which runs from
December to the end of March.”

Weekly achievement awards are
given out by the host club or pro shop,
Gronchick went on to explain. There’s
a friendly rivalry to see which busi-
ness or club ends up with the annual
award plaque, which is based on how
its own shooters have done through
the season.

When a store has quality instruc-
tion available and demonstrates that
target shooting is important, it’s nat-
ural for the customer base to respond.
Lorraine Kucich of Pro Line Archery in
Mineola, New York said her partner is
on the U.S. Archery Team and was
ranked among the top five nationally
in their shooting style. “Olympic style
archery is very popular here. We sell a
good amount of Olympic or FITA style
equipment.”

But you don’t have to be a pro
shop known for target shooting in
order to sell target gear. Nathanael
Zearing is a salesman at Ebensburg
Fishing & Hunting, Ebensburg,
Pennsylvania. “There are 3-D shoots,
archery tournaments and leagues
conducted in our area, and we sell
products that are specifically used for
target shooting,” he said.

Archery Unlimited in Baden,
Pennsylvania promotes recreational
archery through its involvement with
a high school archery team. The
teenagers shoot two nights a week for
score, and Julie Michaels said compet-
ing with others this way naturally
makes them work harder on their own

form and scores.
Paul Revenboer works with

Wardens Outdoor Supply, an archery
pro shop in Pembroke, Ontario. He’s
both president of the local archery
club as well as the club lesson instruc-
tor. Revenboer noted that he likes to
start all basic shooters, whether adult
or youth, on paper targets to help
break through the common belief that
archery is only about hunting.

Marvin Johnson helps promote
recreational archery by shooting
alongside new and potential cus-
tomers at the area 3-D events. “I gen-
erally take product to the 3-D tourna-
ments and then set up a booth after I
get done shooting,” he commented
about his business, M & CJ Archery in
Disputanta, Virginia.

“There are a lot of 3-D archery
shoots in our area and the best way we
can serve those customers is by get-
ting out and shooting with them,”
suggested Sean Jennings, part of the
sales team for Kuzzins Archery in
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Brewerton, New York. Participating
alongside your customers gives you a
chance to try new products and then
recommend what works best, he said.

At American Outdoor Supply in
Dearborn, Michigan, Tony Warden
donates merchandise for awards to
the large 3-D shooting group in his
trade area. He said he was also putting
together his own series of four tourna-
ments to name a Shooter of the Year,
two of which would be 3-D archery
tournaments and two of which would
be trapshooting tournaments.

Bob Wilkins of Black Bear Archery
in St. Georges, Delaware also donates
awards and helps sponsor 3-D shoots
hosted by the local archery club.
Wilkins also hosts a youth league at
his own pro shop, which operates
twice each year.

“We have an annual fireman
shootout where local fire companies
form a team to compete for the trophy
of the year,” said Tammy Hipp of G & T
Sports Plus in Mt. Storm, West
Virginia. That pro shop operates

indoor leagues from January to April
but also offers a number of special
events. Saturday shoots involve differ-
ent targets on each of 12 lanes, and
the archers move from lane to lane
until they’ve shot each of the targets.

There’s a lot of talk now about the
NASP program and the After School
Archery Program (ASAP), but we
shouldn’t forget that many archery
retailers have long served as archery
instructors. In fact Cindy Stearns of
Stearns Archery & Taxidermy has been
teaching archery for 28 years. That
archery pro shop in Claremount, New
Hampshire conducts a youth league.

Many times it’s the area indepen-
dent archery retailer, not an archery
club, that invests in the facilities for
recreational shooting. For instance,
Traditions Archery in Verona, New
York offers a 30-yard indoor target
range, an indoor 3-D course and an
outdoor 3-D course.

Like many manufacturers, retail-
ers are also involved in sponsoring
the shooters who are out there pro-

moting recreational archery and
ideally, acting as a resource for
those newer to the sport. “We
sponsor a few shooters and
since target shooting is big in
our area in the spring and sum-
mer I set up a range for recre-
ational shooters to use,” noted
Barry Latchaw, manager of

Riverview Sportsman Supply II in
Clintonville, Pennsylvania.

Jon Boyd, a bow technician at
Outpost Archery in Fairview,
Pennsylvania, said that the store
sponsors an indoor 3-D league in the
winter to get its customers ready for
the 3-D archery season. “We have
many local clubs that have outdoor 3-
D shoots, and 3-D is big in our area
because of the IBO bringing the Triple
Crown to our town. I personally enjoy
setting up our customers with the
light target arrows to get the speed
they want.”

“3-D archery shoots and indoor
target shooting is very popular and
serving these customers means a
year-long business,” Jamie Greiss
commented from Slickers, a pro shop
in Mertztown, Pennsylvania.
“Outdoor shooters always want a fast
and accurate bow. Indoor shooters
want more of a reliable bow that’s
comfortable to shoot.  For us it means
always having items on hand for
them, along with the specialty prod-
uct knowledge.”

Editor’s Note: Our thanks to
Buck Wear for sponsoring the
Dealer-to-Dealer column again in
2008. That company’s product line,
which began with T-shirts and
evolved to include hats and hoodies
(below) is expanding again. The
newest garments are polos and the
newest designs are a series of
“Motivational” themes that spoof
the popular office posters. Find out
more by calling (800) 813-7708 or at
www.buckwear.com
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