
From a distance, you might
think Excalibur Crossbow is a
bit behind the times. While just

about every other crossbow manu-
facturer promotes its compound
models, this Canadian firm still
insists on offering only recurves.

Yet look closer, and you’ll see that
over the past 27 years owners Bill and
Kath Troubridge have helped build
Excalibur into a powerful brand by
keeping the crossbows simple, light
and reliable.  Their 37,500 square foot
factory in Ontario serves legions of
Canadian hunters as well as a grow-
ing U.S. market through distributors.
With a new American business part-
ner in place, excise tax issues will no
longer complicate sales to U.S. retail-
ers. That’s a good reason for
ArrowTrade to help its readers learn
more about this unique company’s
past, present and future.

I started by asking Bill when and
why he decided to get into the busi-
ness of building crossbows.

“Back in 1982 I was working as a

machinist in northern British
Columbia and because of the reces-
sion at that time the factory I worked
for was shut down,” Bill explained.
“We moved back to Ontario where
Kath and I were from and things were
dismal there too and it was apparent
that no jobs were available.  Over the
years I had designed and built my
own crossbow because there were no
decent hunting crossbows at the
time, and since friends had been ask-
ing if I could make them one I decid-
ed it might be possible to make a few
bucks making crossbows till a real job
came along.  We scraped together our
savings, bought a few basic
machines, and set up shop in an old
pig barn that we rented for $100 a
month.”

It may have seemed a big gamble
for a young couple to take, but in fact
they already had a number of skills
they could use in their new business.

“The reason for starting Excalibur
was simply that it was a focal point for
our experience and skill set,” Bill con-

firmed. “Let's face it, I was out of
work, I had experience in building
muzzleloading firearms, I had experi-
ence as a machinist, and I had
worked in sales at a previous job.
Kath was well versed in running a
small business from her work experi-
ence, and had accounting skills.  On
top of this I had designed a superior
trigger system to anything on the
market at that time.  We would have
regretted it for the rest of our lives if
we had let that opportunity go.”

Bill had built and competed with
muzzleloading rifles, and knew how
important a good trigger was to accu-
racy in that sport. Crossbow triggers
posed their own special challenges.

“In crossbows, due to the long
‘lock time’ created by the slow accel-
eration an arrow goes through when
shot, trigger pull is everything if you
expect accuracy,” Bill emphasized. “At
the time we started, the best cross-
bows made still had horrible, cheaply
built triggers.  The light, crisp trigger
system we used was far superior and

Recurve Crossbow Expert

Bill Troubridge holds an early wood-
stocked model as a current version sits on
his desk. While materials and manufactur-
ing techniques have changed dramatically
since he and wife Kath founded the busi-
ness 28 years ago, they’ve insisted on
sticking to the recurve design and have
opted not to include features like automat-
ic safeties and anti dry-fire devices. The
simplicity and reliability of these cross-
bows is emphasized in a new marketing
theme we are highlighting below.
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effectively the ace in the hole that got
us through the first challenging
years.”

Those early Excalibur models
were powered by fiberglass limbs
built by Daco, a major supplier of
crossbows to the Canadian market.
When that firm folded in 1985, it
could have stopped a less resourceful
team.

“The Daco limb was by far the
best available in 1983 and 1984,” Bill
said, “but it had built in reliability
issues due to the amount of hand
grinding that was used to manufac-
ture it.  A good one was great, but a
bad one was doomed in the manufac-
turing process.  If Daco hadn't gone

broke in 1985 we would probably
have taken the easy road and contin-
ued to use their limbs indefinitely.
When they went under we thought
we were done since we had several
hundred crossbows ready for assem-
bly that used their limb design and
they were no longer available.”  

“After the crying and gnashing of
teeth was done we pulled up our
socks, invested everything we had
previously made, and with the help of
some prominent composite compa-
nies we designed, tooled, and tested
what was fundamentally the same
limb that we use today.  In the end it
was a painful process, but it forced us
to build a better limb and helped to
assure our success. I always say
‘everything we live through makes us
stronger’ and what happened with
Daco puts a shine on that old saying.

