
If someone told you of a salesman
that would work for you every
hour that you were open free of

charge, never took a break, never
came in late or left early and would be
guaranteed to increase your sales,
would you be interested?  My guess is
yes. Any smart retailer knows that in
the retail trade it is important to make
every dollar count and take advantage
of anything ethical that brings in more
customers and helps to increase sales.
The good news is that salesman we
just spoke about is ready to go to work
for you at a moment’s notice.      

Who are these super salesmen
you ask?  They are not a “who” but
rather a “what.” They are in-house dis-
plays and they are truly effective
unpaid salesmen. They are always on
the job, showing the customer what
you have to offer. If properly done
they will be generating add-on sales
as well. They do all of this with very lit-
tle cost and they never complain. All
you need to get them on the job is
some simple thought, a little creativity
and a small bit of work. Not much of a

price to pay for a high return on the
time and little money, if any, invested.

The purpose of in-house displays
is to inform the customer about the
inventory you carry, spotlight new
products, act as gentle reminders of
items they may need, generate
impulse buys and last but not least
develop an attractive atmosphere that
encourages the customer to “look
around.” While some retailers might
make the argument that simply hang-
ing product on pegboard hooks is
putting it “on display” the kind of in-
house displays I’m talking about take
marketing to the next level. 

PRODUCT GROUPING
The simplest form of in-house

displays consists of the grouping of
like or related items. For example it
makes sense to group replacement
broadhead blades with the broad-

heads. It is the first place the customer
will look if he needs some extra blades
and if he is buying new broadheads
having the replacement blades in
plain sight can easily trigger an add-
on sale. 

Scent control products have
evolved into complete scent control
systems. The grouping together of
odor control sprays, laundry deter-
gent, body and hair soap and antiper-
spirant exposes the customer looking
for an odor control spray to be
exposed to related items as well.
However let’s take this one step fur-
ther. Assuming you carry camo cloth-
ing wouldn’t it make sense to add a
small display of scent free laundry
detergent such as Sports-Wash by
ATSKO next to the clothing display?
How about adding some waterproof-
ing spray and UV Killer as well?  These
accessory items are all clothing relat-

Setting Up In-Store Displays
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PHOTO ABOVE: This simple boot display takes little room while showing the selections
available. Note the boot dryer in the lower right hand corner. This is the perfect example
of not only an effective display but also the grouping of related products.

PHOTO LEFT: Sight displays such as this one by Apex Gear seen recently at the ATA
Show are an excellent way of displaying various bow sights. This display is also suitable
for arrow rests. It allows the customer to inspect and compare the rests or sights easily
and eliminates the need to open packaged products.
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ed products aimed at the hunter and
grouping them together with the
clothing definitely encourages
impulse sales.  

The other side of scent elimina-
tion is attractor scents. A complete
display of attractor scents should also
include scent pads, scent drag lines,
scent dispensing containers as well as
plastic gloves. These groupings offer
the customer all he needs for proper
scent application. Although he may
come in to just buy a bottle of lure the
grouping of related products can jog
his memory of the other small items
he may need as well. 

If you offer knives in your shop
consider adding knife sharpening
kits, honing oil and sharpening
stones to the knife display. All of these
related items offer excellent add-on
sales opportunities.   

MANUFACTURER DISPLAYS
A number of manufacturers offer

in-house displays for products.
Custom designed displays are nor-
mally available for a reduced cost or
at times are offered as part of a vol-
ume purchase. These displays are
custom designed to present the max-
imum number of products in the
least amount of space and are easily
refillable. These displays are designed

to be eye-catching with the intent of
drawing the customer’s attention to
the product.  They normally come in
either a floor or counter display
depending upon the product’s size
and quantity.  While not all products
lend themselves to packaged displays
it never hurts to ask as this is an easy
way to increase product exposure. 

CUSTOM MADE DISPLAYS
Custom made displays can fill a

unique niche. Broadheads, sights and
arrow rests are three items that are
often attractively packaged but are
much better viewed out of the box. 

When I operated my own archery
shop I made a simple counter top
broadhead display that measured
approximately 14 inches by 19 inches
by 2 inches deep. It had a Plexiglas
front allowing for easy viewing while
protecting the customer from those
sharp and deadly blades. My case
held 30 different broadheads and was
made from surplus materials that I
had in my workshop. I estimate that I
could build the same case from new
material today for less than $30. In
the event you’re comfortable with
tools I am sure you can put a case
together in short order, but in the
event you’re not “Tim the Toolman
Taylor” you probably have a customer

who is quite handy. I am sure with a
little horse trading they could be eas-
ily convinced to build your case.

A broadhead display case can be
as simple or elaborate as desired but
often the simpler the better.
Remember the object is to attract the
customer’s attention, allow them to
see the heads you stock and to help
you recommend and assist them in
their choice. Like any good display a
broadhead case will act as a silent
salesman, answering many of your
customer’s questions and keep them
occupied while waiting for service.

To get an idea of how large a case
you will need simply arrange the
heads you wish to display on a flat
surface to determine the approxi-
mate dimensions. A thin rectangular
box with shelves forms the basis for
the display. Holes drilled in the
shelves will accept small lengths of
arrows with inserts for the actual
mounting of the broadheads. I have
also seen display cases fitted with
arrow clips onto which the small sec-
tions of arrows and heads could be
clipped thus eliminating the need for
the shelves and extra drilling.
Whichever method you decide to use
allow adequate room for the insertion
and removal of the heads when you
assemble or have a need to rearrange
your display.

