
Idon’t think you’ll be surprised if I
tell you we try to make sure the
pro shops we profile in

ArrowTrade are good examples for
our readers. Sometimes that’s done
“long distance” by checking the
retailer’s reputation with manufactur-
ers’ sales representatives who serve
that area. In the case of Mike’s
Archery Center, located about an
hour’s drive from ArrowTrade’s rural
Minnesota headquarters, I stopped in
last summer to buy some field points
and nose around a bit before deciding
whether the business was a good can-
didate for this publication.

Mike’s Archery Center is located

in a newer commercial building along
busy U.S. Hwy. 10 in St. Cloud. When
I walked through the doors that sum-
mer afternoon I was instantly
impressed by a showroom area that
was large, well-stocked and extremely
tidy. The vaulted ceiling gave an
impression of even more space then
there was.

Manager Andy Huinker greeted
me with a smile and invited me to
look around when I explained I was
from ArrowTrade. I walked into the
well-lit target range and was struck by
the large number of shooting awards
on the wall, most of them bearing the
name of owner Mike Allen. Next to it

was a 40 yard indoor 3-D range, dif-
ferent from others I’d seen in that this
one used air-powered pop-up targets
to add some realistic time pressure to
the hunting scenario.

Before I left I watched Huinker
interact with a customer who had just
brought in a used bow that was a few
inches away from fitting him proper-
ly. The friendly, positive way Huinker
served the young man convinced me
that this was a business that belonged
in the pages of ArrowTrade. I left my
business card with the manager and
asked him to let the owners know I’d
be in touch.

Outgrowing A Hobby
The origins of Mike’s Archery are

going to sound familiar to many of
our readers, as they started with
someone who was fascinated by
archery and had above-average
equipment skills. Mike Allen shot his
first bow around four years of age and
started bowhunting as a young man.
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Retailing with An Eye to Precision

Mike’s Archery Center uses the larger por-
tion of this four-year-old building (below)
that Mike and Sandie Allen also use for
their Advanced Heating and Cooling busi-
ness. At left I photographed the owners
with Pro Shop Manager Andy Huinker
(left) and Zach Pilarski. Zach Pilarski
works part-time as does the couple’s son-
in-law Ben Weber.
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He had limited success, in part
because he didn’t know where to turn
for advice and good equipment. “I
was doing it the hard way,” he admit-
ted.

Mike learned the heating and air
conditioning trade, joining a union,
taking training and serving as an
apprentice until he was fully qualified
to handle installations and repairs on
his own. At age 30, he decided to start
his own business with wife Sandie as
his partner. She took the calls, sched-
uled his appointments and kept the
books for Advanced Heating and
Cooling. Meanwhile Mike got more
and more involved in competitive
archery. He shot state and national
tournaments and because there was
room to shoot in the couple’s yard he
and his friends got together there for
weekly shoots as weather permitted.
Mike had never stopped hunting, so
appropriately enough he built an ele-
vated shooting platform in the yard
where he and his friends could prac-
tice realistic hunting shots.

The Allen’s garage turned into an
archery shop, first for his own needs
and then to serve his friends and their
friends who learned of his skills in
setting up and tuning bows. Mike said
there was a real need in the St. Cloud
area for a high quality shooting range
supported by a pro shop with the bow
skills to satisfy demanding cus-
tomers. “It finally got to the point
where I was curious to see if I could

do archery as a business,” Mike told
me.

So 10 years after they started their
heating and air conditioning busi-

ness, the Allens launched Mike’s
Archery Center in leased space
adjoining their heating and air condi-
tioning business. Mike liked his “day
job” and it provided a good living for
their growing family, so he never
intended to abandon it. Instead he
counted on Sandie to help run both
businesses and he looked for and
found quality help for the pro shop.

The original location for both
businesses was on the south side of
State Hwy. 23 just a mile or two from
its intersection with U.S. Hwy. 10. The
Allens did everything possible to
make that leased space an attractive
place to shop and shoot, but dreamed
of having a building they could
design from scratch for archery. Four
years ago they made that dream a

At Mike’s Archery, young shooters can shoot in one of two 16-week-long Winter 300
Youth Leagues on Saturday mornings or they can pair up with a parent in one of the 20
week-long winter leagues available Monday through Friday. Brady Zylla (right) at age
11 is one of the youngest shooters in an evening league, and partners with his father
(and fellow Mathews Shooter) Jeff. Seven year old Brooklyn has her own bow but won’t
be shooting leagues until her arrows stop bouncing off the backstop.
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reality with the opening of the new
Mike’s Archery Center at 413 Franklin
Ave NE, St. Cloud, Minnesota.