I just wish the ‘living through’ part
wasn't such a painful process!” 

I have seen how Excalibur limbs
are built with a combination of pul-
trusion and compression molding
techniques. It allows for a uniform
number of glass strands to be in each
limb, stretching the full length from
tip to butt. The Daco limbs were sin-
gle piece and mounted below the
stock, which put a lot of pressure
between string and track. The indi-
vidual Excalibur limbs are mounted
at the optimum height and angle. The
same limb is used on all the compa-
ny’s hunting weight bows, with differ-
ent draw weights produced by draw-
ing it back different distances. It may
seem odd that a Vixen II with 150
pound draw is powered by the same
limb used on the 225 pound draw
Equinox and ExoMax, but it makes
perfect manufacturing sense to this
firm.

“Yes, by doing it this way we sim-
plify tooling issues, inventory control,
and service,” Bill maintains. “We
strongly believe that the only way to
beat the threat that the Chinese
plague imposes on our industry is to
manufacture as efficiently as possible
with a minimum of labor involved
and this type of efficiency helps us to
compete in a very challenging mar-
ketplace.”

Posts Impressive Growth
By Tim Dehn
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When Excalibur Crossbow needed a place
to start manufacturing, it leased space in
this pig barn. The next base of operation
was a home, complete with leaky base-
ment. As sales increased, the first commer-
cial space was leased.

In 2002 Excalibur moved into a new plant designed for crossbow production, in an
industrial park in Kitchener, Ontario. That allowed it to centralize operations and gave it
the space to bring in the first machining center. Subsequent expansions to the plant have
brought it to 37,500 square feet, the most that can be accommodated on that lot.

Excalibur’s
newest crossbow is
the Axiom.
Weighing just 6
pounds It offers a
175 pound draw
weight and shoots
up to 305 fps if you
equip it with an
optional Flemish
style Dyna Flight
string and use a
350 grain arrow.
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After developing this versatile
limb the next major upgrade to the
design was to get away from the wood
stock and forend, something other
crossbow manufacturers in the U.S.A.
were already doing.

“In 1992 we felt threatened by
some of the changes in the crossbow
industry. As well, we had reached a
‘critical mass’ where we felt that the
tooling costs to make this jump were
more than compensated by the
increased precision an aluminum
and composite stock provided,” Bill
explained. “Up till then we made our
stocks largely from wood, and the
lack of precise machining options,
swelling and dimensional change, as
well as cracking issues made our life
pretty difficult.  The increased preci-
sion that the composite/aluminum
stock gave us helped us to expand to
fulfill the expanding market.  The Exo
design from 1992 still remains the
keystone of every crossbow we pro-
duce today.”   

In 2007 Excalibur added a round-
ed, thumbhole style stock so cus-
tomers could choose between mod-
els that use that stock and those
based on the slab-sided polymer
stock. Many customers appreciated
the modern look and feel of that
thumbhole  stock, Bill commented.
“It gave our product line variety and
has proven extremely popular, but
that said I still hunt with a traditional
style stock on my personal crossbow.”

Producing modern crossbow
stocks require very large injection
molding machines, so just about
every manufacturer has them molded
outside their factory using tooling
they own. Some major crossbow
firms have other components pro-
duced by vendors as well, preferring
to concentrate their resources on

assembly, design and marketing.
Excalibur functions more like a large
compound bow manufacturer, pro-
ducing components in house and
then assembling them into the fin-
ished product.

“Virtually every part on our cross-
bows are produced in our plant in
Ontario,” Bill confirmed. “We used to
hire machine shops to produce most
of our crossbow components and we
only did relatively uncomplicated
machining processes plus assembly.
That method of manufacturing led to
a lot of issues with different manufac-
turers making parts that didn't quite
mesh with each other and assembly
was a horror story.  On top of that we
paid big money for shop time and
were constantly trying to tease parts
from shops who were behind on our
orders.”
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Friendly and outgoing, Kath Troubridge
was a natural to head up sales and cus-
tomer service in the company’s early days.
Her husband encouraged her to take up
hunting, recognizing that her enthusiasm
and success in that field would give an
even better rapport with Excalibur dealers
and crossbow owners.

