
Most everyone is familiar
with the long running TV
program, The Price Is Right,

where audience contestants guess at
the prices of various objects. If the
contestant guesses correctly they can
walk away with money and merchan-
dise. If they guess wrong they just
walk away and don’t really lose any of
their own money, pretty simple.
However if you are a shop owner and
you don’t get your prices right you
can lose both sales and money.
Pricing your merchandise is no game
and trust me, getting it wrong is no
fun.

I remember years ago, when my
wife and I operated our own archery
pro shop Bill Gartland of Gartland

Associates stopped by to show us his
new line of bow sights. After going
over all the selling points of the sight
Bill started to explain the structured
buying program. I remember not
being much interested in the num-
bers as I was looking at the sights
strictly from the standpoint of fea-
tures and what I thought I could sell
them for. I was totally ignoring the
tiered discounted buying program
Bill was painstakingly explaining. I
am sure out of frustration and to get
my attention Bill made a simple state-
ment that has stuck with me to this
day, “While the price you can sell
something for is important your prof-
it is really dependent upon how much
you pay for it.” 

A common mistake among retail-
ers is pricing their merchandise in
such a manner as to offer their cus-
tomers the lowest price available.
“During the years I have been in busi-
ness I have seen many new dealers try
to buy business by cutting their
prices,” said John Larsen, owner of
Bwana Archery located in Little
Canada, Minnesota and president of
ARRO (Archery Range and Retailers
Organization). “That business strate-
gy simply doesn’t work and the peo-
ple who try it come and go quickly.
There is a big difference between get-
ting into business and staying in busi-
ness. If you want to stay in business
you need to make money. That means
buying right and setting your prices

How to Know if Your Price for 
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Norm Geertsen, right, President and co-founder of NABA (National Archery Buyers
Association) demonstrates to an attendee at a recent NABA show the ease with which
profit margins can be determined using a simple calculator. Understanding the impor-
tance of profit margins and how they are determined will ensure the dealer gets the
most profit from each and every sale.

PHOTO RIGHT: Calculating profit margins is quick and easy with a simple desktop cal-
culator outfitted with special margin rate keys such as the blue ones shown here. These
calculators are inexpensive and available in any office supply store. You can enter your
cost, key in the margin rate you want and determine the selling price. You can enter cost
and selling price to determine what margin you’re making on an item. Or you can enter
your desired margin, the price you’re planning to sell at (say MSRP) and determine what
you need to be able to buy the product at.
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to make a profit that not only allows
you to meet your operating expenses
and earn a living but is sufficient
enough to allow you to build and
expand your business as well.” 

Norm Geertsen, president of
NABA (National Archery Buyers
Association), and former owner of a
successful pro shop said, “It is com-
mon for many dealers to under-price
themselves. In these difficult eco-
nomic times many dealers are strug-
gling while others are doing well. You
can bet that those dealers who are
weathering the economic storm are
on top of their operating cost, keep-
ing their inventories in balance and
making sure they set their selling
prices high enough to allow for a
maximum profit margin.”

At the 2009 NABA show held in
Reno, Nevada the NABA handed out
calculators with a built-in margin cal-
culator key to attending dealers. Such
calculators are affordable and easily
available at any office supply store.
These calculators are handy tools that
allow dealers to quickly check profit
margins when setting selling prices.
Understanding your profit margin is a
key and necessary element in main-
taining control of your business. 

Let’s take a moment to under-
stand exactly how profit margins are
calculated. For our example we will
use some simple figures. Let’s make
the assumption that you purchase an
item for $100 and you want to set a
selling price that would give you a
profit margin of 30 percent. Many

people simply assume all they have to
do is add $30 to the purchase price
and the selling price would be $130.
However if that were true you should
be able to take your selling price of
$130 and multiply it by 70 percent
(.70), and come up with your buying
price of $100. But if you multiply $130
by 70 percent the answer is $91. This
means if you sold the item for $130
with the intent of making 30 percent
you would have had to purchase the
item for $91 not the $100 you paid.
Using this method of mark-up you
did not realize your intended margin
of 30 percent. What went wrong?

