
Bruce Ryan of Ryan Outdoors
is living his dream. Bruce and
his wife Nancy live in a neat

little home tucked into the side of
Kelly Mountain located near Elkins,
West Virginia and the window of
Bruce’s office overlooks the
Monongahela National Forest which
is comprised of almost a million
acres of wilderness. “I can look up
from the computer and see deer,
turkey or bear in the clearing that
stretches below the house on a regu-
lar basis,” Bruce laughed. With their
horses pastured behind the house
and tree stands dotting his property
you might think that Bruce hit the
lottery but instead his situation is
the result of not only understanding
his dream but also in plotting the
road to reach it.

After graduating college with a
degree in Biology, Bruce served a
tour with the military spending part
of his service time in Germany. After
his discharge Bruce and Nancy
returned to their home area near
Hopewell, Pennsylvania located just
outside of Pittsburgh. Bruce’s love of
personal independence and his
entrepreneurial spirit took root
immediately as instead of seeking a
job teaching as one might expect he
decided to enter the construction
trade and started Ry-Mar Custom
Homes.

Always an avid bowhunter Bruce
was glad to be back home and was
looking forward to Pennsylvania’s

Building a Career Around
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PHOTO ABOVE: Bruce and
Nancy Ryan are shown here on
the front porch of their moun-
tainside home  outside of Elkins,
West Virginia. Bruce’s lifelong
passion for the outdoors and
personal freedom along with his
entrepreneurial spirit  led him to
this beautiful location.

PHOTO RIGHT: Electronics aid
Bruce in operating his business
from a remote location. Tucked
away in the home is his office
complex where he conducts
business with clients while keep-
ing a sharp eye out the window
for deer, bear and turkey.

PHOTO RIGHT: The view from Bruce’s
office window overlooks the vast
Monongahela National Forest wilderness
area which is comprised of almost one
million acres. Wild game of all types can
be seen at any time passing through or
feeding in the clearing that stretches from
his home to the woodline below.
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1974 fall bow season. Squeezing in
some practice time with his bow
whenever his busy construction
schedule allowed Bruce was ready
when opening day arrived. “I had
been looking forward to bow season
for months,” Bruce explained. “The
first deer that walked by my stand
opening morning was a nice eight-
point buck. All of my practice paid
off as a few minutes later I was filling
out my tag. The problem was at that
time Pennsylvania had a one deer
limit and after my excitement died
down I was like an addict without
drugs.”

“As soon as I got home I picked
up the phone and called the West
Virginia DNR to ask about hunting
opportunities,” Bruce explained. “It
must have been fate but the gentle-
man that answered the phone was
really nice. He not only explained to
me how to obtain a license and the
rules and regulations but he gave me
the name of a lady who rented cab-
ins and had land that I could hunt
on. A few days later I was packed up
and heading to Elkins,West Virginia
with Phil Durr, a friend and owner of
Phil’s Archery Shop in McKees Rocks,
Pennsylvania. We got settled in our

cabin mid morning and with direc-
tions from our host headed to the
mountain just after noon. By three
o’clock I shot my first West Virginia
buck, another eight-pointer. I was
hooked and since that day I have
never missed a bow season in West
Virginia.”

Over the next decade or so as his
construction business prospered
Bruce’s love of West Virginia grew as
well. In 1991 he purchased 11 acres
on the side of Kelly Mountain, where
his home now sits, with the intent of
someday building a retirement
home there. By 1996 Bruce and

the Hunting He Loves
By John Kasun
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ATSKO offers numerous products for the
hunter and outdoorsman including UV
Killer, Sport-Wash, Sno-Seal, No-O-Dor,
Sport-Wash Hair and Body Soap and a
wide variety of waterproofing for various
materials, to mention just a few. ATSKO is
an excellent example of a company that
devotes themselves to the development of
quality products to meet specific needs
but did not always take full advantage of
advertising and marketing to carry its
message to the dealer and consumer.
Recognizing this shortcoming it is now
actively working with Bruce and Ryan
Outdoors to maximize market share by
making the public and dealers aware of
its wide variety of quality products.