Brian Hackbart helped transform
Excalibur into a full-fledged manufacturer
whose in-house manufacturing capability
helps it control cost and quality. At right,
Hackbart holds barrels for different models
that use the same extrusion profile that is
then finished for dramatically different
power strokes. Excalibur crossbows are
designed so many other parts are inter-
changeable, giving production a hand in
keeping up with sales.
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So what are you waiting for? Simply visit www.heaterbodysuit.com - click on
“dealer info” and enter password “LOST” for Mathews dealers or “PREDATOR” for all other
dealers, to view all the information you need to start selling the Heater Body
Suit - TODAY! Or, call 1-888-565-2652 to speak with a sales representative!

EVERY Suit includes SilverScent® Triple-X™ —
specially formulated for the HEATER BODY SUIT!
Stay Warm AND Scent-FREE!

1. The Heater Body Suit is the FASTEST
Growing garment in the hunting industry!

2. Our sales display helps the suit sell itself and
is included with your order. Each display uses less

than 3 cubic feet of floor space!

3. It’s the #1 solution to the age-old problem of staying
warm on stand. While you may not normally sell
clothing, the unique qualities of the suit make it a
profitable addition to your store at a time of year when
typical archery equipment sales are slowing down!

4. RISK FREE! Qualified shops will be credited back for any inventory
not sold by season’s end! No Strings…you’ve got NOTHING to lose!

5. Support the American Work Force! We proudly make the Heater
Body Suit right here in the USA!

www.heaterbodysuit.com • Heater Clothing Inc. • 14302 Pigeon River Road, Cleveland, WI 53015 • Telephone: 888.565.2652

8.125x10.75
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“In 1998 we   brought
Kath's brother, Brian
Hackbart, into the com-
pany from an aerospace
corporation,” Bill contin-
ued. “Using his expertise
we took a chance and
brought in one CNC mill
and suddenly our assem-
bly issues dropped to
near zero.  Not only that,
but surprise of all surpris-
es, we made money!  We
now own 10 CNCs and
the increased efficiency
they provide has been a
godsend to both our
products and our bottom
line.   The precision that
now goes into every bow
is really outstanding and
every part meshes per-
fectly with the rest of the
components.  Bottom
line here is that we make
a better product, have an
easier job with assembly
and warranty, and
increase our bottom line
by doing our own
machining in house.”

I visited the Excalibur
headquarters at 2335
Shirley Drive, Kitchener,
Ontario back in 2003, to
prepare an ArrowTrade feature mark-
ing the firm’s 20th anniversary. But
that custom-built structure has seen
many changes in the ensuing years.

“We moved into our own facility
in 2002 because the mish-mash of
separate units we were working in at
the time was sapping our efficiency
and we needed more room,” Bill

recapped. “We moved into the
facility and almost immediate-
ly increased size by adding a
mezzanine.  Within a few more
years another 8,000 square feet
was added and last year we did
another 13,500 square foot addition
which maxes out our lot at 37,500
square feet.”

“Raw material enters mostly
through the rear of the building,
where our warehouse and the
machine shop is located,” Bill
explained. “As you move towards the
front the next segment is basically
light assembly, gluing etcetera, and
the next section is used for final
assembly and packaging plus ship-
ping.  Our offices are located at the
very front near the road.  The only
segment not covered by this is the
fiberglass room which is under a sep-
arate heating and cooling system and
kept at a slightly lower air pressure
than the main shop for environmen-
tal and safety considerations.”