The proper way to determine
profit margin is to divide the pur-
chase price by 100 percent minus
your desired margin. In the case of
our example we would subtract our
desired margin of 30 percent from
100 percent which is 70 percent.
Converting the percentage to a deci-
mal we get .70. If we divide the pur-
chase price of $100 by .70 we get
$142.85 as our selling price. You can
double check this process by multi-
plying $142.85 by .70. The answer you
get is $100, your original purchase
price. Even if you hate math it is sim-
ple. To make a 20 percent margin
divide the purchase price by .80 to get
the selling price. To get a 30 percent
margin divide by .70. Dividing by .60
gives you a 40 percent margin; divid-
ing by .75 gives you 25 percent etc.

You can work at this till your eyes
are crossed or buy a $15 calculator
that does it all for you. More impor-
tant than understanding how to cal-
culate profit margins is understand-
ing the impact profit margin has on
your bottom line. 

Now that you are an expert in cal-
culating profit margins you might
think that you could simply mark up
everything in your shop with a con-
stant profit margin but that makes no

Products is Being Set Right
By Business Editor John Kasun
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Making sure all items are marked with the proper price makes it easier for the customer
to make his purchasing decisions and entails less work for the sales staff by eliminating
the constant need to answer, “How much is this?” Make sure all prices are kept current
and in the event of a price change that all prices on older inventory are changed as well.
If a customer brings an item with an out-of-date price to the cash register there is not
much you can do except sell it at the marked price. Otherwise you risk hard feelings.
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sense. Your profit margin is depen-
dent upon several factors, all of which
must be taken into consideration in
order for you to maximize your prof-
its which is commonly referred to as
Return on Investment or ROI. 

For an example lets assume you
are selling a bow quiver that has an
retail selling price of $75 that you buy
for $52.50 giving you a true 30 percent
margin. One way to make more
money on the bow quiver is to simply
increase your margin but that may
put the selling price over what your
customer is willing to pay. Once you
maximize the selling price the only
way to increase your profit on the
quiver is to buy it cheaper. That may
mean taking advantage of an early
buy program or quantity discounts.
Let’s assume that either, or a combi-
nation of both allows you to buy the
quiver for $48 while keeping the sell-
ing price at $75. Your profit margin
would increase to 36 percent. That is
an increase of 6 percent in your profit
margin while keeping your selling
price constant. 

You dramatically increased your
profit margin without selling any
more quivers or raising your price.
Consider for a moment that the sup-
plier offered a discount of one per-
cent if your bill was paid in 30 days or
free shipping was available on a pro-
grammed order. Taking advantage of
such terms lowers your purchase
price even more and again automati-
cally increases your profit margin.
How you buy directly impacts your
profit per item and your bottom line
as well.

Earlier I mentioned the term ROI
or Return on Investment. All the
money you spend on rent, light, heat,
insurance, salaries, advertising,
inventory and everything else that
you need to stay in business is an
investment pure and simple. In order
for you to stay in business and
expand your business in the future
you need to get a fair return on the
money you have invested. In order to
do that you must understand and
maximize your profit margins.

I once stopped into a shop that
offered an extensive line of arrow
rests. When I asked which one sold
the best he thought for a moment and

said, “They are all good rests and I
guess we probably sell an equal num-
ber of each.” “Which one do you
make the most money on?” I then
asked. He turned to me with a puz-
zled look on his face and said, “I don’t
know, I never thought to check that
out.”

Here is a man that spread his
inventory investment out over a wide
selection of rests meaning he proba-
bly limited his opportunity to take
advantage of quantity buys and
therefore reduced his potential profit
margin. It also took him additional
time to explain the differences

between the rests to the customer
which resulted in more time spent
per sale with no additional return.
Now while all of that is bad enough
the most important point is that he
did not know which one of the rests
gave him his best profit margin. Then
I asked him if all of his rests sold
equally well why not just sell the ones
that gave him the greatest profit mar-
gin or ROI. His response said it all
when he said, “You know. That’s a
heck of a good question. I never
thought of it like that before.”