For example, Bruce worked with the
managment at Atsko to change the pack-
aging of the UV Killer product from a
heavy reliance on words to an emphasis
on pictures that quickly communicate
how it eliminates the tell-tale blue glow
deer may see on garments that were
printed or washed with brightening
agents. A gobbler and buck are looking
toward the “EYES” headline on the pack-
age at upper left, where UV Killer is
packed with a bottle of free-rinsing Sport
Wash that is needed to prep the garment
before treatment. Naturally, Sport Wash
contains no fabric brighteners and no per-
fumes that could tip off sensitive noses.
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Nancy’s son Scotty was working and
living on his own and their daughter
Carly was trying to pick a college.
Bruce’s brain went into overdrive as
he tried to convince his daughter to
pick West Virginia University, (WVU).
Once Carly decided on WVU Bruce
pointed out to Nancy that if they
moved to West Virginia they could
save approximately $40,000, the dif-
ference between in-state and out of
state tuition cost.

In 1997 when Carly entered WVU
Bruce liquated his construction
business in Pennsylvania, sold his
home and moved to West Virginia.
“We closed on our home and moved
all in the same day,” Nancy sighed. “I
cried the whole trip.”  Bruce and
Nancy rented a small cottage at a
local campground where Bruce trad-
ed his handy work for the rent while
he started construction on his home.
“Everyone at the campground was
there on vacation,” Nancy explained.
“Because we were actually living
there temporally we had everything
we owned including my collection of
cactus house plants. I learned later
that people at the campground
thought I had brought my plants on
vacation. Looking back now I guess
they thought I was nuts. Although it
was a little scary Bruce had always
been self-employed so I actually felt
secure in our move and knew we
would come up with some way to
make a living.”

Within three months Bruce had
enough of the house built so they
could move in and get settled while
he continued to finish construction.
In 1998 he and Nancy started Kelly
Mountain Outfitters and Bruce
received West Virginia’s DNR certifi-
cation as a licensed guide and outfit-
ter. They bought a string of horses
and Bruce provided all types of
hunts for deer and turkey including
back country hunts using outfitter
tents as well as horseback pack-in
fishing trips. Nancy provided horse-
back riding for groups as well as pri-
vate lessons. The Elkins area, which

is teaming with beautiful mountains
and streams, was just beginning to
get noticed as a tourist attraction by
people from the Washington and
Baltimore areas and their fledging
business soon flourished. 

During this same time period
Bruce met Marvin Carlson, President
of Gold Tip, who was in the process
of introducing Gold Tip carbon
arrows to the industry. At that time
Gold Tip was selling its arrows only
through distributors. Bruce saw the
advantage of setting up a dealer
direct network and established him-
self as a distributor under the
umbrella of Kelly Mountain
Outfitters. Carbon arrows were just
coming on the market and Nancy
started to cold call dealers offering
them an exciting new arrow choice.
Soon orders were rolling in and
Bruce or Nancy were making daily

trips to the local UPS office to receive
and ship Gold tip shafts. Business
boomed for about two years until
Gold Tip changed their in-house pol-
icy of dealing with distributors only
and also went dealer direct. Bruce
closed his distributorship and again
turned his full attention to Kelly
Mountain Outfitters.      

It was through Kelly Mountain
Outfitters that the next turn in the
road to Bruce’s ultimate destiny
came when he met Wade Nolan, the
founder of Whitetail University.
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PHOTO ABOVE: Shown here from the left are Ray Weasner, owner of Weasner’s Archery
located in Bloomville, Ohio, Ron Boyce, National Sales Manager for the MDR Outdoor
Group, Bruce Ryan of Ryan Outdoors, John Kasun, Business Editor for ArrowTrade and
Jeff Neal, Executive Vice President of
Heartland Seed Company. This happy group
gathered recently at a writers’ camp put
together by Bruce at the farm of Jeff Neal
for some good food, fellowship and excel-
lent hunting.