Along with the growth in the fac-

Metal components machined at the plant may
start as long extrusions that come in over the rear
shipping dock, here carried by a forklift piloted by
Pat Anthony. Above, John Phillips cuts this riser
extrusion to length and then stacks them (below)
for transfer to the machine shop. At left, chips fly as
a riser is being formed inside one of the company’s
10 CNC machines.
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tory has come growth in the executive
team. “Kath is the Grand Poobah who
actually sits in the middle of the web
to keep us in business,” Bill said. 
“I handle media relations and prod-
uct development. Brian Hackbart,
Kath's brother, is VP of Operations.
Carolyn Benyair is Kath's sister, the
CFO and we brought her in to handle
all things accounting six years ago.
Rob Dykeman is our Director of Sales
& Marketing.”

The expansion of the manage-
ment team hasn’t changed one thing,
the firm’s commitment to the recurve
design. “For 27 years we have been
asked why we don't bring out a com-
pound style crossbow,” Bill said. “We
actually were involved for several
years with Bear and a joint project
involving a crossbow back about ten
years or so, but we found that having
a compound style crossbow in our
line diluted our message with the
recurve line and when Bear gave us
the excuse we needed to drop the
project we did so happily.”

Bill believes competitors have
introduced recurve models because
they’ve seen Excalibur sales grow. But
he said they face a mirror image of the
problem Excalibur had when it was
promoting a compound model built
in partnership with Bear Archery.
“How do you sell recurves when you
can't sell against the compound
crossbows that constitute your core
business.  Why do we continue to sell
recurves exclusively?  Simply because
of the fantastic reliability that their
simple design creates, their light mass

weight, and the fact that they are
inherently more accurate than com-
pounds because they cannot go out
of tune.  On top of this they are easily
capable of taking the largest game on
the planet and are comfortable for
the average human to use. Our new
ad says Excalibur makes ‘The four
wheel drive of crossbows.’ Enough
said.”

Bill has proven the effectiveness
of Excalibur’s recurve design on big-
bodied Canadian deer and moose as
well as on large African game.  “The
dangerous game thing started out as
a way to showcase our recurve cross-
bows and convince the public that
they have plenty of power for any-
thing they could want to hunt, but it's
turned into a bit of an addiction.
Kind of like eating Jalapeno peppers I
suppose, at first it seemed challeng-
ing, then you get to crave them.  I got
to like the adrenaline that goes with it.
One day I'll revisit the elephant thing,
it was by far the most demanding of
lion, buff, and elephant, and the most
dangerous, but it certainly was an
adrenaline rich experience.  If I get to
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Tumbling with an abrasive media
removes the sharp edges from freshly cut
components before they are sent out to be
anodized or to receive a camo finish.
Pictured above is Glen Hackbart.
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do it again though, I want to get back
to my roots and do it with a large cal-
iber flintlock and round ball.”

Crossbows do better with certain
broadheads, Bill believes, and after
years of testing and recommending
particular styles the company
designed its own. “We didn't want to
get into the broadhead business, but
we realized that when you get past
the 300 fps mark replacement blade
broadheads didn't fly well on cross-
bows.  We did a ton of testing with
some very reputable manufacturers’
100 grain heads, and truly good flight
wasn't possible at longer (40 yard)
ranges.  When we tried increasing
front of center balance by using a 150
grain weight with the same small
three blade designs that we tried at
100 grains, accuracy improved dra-
matically.  At first we encountered
some resistance to the 150 grain
weight, but now customers seem to
be getting it and sales are brisk.  Our
heads are produced exclusively for us
by Sullivan Industries in Georgia.”

Speaking of weight, I asked Bill if
there were any plans to introduce
lighter, more compact crossbows by
Excalibur. “Good question!  I'll give it
a ‘maybe’.  Our crossbows are pretty
light and we have another 8 or 10
ounces that can go without dramati-
cally reducing performance, but I'm
not convinced that the alterations will
improve our customers’ acceptance
and to some degree too light is a neg-
ative.  As far as making our crossbows
more compact, recurve will always be
recurve, and the pay-back for the light
weight, reliability, and accuracy will
always be width.  We have considered
reducing width in our lower perform-
ing models, but as far as the 200 to
225 pound bows are concerned I
can't see it happening.”

