
Iremember as a youngster living in
a rural area one of the yearly high-
lights was the county fair which

always played host to a carnival with
its bright lights and colorful bill-
boards. However, it was not the rides,
the games or the food that I looked
forward to each year as much as I did
the carnival barkers, sometimes
known as carneys. The barker or carny
stood on a small stage outside of the
carnival sideshows. They kept up a
constant stream of verbal jabber to
entice people to come in and see the
two-headed man, the bearded lady or
the savage from the Congo that eats
snakes live and must remain caged
during the performance for the audi-
ence’s safety.  It was not the acts that
intrigued me but the barker’s ability to
capture the interest of the audience.
When the doors opened, actually a

couple of tent flaps, people who
seemed almost hypnotized streamed
in. 

In many ways I think I can trace
my interest in retail sales and market-
ing back to those early carnival days.
Not that I wanted to fool or trick peo-
ple but just that I recognized the
importance of creative and diverse
marketing. Today’s archery pro shops
face the same dilemma as that carni-
val barker of my youth. What can you
say or do to attract more customers to
your shop?  Making use of newspaper
and TV ads, as well as direct mail
pieces are all good ideas. However all
are used by most of your competitors
as well so in some ways that simply
levels the playing field. 

Another category of promotion
ideas that deserves consideration are
special in-store events. For those with
indoor ranges that might include
partnering up with a local charity for a
special shoot. You can bet the charity
will be interested and anxious to help
promote the event. Charity events
also draw media attention which
means more exposure for your shop.
The news reports may help establish it

as a business that is involved with pro-
moting the good of the community,
the kind of boost to your reputation
that’s worth a lot.

The in-house seminar or special
promotion can also have a hunting or
shooting focus. These events naturally
go hand and hand with promoting
equipment sales, since the equipment
you carry is integral to enjoyment of
hunting and shooting.

“I believe the in-store seminar is a
win-win for manufacturers and the
pro shop,” commented Neal Denison,
field service director for Hunter’s
Specialties. “Hunter’s Specialties
maintains full time, part time and per
event pro staff and field staff person-
nel that work with promotions at all
levels including in-store seminars and
promotions. Hunter’s Specialties not
only works with the dealer on setting
up the event but also with advertising
and additional exposure depending
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Bill Puruczky, owner of the Archery Zone
located in Johnstown, Pennsylvania, helps
this first time shooter find a bow that fits
her during his Super Bow Sunday yearly
event. After a few minor adjustments she
shot a group about the size of a softball
and was hooked. She refused to leave
until her husband put a down payment on
her new bow.

Rob Smallock, president of ASAT camo,
spent time talking to customers at the
open house held at Weasner Archery
located in Bloomfield, Ohio. Ray Weasner
had invited Rob to the grand opening of
his new building as an in-shop promotion.

Caleb McGary (left) gets the lowdown on
Horton’s new Vision crossbow from Jeff
Bowman archery division manager for
Leyo’s Archery located in Coalport,
Pennsylvania. Jeff had arranged for facto-
ry reps and pro staffers from several com-
panies to help out during Leyo’s in-shop
promotion.
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upon the nature and size of the
planned event. In addition our manu-
facturing rep groups help the dealer
with special orders to cover the antic-
ipated increased equipment sales.” 

A number of manufacturers have
pro staff people located in all areas of
the country and rep groups are anx-
ious to coordinate events for the deal-
ers. A turkey calling seminar before
the season is just the thing to spark
sales of calls, turkey vests and other
related items plus additional future
sales that are possible by attracting
new customers to your shop. Deer

hunting and predator seminars work
equally well. The best place to start
when considering events of this
nature are with your rep or by con-
tacting an appropriate manufacturer
outlining your intent. Technical
shooting schools such as those pre-
sented by Larry Wise, a regular con-
tributor to ArrowTrade, have also
proven successful for those dealers
who have held them. 

Ray Weasner, owner of Weasner
Archery, located in Bloomville, Ohio
works with a variety of promotions. “I
have added print-off coupons to my

web page offering a 10 percent dis-
count on any additional accessories
purchased at the time of a new bow
purchase. I also work with any manu-
facturer’s promotions and try to have
a different promotion each month
keeping something different before
my customers on a regular basis.”

“However I like to try other forms
of promotion as well,” continued
Weasner. “Last year I did a promotion
with Rob Smallock, president of ASAT
in conjunction with the grand open-
ing celebrating moving into my new
building. I rented the local communi-
ty center for an evening hunting sem-
inar which was presented by
Smallock. Rob was kind enough to
spend the day prior to the seminar at
the shop just talking to customers. At
the seminar Rob also discussed his
new clothing line as well as the logic
behind ASAT camo. The entire event
was great. My regular customers gave
it full support and it drew in a lot of
new faces as well.”

Jeff Bowman, archery division
manager for Leyo’s Archery located in
Coalport, Pennsylvania held a recent
in-store event using both factory reps
and pro staff. “We scheduled an in-
shop promotion and gave it a lot of
exposure at a local sports show sever-
al weeks ahead of time plus advertised
it in the store and local newspapers.
We brought in factory reps from
Horton, Quest and Carbon Express as
well as Hoyt pro staffers. They were on
hand to talk to the customers and
show them all the latest equipment
and to offer help in making a selec-
tion. It was a huge success that far
exceeded our expectations. We sold
bows to people who had to drive by at
least three other archery shops to get
here.”