PHOTO RIGHT: Bruce used his grandson
Zachary in this advertisement for ASAT
camo which now offers youth sizes. Ads for
ASAT make the case that its single proven
pattern is effective for all seasons and any
terrain, because it was designed to fool
game animal’s vision, not for shelf appeal.
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Whitetail University was a marketing
group that was bringing outdoor
writers into contact with manufac-
turers for improved communica-
tions through a series of writer’s
camps where writers and manufac-
turers shared “one on one time”
under relaxing conditions. When
Nolan brought a writer’s camp to
West Virginia he contacted the DNR
to inquire about licensed guide ser-
vices in the area and sub-contracted
Bruce and Kelly Mountain Outfitters.
Nolan recognized Bruce’s profes-
sional approach and easy going
manner as one that would be an
asset to his organization. Soon Bruce
was coordinating writer’s camps
across the country including Texas,
Illinois and Ohio. Bruce quickly
assumed a greater and greater role
with Whitetail University. As his
direct involvement with the advertis-
ing and marketing side of the busi-
ness grew he scaled down and even-
tually closed Kelly Mountain
Outfitters. In 2006 Bruce left
Whitetail University and established
Ryan Outdoors, a marketing group
dedicated to the outdoor industry.

“Everyone has a dream to turn
their hobby into a business,” Bruce
said. “I have always looked at myself
as both a customer and a supplier. In
the construction business I couldn’t
think of simply getting the job done I
also had to satisfy the customer. I
learned early that while it is impor-
tant to be good at what you do it is
equally as important to understand
the needs and expectations of the
customer. With Ryan Outdoors I get
to combine my personal interest in
the outdoors with my strengths in
marketing and advertising to give
both the consumer and the supplier
what they want and what they need.
The consumer wants a quality prod-
uct that will allow them to better
enjoy their time in the field at a fair
price. The supplier or manufacturer
needs to not only provide the desired
product but also make the consumer
aware of its product all the while

making enough money to stay in
business and make a profit. Remove
any one of these criteria and the
whole thing falls apart and every-
body loses.”

“As a general rule most manu-
facturers are engineer type thinkers,”
Bruce continued. “Their talent is in
developing original concepts and
products but they often fail to
understand the marketing side of the
business and that can prove fatal.
The archery industry is like a giant
pie. When it comes to developing
new products you are faced with
either trying to get a piece of the

existing pie or bake a new pie. While
each year there are new broadheads
introduced they all compete for a
piece of the existing pie. However,
when Sims introduced vibration
suppressors they baked a whole new
pie that now others share as well. To
be successful in today’s market you
need to be constantly looking for
ways to get a bigger share of an exist-
ing pie or bake a new pie.”   

The outdoor industry is close-
knit and interconnected. In some
ways it can be divided into those that
know the hunting and manufactur-
ing side and those that know the
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PHOTO ABOVE: Heartland Seed Company
is the supplier of numerous seed mixtures
and mineral supplements. Its Antler Magic
premium mineral mix is designed for maxi-
mum results and the promotion of the ulti-
mate in deer health and antler growth.
However a variety of products are required
to satisfy different markets and price
points. Bruce recognized the need to devel-
op the specially formulated Lick Magic
which allows the dealer to offer an excel-
lent mid-price point mineral lick product to
satisfy the growing demand and match the
competition.

PHOTO RIGHT: The Ryans with Cheyenne,
one of the six horses that can carry them or
guests into remote hunting areas. They had
brought a bag of horse treats to the pasture
to attract the horses for a photo. Taking a
few treats out of the bag they left the bag
sit outside the fence. While we were hand feeding the horses Cheyenne simply reached
over the fence, picked up the entire bag of treats and dumped them out on the ground to
sort through for himself. It’s not just deer that respond to what tastes good to them.
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marketing side. Bruce is a unique
individual because he has an inti-
mate knowledge of both sides and
can easily place himself in the shoes
of the consumer. He understands
how products must be marketed to
resonate with the hunter. On the
other hand he fully understands the
problems that the manufacturer
faces on a daily basis. 