About a year later I stopped into
the same shop and as I walked
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This feature from a retail management system is used to create a bar chart to compare
the sales activity of each class to visibly identify the weakest to strongest sale activity.
During the optional step the user can select what type of sales to compare (period-to-
date, month-to-date, year-to-date or previous year), the colors for the bars, and the
number of columns to print per page. It is easy to identify the class of items and their
sales versus cost at a glance. While this example is fishing based it can be customized to
fit any application. Reducing sales data to simple charts is a quick and easy way to keep
track of your business and spot trouble and take corrective action. (Chart courtesy of
ARS Business Solutions.)
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through the door the owner grabbed
me by the arm and partially dragged
me into his office. He pulled out a
series of charts which showed at a
glance his volume of sales per item
and the resulting profit margin.
“Since you asked me which of my
arrow rests I make the most money
on I started to look at everything in
the shop,” he explained excitedly. “I
reviewed my entire inventory and
looked at numbers sold and the actu-
al profit margins generated. I elimi-
nated some items, increased the
numbers of others and readjusted my
profit margins to maximize my ROI. I
have increased my gross profit mar-
gins and am actually making more
money with less effort. I don’t know
why I didn’t think of this before?”  I
guess the answer is simple. Like many
people the dealer in our example was
so worried about staying in business
he forgot the answer was to make
more money on the same amount of
sales.

“Any business with $250,000
gross sales and over needs a business
operating system to track trends, con-
trol inventory, as well as to automati-
cally monitor cost and pricing,” sug-
gested Rod Helland, Sales Manager
for ARS Solutions. “A fatal mistake
many retailers make is assuming that
just because their inventory is mov-
ing they are making money.”  

To illustrate exactly what Helland
means let’s look at the following
example. Let’s assume you have a
sight on the shelf that you are buying
for $36 and selling for $60. Using the
formula previously explained this
means you are making a 40 percent
profit margin. Let’s also assume that
you have 15 units on the shelf and
another 15 arrive just as the selling
season is really getting busy. As often
happens let’s say the wholesale price
on the new sights has increased from
$36 to $40 each and you fail to catch
the increase and mark the new sights
with the old $60 price. Your profit
margin on the new sights has just
been reduced from 40 percent to 33.4
percent. 

However if you had caught the
increase and marked the new sight up
in accordance with your desired prof-
it margin of 40 percent the new sell-

ing price would be $66.66. The inter-
esting thing is you still have 15 sights
in inventory that were purchased at
the old price of $36. If you mark these
sights up to the new price of $66.66
the profit margin on these sights now
becomes a staggering 54 percent on
the remaining inventory. 

If you did not change the selling
price and sold all 30 sights your profit
would be $660. However if you did
make the appropriate price change
on both the old and new inventory
and again sold all of the sights your
gross profit would have been $859.80
or a 30 percent INCREASE in overall
profit or $199.80 for the same amount
of work. Failing to keep your prices
current and in line with an acceptable
profit margin is like turning up the
thermostat and opening all the win-
dows. It just doesn’t make any sense.

“In order for small and medium
size shops to compete effectively they
really need a retail management sys-
tem,” Helland said. “Retail manage-
ment systems allow you to see at a
glance where your money is going to
and coming from. There are all types
of red flags, warning systems and data
control systems that can be cus-
tomized to suit the individual’s busi-
ness and understanding. A properly
designed system will make running a
business easier and allow the owner
to determine what makes him money
and what is costing him money.
Making the right decisions on inven-
tory and pricing is critical to any busi-
ness and it is made much easier when
you have the right information and
data to make those decisions at your
fingertips and that is exactly what a
retail management system is
designed to do.”

SUMMARY
If you are independently wealthy

and just enjoy archery and talking
about hunting then maybe owning an
archery shop and not paying much
attention to your profit margin is just
fine. However if you want to stay in
business, pay the rent, get your kid
the braces he needs and maybe sell
your business one day and retire you
have to make money. 

According to our present govern-
ment’s way of thinking profit is a dirty

word but nothing could be further
from the truth. There is nothing
wrong with making a fair profit.
Remember if you truly care about
your customers the best thing you
can do for them is to stay in business
so you can give them the help and
service they expect and deserve for
years to come. But to do that you
need to be able to pay the bills and
stay on solid financial footing. Take
the time to learn more about the prof-
it margins you need to operate your
business and the retail management
systems that can help you do it effi-
ciently. Get the price right and you
may just get what is behind Door
Number One —- Success.