A simple rectangular length of
wood stock mounted on a flat base
can easily hold eight bow sights, (four
on each side) and still be light
enough to handle. This arrangement
allows for the customer to see the
sights out of the box and to easily
compare different models or brands
“side by side.” I have also seen shops
that cut out a series of simple wood-
en risers fitted with a flat base. They
then mounted a bow sight onto each
riser. The customer could now not
only easily inspect the sight but
could also hold it at arm’s length to
get a better feel as to how it would be
once mounted on his bow. 

The simple rectangular length of
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By John Kasun

This
“Father’s
Day” display
was located
just inside
the shop
entrance. It
was com-
prised of a
selection of
gift items and
was a big
attraction for
those wives
looking for a
suitable gift
for a loved
one.
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wood mounted on a base previously
suggested for sights can also be used
for the mounting of a variety of arrow
rests. Again it allows the customer to
view and compare several rests at the
same time. In addition to being a
great way to show your customer the
assortment of sights and arrow rests
you offer, these displays also make
great selling aids. They are a conve-
nient way to discuss the different
options available to your customers
without unpacking an assortment of
sights or rests and later wasting time
trying to stuff them back in the box. 

USE OF MANNEQUINS 
One of the most overlooked and

underutilized in-house display tools
is the simple mannequin. First of all
do not assume that a mannequin is
only suited for those shops that sell
clothing. Obviously a great tool for

clothing displays, its uses go far
beyond that single purpose.

A mannequin dressed in camo
clothing sends one message. Take
that same camo dressed mannequin
and add a head net, camo gloves, hat,
boots and a backpack and top it off

with a completely outfitted bow
in his hand and the messages
changes drastically. Add a sign
that reads, “What the well
dressed bowhunter is wearing
this year” and I’ll guarantee you
that people will stop and look.
Remember one of the objec-

tives is to get the customers in your
store to “look around.” If they look
around they will either see things
they forgot they needed or see things
that they think they need. In either
case looking often leads to buying. 

Treestand displays are common
in many shops with a tree or pole
with several stands attached. How
about going one step further and
adding a mannequin to the stand
outfitted with a full body harness
shown properly attached to the tree.
Another possibility would be to place
the mannequin part way up the tree

PHOTO RIGHT: This
Camp Dry display by KIWI
is located with the shoe
and boot department.
The attractive floor dis-
play takes advantage of a
minimum floor space to
display the maximum
amount of product.

PHOTO LEFT:This floor
display by Buck Wear is
well designed and meets
all the criteria for an
effective display. The
compartments carry a
maximum number of
shirts with the designs on
the shirts being shown to
the left. This allows the
customer to select the
design he likes at a glance
while storing the shirt
inventory in the most effi-
cient manner. Topped off
with caps on top the dis-
play also makes it easy to
take a visual inventory
and reorder product as
required.
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Care to Share Your Best Displays?
If you’ve built an attractive or useful display for your retail store, how
about sharing it with the readers of ArrowTrade? Just send a photo or
two and a description, and we’ll use the best examples in an upcoming
issue. Be sure to include your name, store name and location.

Manufacturers are also welcome to send examples of the displays avail-
able through their firms. You should include details about the price you
charge dealers or the order level they need to reach to qualify.

Email photos and details to arrowtrade@northlc. com, or mail them to
ArrowTrade, 3479 409th Ave. NW, Braham, MN 55006. Please include a
phone number or email address in case we need more details.
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with his harness attached to a safety
system like the rope and sliding prus-
sic knot or an automated retractor
system like the Fall Guy. Not only
does this easily demonstrate the
product in use but is a great selling
aid as well. 

NEW PRODUCT DISPLAY
A common question among the

customers that frequented my shop
was, “What’s new?”  It was asked so
often that I decided to arrange a
small box-like display area that was
lined with red velvet and lit with a
bright spotlight and a sign that sim-
ply said, “I’m New!”  I would fre-
quently change the item on display.
One time it might be a new release,
the next a new broadhead and the
next a new sight or stabilizer. I
always made sure that I had some-
thing new under the spotlight at
least every two weeks. I would also
include a card with a short write-up
about the product on display
explaining to the customer the fea-
tures it offered. The display was
quite popular with
the customers and
you can bet that

everyone who stopped in the shop
checked it out before they left.

SUMMARY 
With today’s intense marketing

efforts on all levels of our lives in-
house displays are not just attention
getters they are a necessity. Marketing
exists for all the products we con-
sume in our daily lives and has condi-
tioned us to expect in-your-face cre-
ative displays and promotions. In
many ways the consumer not only
expects displays
and promotions
but reacts to
them as well.
Therefore it
makes no sense
for the retailer to
ignore the power
of such displays,
however it is
important to
remember that
the purpose of a
display is to
attract and

inform the customer. No matter how
successful a display is initially it
needs to be refreshed or redone peri-
odically because once a customer
gets familiar with a display they tend
to ignore it. A change in the display or
the location of the display often rein-
vigorates the customer’s interest.

A good place to pick up display
ideas is at the ATA or distributor
shows. Manufacturers are skilled at
attracting people to their products
and in doing so often come up with
unique displays that can be duplicat-
ed in your shop. Put that unpaid
silent salesman to work in your shop
by putting some creativity in your in-
house displays. 

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.
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This line of scent elimination products by Dead Down Wind is grouped together to maxi-
mize sales. The attractive packaging and color also is an attention getter drawing the
customer’s interest.

Treestand displays
such as the ones shown
here are common in
many shops. Going one
step further by adding
a mannequin dressed in
camo with a full body
harness and safety
straps not only adds
interest to the display
but also is an effective
selling tool for safety
related gear.
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