“The services I provide for my
clients goes well beyond advertising
and marketing,” Bruce explained. “At
least 50 percent of my job is acting as
a business consultant. Having oper-
ated a million dollar company of my
own I fully understand that although
you may love the product and what
you do you must never forget that it
is a business.”

“Ten years ago advertising was
basically simple,” Bruce stressed. “All
you had to do was place magazine
ads to reach the vast majority of the
public. Today that has changed and
a mix of print, TV and internet expo-
sure is required to touch the maxi-
mum audience. In addition it is crit-
ical to understand what media
reaches what segment of the popula-
tion and that the message is tailored
to that specific audience. For exam-
ple, manufacturers wishing to target
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Although Bruce’s first love is the recurve
he is comfortable in all aspects of archery.
Here he is shown holding his latest com-
pound from Darton while his recurves
hang on the back wall ready to go at a
moment’s notice. 

Circle 193 on Response Card
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dealers and retailers who will stock
and promote its products need to
use trade publications. To reach the
consumer a mix of print, TV and
internet is better suited to reach the
maximum number of potential cus-
tomers. Today’s consumer is much
more educated and informed than in
the past and this requires a much
more sophisticated approach. They
no longer are impressed by a simple
ad of a hunter with a big buck adver-
tising a specific lure. They want to
know what makes that lure different
and how best to use it. TV and the
internet give me the ability to
demonstrate the products through
short ‘visuals’ while I interface with
some of the top writers across the
country to generate professional
commentary in magazines as well as
the internet.”

“I also assist with manufactur-
ing and product development as
required and most importantly help
the client define their specific niche
in the marketplace,” Bruce
explained. “In today’s market prod-
ucts fall into two general categories;
those that are original and unique
and create their own market and
those that are competing head to
head with other manufacturers for a
piece of the same pie. For example
one of my clients, MDR 24/7 Scents,
produces a granular scent product
that is competing in the already
overcrowded scent market. It is
important to let the consumer know
what separates MDR from the rest
of the scents available. It was
important to inform the consumer
as to how granules make the scent
product longer lasting and easier to
use and therefore more effective
and more economical. On the flip
side I helped MDR develop Branch
Magic which is designed specifical-
ly to be applied to the licking
branch when making a mock
scrape. Branch Magic is an entirely
new product that opens up new
markets for both MDR and the deal-
er. This strategy allowed MDR to

capture a bigger piece of the exist-
ing scent pie as well as bake a whole
new pie for the Branch Magic prod-
uct.”

“FallGuy from Integrated Safety
Systems is another interesting exam-
ple of thinking outside of the box,”
Bruce continued. “FallGuy offers an
excellent full-body harness vest sys-
tem for the treestand hunter, but
every treestand today comes with a
full-body harness and there are sever-
al other quality full-body harness sys-
tems on the market as well. However
the major advantage of the FallGuy
system is not its vest but its Retractor
that works on the principle of the

automobile seat belt retractor system
which allows complete freedom of
movement but ‘locks up’ with any
sudden acceleration. Working with
FallGuy we determined the need to
market the 20 foot retractor system
separately which can be used with any
full-body harness or vest system
presently on the market. The 20 foot
retractor allows the user to be protect-
ed from the time they leave the
ground until they are safely back
down again. It also allows the user to
have complete freedom of movement
and to keep both hands free at all
times. By marketing the 20 foot
retractor separately FallGuy was able
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Situated between the house and the pas-
ture is one of Bruce’s ever-ready tree-
stands. The stand overlooks a natural fun-
nel and had several fresh buck rubs nearby as well as a mock scrape started with MDR’s
24 Seven granules. Positioned above the tree stand seat is a FallGuy 20 foot retractor
that Bruce attaches to his safety vest for total protection from “ground to ground when
hunting.” When it comes to his clients Bruce not only talks the talk, like his license plate
indicates, but he also walks the walk.