While seminars and in-shop pro-
motions are great don’t be afraid to
think outside the box. I manage the
seminar program for a regional out-
door sports show in central
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By John Kasun

Hunter’s Specialties offers an aggressive
seminar program and works with dealers
to set up in-shop seminars using pro staff
and field staff for store promotions.
Covering a variety of outdoor subjects the
staff includes such names as Matt Morrett
(with turkey at left), Al Morris (with stack
of coyotes below) and Eddie Slater (above
with trophy whitetail).

Continued on page 100
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Pennsylvania that is a fundraiser for
the local Jaffa Shrine Center, a
Shriners organization that works with
critically burnt children. 

Wanting to give archery some
special attention at the show I was
looking for “something out of the
ordinary.”  While talking to Chuck
Saunders at the ATA Show I
approached him about their new
SACO target which was developed for
archery and slingshot speed rounds
and decided to give it a try.

For those of you not familiar with
SACO, it is a self contained target sys-
tem consisting of a small tower with
six targets. At the start of the event
three circular targets on movable
arms are positioned on either side of
the target. While many variations of
competition are possible the basic
round consists of two competitors
shooting against each other in a
timed event, normally 45 seconds
long. As each target is struck it “flips”
to the other side of the column with
the winner being determined by the
archer with the least number of tar-
gets on their side of the tower at the
end of 45 seconds. As contestants are
eliminated the winners move on to
the next round facing a new chal-
lenger. It is similar to any sports elim-
ination tournament. The round is a
combination of speed and accuracy
with instantly visible results. It is

exciting and easily understandable
to all participants and spectators
even those with little or no knowl-
edge of archery.

I approached four surrounding
archery pro shops all located within a
hour’s drive of the sports show two
months ahead of time about entering
shop teams in the event at which
there would be cash prizes for the
winners and a trophy for the winning
shop. With a little prodding each shop
bought into the idea and a “group
promotion” was soon in place. Each
shop, Freedom Archery, Longs
Outpost, Big Four Outdoors and East
Coast Gun Sales held their own elimi-
nation rounds within the shops and
came up with six member teams.
Those teams then represented their
respective shops in the First
Pennsylvania SACO Championships
which was held during the final day of

the sports show. 
The competition was actually two

tiered. The shops competed against
each other for a trophy and bragging
rights and the individuals competed
against each other for cash prizes. The
24 entries were quickly paired down
to the final four who competed for the
individual cash awards with the top
shooter also claiming the trophy for
their shop. 

The beauty of this event was that
it produced a combination of results.
Because this was the first attempt at a
combined event the number of teams
was limited to four, one per shop, with
six participants each. However this
“new” round sparked interest at each
shop as shooters tried to qualify for
their shop’s team. Second the fact that
each shop was represented in the
championship round meant they
benefited from the advertising and
public exposure surrounding the
sport show promotion. Cash prizes
and shop trophies were awarded
immediately after the last shot was
fired and that activity was complete
with press coverage and photographs.

The event stimulated a lot of
interest as the shooters who were
eliminated were speaking of what
they would do differently the next
time. Shops are already looking for-
ward to next year’s competition when
they can vindicate themselves and the
winning shop is determined to not let
anyone take their title. Two of the
shops are considering adding the
SACO round to their winter shooting
schedule for internal competition.
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The first group of shooters gather to receive instructions on the SACO speed round.
SACO is an exciting archery event that combines speed shooting with accuracy. The
SACO target has three 3-1/2 inch disks on each side of a center column. Two archers com-
pete against each other in the 45 second round during which they each fire six arrows at
a minimum distance of 15 yards. When an archer strikes a disk on his side of the column
the disk flips to his opponent’s side. Disk fly back and forth in this action packed speed
round until the whistle blows signaling the end of the 45 second round.

The SACO target by Saunders Archery
stands in the background with a traffic
signal ready to start the speed round. The
traffic signal not only controls the time of
the 45 second event but added an element
of pressure for the shooter and allowed
the audience to visually follow the action.

Shooters on the line at the SACO champi-
onship felt the pressure of the crowd as
well as the ticking clock. Everyone
seemed to have a good time and many
said they are looking forward to trying it
again. The SACO shoot stimulated inter-
est at the shop as well as in the audience
all while giving the shops exposure.

Continued from page 97
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The sports show is planning to pro-
vide more physical room for the event
and open it to more shooters next
year. Because the SACO round is quick
action with immediate results visible
by the spectators it not only draws
interest but gives all the shops
involved increased exposure and
exposes them to more potential  cus-
tomers. It is a win-win situation.

There is an old saying that goes,
“If you always do what you have
always done you will always get what
you always got.”  In-shop promotions
are a great way to increase traffic and
build interest among your customers
both of which can result in increased
sales and a bigger bottom line. While
there are many tried and true things

to do such as seminars, open houses,
charity shoots and having reps and
pro staffers in to promote special lines
of equipment it is also important to
think outside of the box. Promotions
are only limited by your imagination.
Maybe a SACO shoot is something
your shop should be scheduling.

Editor’s Note: In addition to his
editorial planning and writing duties
with ArrowTrade, John Kasun is an
outdoor seminar speaker and a busi-
ness consultant with experience in
corporations 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.

Shooters awaiting their turn at the line felt the pressure build in this fast paced event.

The winners of the SACO championship held among four local archery shops are from
left Jonathan Dellinger 2nd, Tony Dixon 1st, Jarrius Sheffield 3rd, Wayne Boozel 4th and
Sports Show Chairman Rex Johnsonbaugh.
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