Excalibur’s Growing 
U.S.A. Presence

I turned to Kath Troubridge, Bill’s
wife and business partner, with ques-
tions on Excalibur’s impact on the
market south of the border.

“We sold to the U.S. market from
Day 1, but our first serious efforts
started in 1992 when we brought the
Exo series to market.  The U.S. market
has been a battle for us, largely
because of the Federal Excise Tax sit-
uation.  For years we paid FET
through Horizontal Archery, our U.S.
warranty station, but a few years ago
the IRS audited one of our dealers
and made them responsible for FET
which we had already paid.  We were
told that the hundreds of thousands

of dollars we had paid in the past was
not valid (funny, they didn't offer to
pay it back) and we were unable as a
foreign company (yes, Canada is a
foreign country) to pay the FET.  This
effectively reduced our sales to the
few dealers and distributors who
were willing to pay the tax themselves
and that put a bit of a crimp onto our
marketing efforts.”

Having that hurdle at a time
when more states were opening up
crossbow seasons was frustrating to
Rob Dykeman and other members of
the sales team, Kath said. They didn’t
think introducing new crossbow
designs was as important as finding a
way for Excalibur to pay the FET (as
domestic bow and crossbow manu-
facturers do) so any U.S. retailer

Unlike most of its competitors in the cross-
bow business, Excalibur Crossbow molds its
own limbs. Steve Langdon demonstrates how
fiberglass strands are drawn from multiple
spools and are coated with resin before enter-

ing a mold that uses a combination of
heat and pressure to form a twin set of
limbs. The limbs are sawed through the
center. After some shaping is done to
the tips and butt ends they can be sent
out to receive a camo finish. At left, dec-
orated limbs have been bolted to the
risers and then strung. Amazingly, this
single limb design works for all the
hunting weight crossbows. The higher
draw weights are achieved along with
the longer power strokes of the higher
performance crossbows.
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could order Excalibur crossbows
direct or through distributors without
tax concerns. 

“So, for the last two years Bill and
I did a lot of research and decided

that we were over our heads trying to
set up an U.S. Corporation to handle
the FET,” Kath said. “We have now
found an investment partner  who
thinks the way we do, has the same

business ethics as
we do, and sees
the same goal as

we do. We brought them to the table
to set up an U.S. corporation.  Bill and
I are still very much financial owners
of Excalibur and very involved in the
business but we now have the exper-
tise to grow the U.S. business part, to
open the doors so all of North
America can have access to our prod-

OMP Products Distributed by:

800.822.8728 / EllettBrothers.com

800.356.2209 / HHarchery.com

800.225.0903 / JakesArchery.com

800.366.4269 / KinseyArchery.com

800.727.3462 / PapesInc.com

Measures Peak Weight & Holding Weight 
with .022lb. Accuracy.

For ease of weighing Arrow Shafts, 
Field Points, Target Points, Nocks, 
Inserts & Arrow Components.

3, 086 Grain Capacity
.2 Grain Accuracy

Bill Troubridge designed a crisp, light trigger action that could
safely hold the high weight of a recurve limb crossbow, which
unlike compound models does not let-off to a lower holding
weight. You can see Kevin Hackbart and Dan Hackbart working on
trigger assemblies at the Excalibur plant. With no anti dry-fire
device to contend with, Excalibur hunters can use a rope-style
cocking aid to safety uncock their crossbow at day’s end.

Tony Howe mates the stock to the barrel containing the trigger assembly.
This is one of the final steps before packaging since the dealer will attach
the limb assembly using a single large bolt.

While Excalibur Crossbows used a film dip
finish in earlier years, the company found
it got better definition overall and longer
life on the limb camo by using the
Kolorfusion process which bakes the color
into the components. In the photo above,
Kevin Hackbart holds a camo thumbhole
stock while Fraser McKenzie holds one as it
comes from the injection molding plant.
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ucts. Now that we have solved that we
are looking forward to offering our
quality product to every U.S. dealer. ”

The change was effective for

2010, and Kath said while it hasn’t
hurt the amount of business
Excalibur does through the major
U.S. distributors, the firm has seen a

definite increase
in dealer orders
placed though
buying groups.