Circle 280 on Response Card for Stryker
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to carve out a specific piece of the
market while developing a great
add-on sales item for the dealer as
well.” 

Bruce applied this same logic to
many of his other clients. Working
with Heartland Wildlife Institute, a
supplier of seed and feed for the
agricultural industry, they developed
a series of seed mixes and mineral
supplements. This was in response
to the growing hunter interest in
food plots and deer nutrition. 

XGO, by Polarmax, is the manu-
facturer of high quality base layers
for the military. Bruce convinced
XGO to make their products avail-
able to the hunting consumer as
well. This allowed XGO to expand its
market while offering the hunter the
latest in base layer technology in
regards to comfort and scent control. 

ASAT Camo, another of Bruce’s
clients, offers a remarkably different
camo pattern designed to be suit-
able for a wide variety of situations.
While the pattern is gaining in popu-
larity as more and more hunters rec-
ognize it effectiveness Bruce saw the
need to offer the hunter more choic-
es in order to gain market share.
ASAT is now offering upscale cloth-
ing including a fleece line which is
well suited for the whitetail hunter
whose extended seasons often

include colder conditions. This
change will dramatically increase
sales as well as give the dealer a new
and exciting camo line.

Bruce’s clients also include Grim
Reaper broadheads and ATSKO
whose products include Sports Wash,

U-V-Killer and Sno-Seal. Bruce feels
ATSKO is a typical example of a com-
pany that is dedicated to producing
products that really work. However
while they spend a great deal of time
and effort to produce the very best
product possible they sometimes
overlook the importance of getting
that message to the consumer. 

“Products are successful for one

PHOTO ABOVE: Although not
known as a trophy whitetail state
West Virginia has more than its
share of great bucks for those
willing to seek them out. Shown
here is one taken by Bruce that
most bowhunters would be only
too thrilled to get a crack at.
PHOTO RIGHT: So more hunters
could get good deer within range
Bruce worked with MDR 24 Seven
scents to develop Branch Magic. This product is a gel made with the pre-orbital and fore-
head glands of the whitetail buck. When applied to the licking branch on a mock scrape
this gel completes the scrape. It provides what many experts feel is the most important
communicative link with visiting deer greatly increasing the scrape’s effectiveness.

PHOTOS BELOW: Reba, a yellow lab and Katie, a chocolate lab share Bruce and Nancy’s
mountain paradise. Katie is ready to relax at the drop of a hat while Reba is ready to
explore the vast surrounding country as soon as someone opens the door.
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of two reasons,” Bruce explained.
“First, if they work great or second, if
they have a great marketing plan.
The really exceptional ones are those
that do both. I count my clients

among those whose products work
the best in their category and my job
is to provide them with the best mar-
keting plan possible.”

With the interview complete

Bruce and I sat in his kitchen eating
fresh baked apple pie as his two “labs”
curled up at our feet under the table.
Bruce was telling me that the apples
came from a tree at the end of his dri-
veway when suddenly I was startled
by the noise of a four wheeler starting
up. Bruce laughed as he told me,
“We’re not being invaded, that’s just
Nancy heading to the garden to pick
some fresh vegetables for dinner.”
Because I couldn’t imagine a more
idyllic lifestyle I asked Bruce what he
saw in his future. Flashing me an imp-
ish grin he said, “When I retire I guess
I would like to hunt, fish and hang out
with some really neat people in the
outdoor industry. Oh! Wait a minute,
that’s what I do now.” 

Editor’s Note: In addition to his
writing duties, John Kasun is an out-
door seminar speaker and a business
consultant with experience in corpo-
rations large and small. He can be
reached at 126 Hickory Lane,
Duncansville, PA 16635, by phone at
(814) 695-5784 or by email at
kasun@atlanticbb.net

Ryan helped arrange an Illinois
hunt where Grim Reaper President
Jay Liechty (left) could demonstrate
to writers his tough mechanical
broadhead. Liechty also showed
videos of shooting tests where
Razortip broadheads out-penetrat-
ed some fixed-blade broadheads.
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