Editor’s Note: In addition to his
planning and write duties with
ArrowTrade, 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 Acorn Lane,
Duncansville, PA 16635, by phone at
(814) 695-5784 or by email at
kasun@atlanticbb.net.
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Istarted shooting “SPOTS” indoors in 1958 or 59.  Every
Sunday in the winter our club, the Seven Mountains
Archery Club, shot the old Chicago Round at about 15

yards on the second floor of the Milroy, Pennsylvania, Fire
House. Maybe some of you remember that round where
the gold was scored as nine, the red seven, etc. I can’t
remember if I ever shot a perfect “54” on an end or not – I
was only eleven or twelve and was happy just to be shoot-
ing … and finding all of my arrows. I did like winning tro-
phies, however, and still have them in a box in the attic.

My Dad and I would leave home after church, pick up
Clyde Bender and Harry Heikes and head off to Milroy
about twenty miles north on Route 322. As I recall there
was always food there for lunch and lots of really nice peo-
ple to shoot with. Those were great days but, alas, the club
no longer exists … but the memories sure do. 

My love of shooting indoor “spots” still hangs on after
all these years. After all, it’s in the winter that you get to
focus on just you, your bow and a target face. Under these
controlled and near-perfect conditions you can work sys-
tematically to improve your form and check your progress
(or lack thereof) by the scores you achieve. Shooting at that
constant distance of 20 yards, under about the same light-
ing everywhere and using the same size target face allows
you to compare any one of your rounds to all of the other
rounds you shoot: You don’t always get that when you’re
shooting field, target or 3-D archery.

Shooting the indoor rounds and tournaments is good
for you because, with conditions ideal, you can focus on
your form and mental game. Those archers that avoid it or
think that it is a waste of time are missing out on a very
important learning opportunity: You can learn about you
and your equipment!  That gets us to this article. What
about the equipment? What’s it take to shoot well indoors?
What’s it take to “REPEAT” your performance precisely at
20 yards? What’s it take to build a reliable bow so that when
you do get outside in the spring you can shoot that same
score at triple the distance at a target face that is triple the
size?

BUILDING THE RELIABLE INDOOR BOW
When arrow speed is not an issue what characteristics

do you look for in a bow? As mentioned in the paragraphs
above the main objective of shooting indoor archery is to

perfect your “REPEAT PERFORMANCE” capability.
Selecting a bow and its accessories with certain design
characteristics is essential to succeeding at this venture so
here is my take on what to choose for an indoor bow setup.
For good measure, I’ll also pass along what some of the top
pros were shooting at the 2010 Lancaster Archery Classic
Tournament held just a few days ago.

THE INDOOR BOW: I like my indoor bow to be at least
40 inches long. It takes that for me to get my 31 inch draw
length. It should be obvious that speed is not a concern for
shooting a still target at 20 yards so short, fast bows aren’t
necessary (But you can still use them). The longer axle-to-
axle distance on a bow has a greater string angle at the

Shooting Indoor Spots:
What It Takes in 2010 
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Shooting indoor spots at the Lancaster Archery Classic requires
a high degree of “repeat” performance out of you and your bow.
Scoring the x-ring as 11 points places the burden on the shooter
to work hard to get a setup that groups well at both long and
short range. Congratulations to Erika Anschutz and Reo Wilde for
doing just that at the 2010 LAS Classic.

By Larry Wise
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nocking point and allows the peep to be closer to your eye,
and that’s something I like. These days long means about
40 inches from axle to axle.

To achieve the best aiming stability you should equip
your indoor archers with deflex or straight handle bows.
This design feature allows the grip in the handle to be for-
ward of (closer to the target) or in-line with the limb ful-
crum points so that your bow hand is pulling those ful-
crum points toward the target instead of pushing them as
is the case for a reflex handle where the bow hand is on the
opposite side.

The grip location should be in the vertical center of the
handle. Many short handles have grips below center in
order to create a 6 to 7 inch high sight window. These han-
dles shoot fine but are a little top heavy and must be stabi-
lized properly to get the best balance for accuracy. The cen-
ter grip handle is well balanced between the top and bot-
tom and is easy to stabilize with a single front stabilizer and
maybe a small weight on the side opposite the bow sight.

Not many companies are making pure round wheels

anymore either but they really are great for shooting
indoor archery. Instead, they are making cams with a hard
“stop” built into the end of the draw stroke. Virtually all
compound bows have the hard wall or stop design unlike
the bows back in the eighties. 