As you
might expect,

Kath said Excalibur is a very strong
brand in Canada, particularly in the
home province of Ontario. “We have
tried very hard to keep the Excalibur
brand strong in Ontario for many rea-
sons.  It is our roots, where we started,
our dealers have supported us for 27
years and our end users have loved
the product and continue to promote
our product to their friends and fam-

ilies.  Every year
we think, “Have
we saturated
Ontario?’ but
every year there
are over 11,000
new hunting
licensees who go
through the
hunting course
here and have
an opportunity
to hunt with a
crossbow.  We
hope it will be an
Excalibur since
their dad, grand-
father, mother,
sister or brother

y.

Today camo is made in China. They add

brighteners to enhance the colors of the

camo cloth. Research at the Univ. of GA,
has proven that deer see brighteners

as a "Blue UV Glow". Deer see

UV-Brighteners right through your

camo pattern. Deer see "Blue UV-

Glow" better than we see blaze orange!
This UV Glow can be fixed by treating

with UV-KILLER by Atsko and continued

washing with SPORT-WASH which
contains no brighteners.

1.800.845.2728 www.atsko.com

• First, wash it in SPORT-WASH  to

open the dye-sites 

• Then treat it once with U-V KILLER.

• Now You understand sight control.
DON'T HUNT WITH A UV-HANDICAP.

Rob Dykeman, the vice president for sales and marketing, is shown
with a black bear he shot in Ontario during the fall hunt. Dykeman
likes to recommend dealers order an accessory package to sell with
each new crossbow. In the photo at right, Holly Dickson is packing
accessories in their colorful display box. Excalibur sells three differ-
ent accessory kits for its crossbows.
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probably also uses an Excalibur and
loves it.  Our crossbows just don't
break, they are like the Eveready rab-
bit, they just keep on ticking.” 

Crossbows have been legal in
Ontario for as long as archery seasons
have been in force, and Kath said one
study showed crossbow users
accounted for 55 percent of the bow-
hunters. “The same study found a
considerable number of bowhunters
in our home province used both hor-
izontal and vertical equipment,
depending on whim or weather con-
ditions to decide which to use on any
given outing.  Overall after 40 years of
crossbow use I can tell you that there
is virtually no animosity towards
crossbow users here and no tendency
for vertical hunters to consider cross-
bowers a lesser creature.”

I wondered if the availability of
moose hunting might be one factor in
the crossbow’s popularity in that
province, since crossbows allow peo-
ple with a wide range of physical abil-
ity to take large game animals. “I feel
that women can participate much
better hunting moose with a cross-
bow,” Kath agreed. “We can achieve
the heavier weights without stressing
our upper body.  We can be more
accurate especially when we are
hunting in the weather conditions
that northern Ontario gives us.”

“Like everywhere, in Ontario
crossbows tend to favor the less phys-
ically strong hunters,” Bill agreed.
“Young people, ladies, older folks, and
people with ability challenges.  That
said, I would expect that the vast
majority of Ontario crossbow hunters
are able bodied males who just want
to escape their busy lives and get out
in the bush and hunt.  The crossbow is
an excellent tool to achieve this end.”  

“We have done well in the rest of
Canada and besides the quality of
product and service we provide, I
think it is partly because Canadians
truly like to buy Canadian if they
can,” Kath added.

As strong as this brand is north of
the border, the U.S. has a much larger
hunting population. That means the
opening of new crossbow seasons
can have a big impact on Excalibur’s
sales, provided it can meet the
demand in a time-
ly fashion. 

“With growing
you get growing
pains,” Kath has
a c k n ow l e d g e d .
“We play a game
with sales and pro-
duction. Every
week sales asks
production at their
Tuesday meeting

how many back-orders do we have,
and so far production has won every
time in the last two years. Things have
been close but we have managed to
keep up to demand.  We are not afraid
to keep inventory, we understand the
seasonal market and that is very
important when running a business
for this industry.  Every year in
December we take a chance and base
our best guess on last years sales plus
an estimated growth rate, then crank
up the machinery to meet it.  Making
that kind of investment in building up
inventory can get scary, but our deal-
ers appreciate the fast service they get
whenever an order hits the desk.”