From my experience coaching beginners and interme-
diate archers I can point out here that most of them have
difficulty learning to shoot against the stop; they don’t
think so but they do. This difficulty emerges when they hit
the cam-stop and how they manage from that point on in
their shot sequence. Most, 70 percent, have the draw
length of their bow set too short, which results in these
shooters drawing until they feel the bow hit the “stops” and
then improperly “squeeze” into the short draw length. In
this “squeezed” position they generate far too much mus-
cle tension at full draw and, consequently, are subject to
excessive inconsistency that high tension creates.

The best way to handle this situation is to set the draw
length so that the archer reaches full-draw-position first.
Then and only then should these archers be able to feel the
cam-stop. This technique generates far less muscle tension
and allows the beginner or intermediate to execute the
shot with the proper amount of muscle tension in only the
muscles needed, not every muscle in their body.

Again, this is where you as a dealer must stress form
first and encourage your indoor archers to use and proper-
ly adjust equipment that will help them establish and
develop good shooting form. Getting the draw length cor-
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The PSE Money Maker is a proven winner on the pro tour over
the past several years. Sales representative Lance Irvin holds the
most recent edition of this deflex handle target bow at the 2010
ATA Show.

The new Hoyt target bow for 2010 is the Contender Elite held
here by sales rep and well known pro Tony Tazza. Equipped with
the Cam & 1/2 Plus this bow features a 7.75 inch brace height and
41.25 inch axle-to-axle length. Congratulations to Tony for finish-
ing fourth at the recent Lancaster Archery Classic.
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rectly set for them is critical to shooting consistently.

STRING MATERIAL: Most indoor shooters are using
string materials like BCY Dynaflight 8125 and 452X for
their bow strings these days. These materials have low
stretch characteristics and high durability, which makes
them perform consistently. They are also faster but don’t
let that be your guide to selecting string material. The top
priority for everything we do in bow tuning and bow build-
ing for indoor archery is to optimize arrow groups in the
target. I use 452X for my PSE MoneyMaker cables and 8125
for the bowstring. This combination is the one that pro-
duces the best groups out of this bow. I know because I
tried all the combinations last summer and the differences
were dramatic. 

Try different string materials until you get the best and
most consistent groups. I suggest doing this at 40 yards for
your indoor setup. I stress this testing with all of my
archery students: Test your indoor arrows and setup at 40
yards because if you don’t get good groups there, you won’t
get them at 20 yards either. Let’s face it; your indoor score
is not built on what happens on your best shots. Nope,
your score is built on what happens on your ten worst
shots and if your setup is packing tight groups at 40 yards
then those ten worst shots during an indoor round will
have the best chance of hitting the X-ring.

Not only must you get the string material working
consistently but you must also get the nock-fit right.

You must help your shooters get the string and serving
combination that fits their nocks properly so that the nock
snaps on but returns to its original shape and slides up and
down the string with a little push. The nock is too loose if it
slides freely on the string and too tight if the nock “ears”
remain spread apart after it snaps on.

I find that 20 strands of Dynaflight 8125 with #18 or

#20 center serving fits most .098 inch nocks just right.
Building your own strings is a real bonus when it comes to
getting the right nock fit; if it is not right you can change
the serving diameter or add/subtract some strands to a
remake. 

BOW GRIP DESIGN: The archery shot begins and
ends with bow hand placement on the bow grip! The bow
hand is the first body part to contact the bow and remains
in contact with the bow as the arrow leaves the bowstring
and crosses the arrow rest.  That makes the bow handle

grip section a vital component because if the hand
cannot be placed on the grip in a torque-free position
then consistency and accuracy are compromised.

As a coach you, the dealer, must teach that the
bow hand must be placed on the bow grip as if the
archer is making a “stop” sign toward the target. This
allows only the thumb pad to contact the bow grip
and positions the knuckles at a 45-degree angle to the
handle. When the archer learns to completely relax
their fingers then, and only then, can they have that
torque-free hand placement that results in maximum
shooting consistency.