What Excalibur 
Offers The Retailer Today
Rob Dykeman is a five-year vet-

eran of Excalibur and I turned to the
director of sales and marketing to get
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PHOTO BELOW: Rob Dykeman (right) goes over sales figures with
Jason Beuermann. Excalibur Crossbow is in a better position to
capture more U.S. sales now that it has a distribution partner
south of the border. Orders still go into company headquarters in
Ontario. PHOTO RIGHT: Chief Financial Officer Carolyn Benyair is
tasked with overseeing the money side of this business, which has
the challenging task of growing in an archery industry where most
sales are concentrated over a few short months each year.

Bill and Kath’s dog Dusty is a frequent visitor to the office, and
as you can see, is always eager to help.
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a picture of the company’s current
line of crossbows and accessories. 

“Currently Excalibur offers 10 dif-
ferent models,” Dykeman said. “Our
number one selling crossbow in 2009
was our 225 pound Equinox. This
crossbow uses our thumbhole stock,
shoots up to 350 fps and comes deco-
rated in full Realtree AP camo.  Our

second best selling bow was the
Phoenix, a 175 pound crossbow with
a traditional stock shooting up to 305
fps. Third was the Vortex, a 200 pound
crossbow with a thumbhole stock
shooting up to 330 fps.”

Don’t look for automatic safeties
or anti dry-fire devices on any of
these models: Designer Bill

Troubridge is
not a fan of
them. “Bill is a
big believer in
Murphy's Law,”
D y k e m a n
explained. “By
e l i m i n a t i n g
more mechani-
cal features that
can potentially
go wrong we are
left with a
r u g g e d ,
d e p e n d a b l e
crossbow that is
going to work
the first time
and every time.
Besides, if we

had a anti dry-fire device we would
not be able to uncock our crossbow
without firing an arrow. Being able to
uncock our crossbow is a major sell-
ing feature. When you have to shoot
an arrow into the ground after hunt-
ing, you're going to lose or break
them or worse yet you will be alerting
every deer within 100 yards that
you're leaving your stand.”

The latest simple, reliable model
from Excalibur is the Axiom, which
Dykeman said he expects will take
over one of the top sales spots in
2010. “The Axiom uses a 175 pound
draw weight, shoots 305 fps and
comes complete with accessories at a
very affordable $550 retail price.
Traditionally our crossbows would
retail in the mid to high end market,
however this package now enables
consumers to  purchase an Excalibur
at a lower price point without sacri-
ficing any quality our customers have
come to expect.”

Excalibur offers accessories sold
individually but Dykeman said most
often dealers will do better buying
one of three accessory packages to go

Put Magnum Power behind your broadhead.™

US Pat. No.  7,115,055 - Other Patents Pending

*Up to $15.00 Mail-In Consumer Rebate on FULL METAL JACKET arrows.
 Limited time, visit www.eastonarchery.com/rebate for details. See AXIS Full Metal Jacket Arrows at www.eastonarchery.com Find us on You Tube & Facebook.

Kath Troubridge tries makes sure all the company departments are
working together to give customers the best products and service
possible. Here the co-founder is shown with Lucy Campoli, the
invoicing clerk.
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along with new crossbow sales. “I pre-
fer to sell dealers our complete cross-
bow packages. The major advantage
to selling our accessory packages is
we know the consumer is going to
receive the ‘Right Stuff’ to get the
maximum performance from his
Excalibur Crossbow. We have a very
broad range of accessories that we
have extensively tested and highly
recommend. A very high percentage
of consumer questions coming in to
us related to speed or accuracy are
related to them not using our prod-
ucts.”