When the large knuckles of the hand are at a 45-
degree angle it should be obvious to everyone that
the index finger knuckle is higher than the thumb
knuckle. The question now becomes “Does your bow
handle grip design accommodate your hand anato-
my?” From what I see in current bow design almost
all of the manufacturers are aware of proper bow
hand fit and have designed the grip section so that

Martin Archery has a long-standing tradition of target
bows well suited to indoor shooting. Scott Starnes used his
Scepter 4 to finish seventh at the LAS Classic. The Scepter 4
has a 7 inch brace height and is 37.5 inches axle-to-axle.
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The newest McPherson by Matthews bow shoots well but does-
n’t fit the traditional mold of an indoor bow. John Weibley of the
Keystone Country Store holds the McPherson Monster on display
at the Axion Archery booth at the ATA Show. Jeff Hopkins used
this bow to finish third at the LAS Classic and plans to use it to
shoot 3-D as well.
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the arrow shelf on the index finger side is elevated com-
pared to the thumb’s side. In many cases the index-side
shelf is also angled upward more toward vertical.

With the amount that has been written about proper
bow hand placement over the past ten years there is no
excuse for a company to make a poorly designed grip sec-
tion. Guide your customer/student to a handle design that
properly accommodates the bow hand and they (and you)
will reap the benefits.

DRAW LENGTH: Getting the draw length correctly set
is the first big step in bow tuning. So when is it right? On
this point it’s important to remember that a shooter’s full-
draw position determines the draw length he or she needs
from the bow. So, how do you know when its right? The
standard I always use and recommend is simple; the
archer is in proper full-draw position when his or her
drawing forearm is directly behind the arrow. The drawing
arm must be an extension of the arrow to ensure the prop-
er shoulder, shoulder blade position and transfer of the
“holding” into the back muscles. If not, then the body will
perform inconsistently and scoring will suffer.

Drawing short may feel good for a few days or a few
weeks but eventually the added arm muscle tension need-
ed to shoot a short-draw bow will take its toll on perfor-
mance. The same is true for shooting a bow that is too long.
For the best long-term results, get the body position cor-
rect first and then make the bow’s draw length fit the
shooter. It’s all about REPEATING your performance and
using the optimum amount of muscle tension in the right
muscles is how to achieve this. Not too light, not too heavy,
just right!

THE SIGHT PICTURE: A very important part of indoor
archery is the visual image you have of the target. It must
be clear, magnified enough to show aiming stability and
the proper amount of the target. If any of these attributes is
missing you won’t see the tar-
get well enough to get comfort-
able and consistent.  Don’t for-
get that each archer has a dif-
ferent “comfort” level for his or
her sight picture. Some can
handle more magnification
while others cannot so encour-
age your shooters to experi-
ment with different magnifica-

tion scope lenses.
Clarity comes from choosing a quality scope lens with

6 or 7-power magnification. What I recommend is the lens
magnification that shows the red and gold of the 40 cm
indoor target or blue and white rings on the NFAA five-spot
target. If all you see is the gold you have too much magni-
fication and you’ll see too much of your movement, get
over-anxious and over-stressed about aiming; it interrupts
your comfort zone. If your lens magnifies too little you
won’t be demanding enough with you’re aiming. 

Some archers like to use a power peep to attain clarity
but I have found that this extra lens in the peep sight allows
too little light to pass to your eye and can be a disadvantage
in many low light conditions. I know many people who got
to that big tournament only to find they couldn’t see the
target. It’s best to prepare in low-light conditions when set-
ting up your scope and peep combination. Get it right for
low light and you’ll be prepared for any tournament situa-
tion.

A second pitfall archers encounter is choosing a peep
aperture that is too small. Again, this reduces the amount
of light coming through the sight system and makes it dif-
ficult to see in low light. For that reason, I never use the
smallest peep available. I recommend the next larger size,
3/64 inch, combined with the magnification and anti-glare
lens coating that gets the clarity you need for indoor
archery. 

The reticle choice is always a simple one for me, the
circle. I’ve tried the dot and others but my eye naturally
centers the circle around the gold so I recommend it to
everyone. I like the circle large enough to fit around the
outside of the nine-ring so I can see through it to the gold
or white center spot. The aiming circle reticle allows me to
see any aiming drift in any direction and the older I get the
bigger the circle I seem to need. 

I never aim at the ten-ring, I look through my aiming
ring to the gold and the ring seems to center itself. I think

The grip section of any bow is
critical to how well the archer
interfaces with the bow handle.
The knuckles of a properly placed
bow hand will be at a 45-degree
angle to the handle making the
index knuckle higher than the
thumb knuckle. A good grip
design will have an elevated
arrow shelf (on the left) to allow
space for this knuckle and avoid
the torque caused by excessive
knuckle contact.
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