“We currently offer three types of
packages,” Dykeman explained. The
‘Right Stuff’ package is a deluxe
package that includes everything the
consumer will need to shoot targets
or hunt big game.  The other two
packages are the Vari-Zone and Red
Dot ‘Lite Stuff’ packages; they are
sold with the crossbows as a more
affordable option.”

Vari-Zone and Red Dot refer to
two of four different sighting
options, Excalibur also offers an
inexpensive rear peep that’s com-
bined with a fiber optic front sight
and the firm offers a top-end Lumi-
Zone magnifying scope. Those
choices take into account varying
game regulations and help the cus-
tomer choose what he likes and can

afford.
“Our scopes make up the vast

majority of our sight sales,”
Dykeman said. “Our Vari-Zone
scopes are very unique; they allow
you to precisely compensate for the
trajectory of any crossbow shooting
between 250 and 350 fps for up to 50
yards in exactly 10 yard increments.
Our Lumi-Zone scope offers all the
same quality features but offers a
illuminated reticule for low light
hunting situations.”

“Scopes are more popular for
several reasons,” Dykeman added.
“They allow more light transmission
than peep sights or Red Dots so the
hunter is better able to see in low
light hunting conditions. They offer
magnification enabling the hunter to
better identify their target and third
our scopes use an adjustable speed
dial to compensate for your arrow's
trajectory, eliminating the need to
guess where to hold on target.”

If you’ve been watching the
Excalibur brand for the past several
years, you know the firm has been
placing more of an emphasis on
accessories and add-ons like cheek
pieces and stock extenders. Dykeman
said the simplicity and ruggedness of
the crossbows themselves mean they
don’t wear out or get outdated, a fac-
tor that has a limiting effect on sales

to repeat cus-
tomers. “Over
the past several
years we have
made a con-

scious effort to expand our accessory
line and improve the cosmetics of our
bows by adding full camo or different
stock designs to help encourage con-
tinual sales.”

What type of customer is likely
to buy an Excalibur? “Our research
shows us that a good percentage of
Excalibur sales are from first time
crossbow buyers coming from the
firearm & vertical bow markets that
have spent time to research cross-
bows rather than making an impulse
buy. That said we still receive a fair
number of buyers looking to
upgrade from their previous low
price point foreign made purchases.” 

I asked Dykeman if he was con-
cerned that foreign made crossbows
would come to dominate in the mar-
ketplace, due to their pricing advan-
tage. “There's no doubt that there is
a lot of inexpensive poorly made
overseas crossbows being sold strict-
ly on price. That's the nature of the
beast; every market has its price
points. At Excalibur we strive to
manufacture  the most accurate and
reliable crossbows making virtually
every part in our own North
American factory where we have 100
percent quality control.  We know
there are a large percentage of con-
sumers who are still willing to spend
the extra money to get a much better
quality product. Our goal is to pro-
duce the best crossbows on the mar-
ket - not the most. But it would be
nice to do both.”

Bill Troubridge started hunting dangerous game in Africa as a way
to prove the effectiveness of the company’s recurve crossbows. He’s
shown below with a lion, then he and Kath are shown at right with
an elephant whose meat went to benefit area villagers.
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WHEN YOU CAN’T GET OUT THERE, 

WE’LL BRING IT TO YOU! 
Bad to the Bone Bowhunting TV!
See it on The Outdoor Channel in July 2010!

“I hunt for a living, so Muzzys 
are like job security for me.” 
Roger Raglin

Host - Outdoors TV

HERE

BONE
to the

we are
bad

#225, 3-blade, 100-grain 

#209, 4-blade, 100-grain 

   Made in USA.   Share your Muzzy Moments on Facebook or at:     WWW.MUZZY.COM   |   770-387-9300     

WHY IS MUZZY THE #1 CHOICE 
OF BOWHUNTERS?

LEGENDARY DEPENDABILITY AND TOUGHNESS

BONE-BREAKING TROCAR® TIP

RAZOR SHARP STAINLESS STEEL BLADES

SUPERIOR FLIGHT AT MAXIMUM SPEED

DEVASTATINGLY DEADLY PENETRATION
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