The end of the L shaped building
facing the frontage road along Hwy 10
has 8,500 square feet devoted to
archery and to a combined business
office. Where the two roof
lines connect is the 1,200
square feet Mike needs for his
tools, work van and inventory
for Advanced Heating and
Cooling. A final 1,200 square
feet is available to rent out to
other businesses.

To make it easier to
design well-lit shooting
ranges with no “dead spots”
or darkened areas, the couple
paid for high foot sidewalls
and a sloped ceiling that rises
to about 18 feet at the center.
“We have a huge setup area
and lounge area behind the
lanes for the shooters and
spectators,” Mike told me.
“Our lanes all use SpyderWeb
targets, which lets you pull
arrows with two fingers and
are very clean.” Mike said he
likes the SpyderWeb targets in
particular because their

mesh covers hold the arrows in pre-
cise alignment for accurate scoring.
With some other types of backstops,
Mike said you can start getting a suck
hole from an earlier shot that pulls a
later shot toward it. “With these
SpyderWeb targets you don’t get any

of that. There are actually three layers
of mesh so the arrows stay exactly as
they go in.”

Mike’s Archery has a great reputa-
tion among competitive shooters as a
good place to shop and shoot and
have equipment worked on. Still, the

Bowhunters can hone
their skills on the 13 tar-
get pop-up 3-D range
offering shots up to 40
yards. Andy Huinker
demonstrated how one
to four customers can
shoot the random
sequence of 30 timed
shots from atop this rus-
tic “cabin.” Block
Targets set on edge help
catch arrows that miss
the targets because car-
bon arrows that hit the
concrete floor at this
angle are likely to
break. After starting
with another brand, the
pro shop now prefers
the Rinehart 3-D targets
for the ease of pulling
arrows and long life,
since they feature pre-
mium foam and
replaceable vitals.
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Allens figure only about 10 percent of
sales are target related. Hunting dri-
ves the other 90 percent of sales, and
for hunters they opted to invest in a
indoor 3-D range longer and more
sophisticated than most you’ll find.
The 3-D range is divided with a full

length wall from the target range and
is accessible for safety only from the
retail show floor.  From the sales area
you can see what looks like a small log
cabin with stairs leading to its roof.
Standing behind the balcony of that
shooting station the hunter looks

down a 15-foot wide range
where the furthest shots are
40 yards away. The pro shop
fabricated its own air-pow-
ered pop-up target system
and a friend of Mike’s set up
the computer controls that

generate the random, 30 shot
sequence from among the 13 sta-
tions. “This gives the shooter the feel
of being out in the woods and having
to determine what the yardage is and
how to aim and shoot. We’re the only
place in the area where you can shoot
your hunting equipment indoors and
get set up for those kinds of
yardages.”

Mike said he made one mistake
in setting up the 3-D range, and that
was in his initial choice of targets. “I
was using other brands of targets ini-
tially purely because of the cost, until
I actually shot the range myself with a
high speed bow. I was whipped (from
pulling arrows) before I even shot a
whole round. I also had been replac-
ing targets once to twice a year. Since
I went to using Rinehart targets they
have paid for themselves many times
over. They are expensive initially but
now I just replace the midsections.
People really enjoy shooting the
Rineharts.”

The cost for shooting the 3-D
range is $13 and that covers 30 targets
you’ll face in six, five arrow rounds.

The Allens believe in shooting
target archery right alongside
their customers, and they’ve got
the awards to prove it. Sandie
didn’t shoot a bow until they got
in the archery business. Now she
enjoys shooting leagues and
bowhunting, just as long as the
weather is mild. The couple are
long-time members of the
Minnesota State Archery
Association (MSAA), where Mike
has served on the board and has
been the bowfishing chairman.
The MSAA is one of the largest
state  associations in the nation.
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After five targets are presented and
shot, the system stops and every tar-
get goes erect so it’s easy to pull your
arrows, and keep score if you care to.
Once the shooter or shooters are back
on the cabin roof, they press a button
to start the next sequence of five tar-
gets. 

Anyone is welcome to come in
and shoot the 3-D range during store
hours and a hunter league uses the
range for the six weeks before the bow
season opens in mid-October. 

On the larger target range, this
pro shop hosts 300 leagues Monday,

Tuesday, Thursday and Friday
evenings. Depending on their skill
and how tight their groups are,
archers will chose a five spot target or
a single spot target. Young shooters
take over that range on Saturday
mornings during the win-
ter, starting the first week
of December and running
through April. Supervised
by noted coach Linda Beck
and assisted by Mike and a
third instructor as needed,
the youth can choose to
shoot the 9-10:30 a.m. ses-
sion or a 10:30 to noon ses-
sion. The weekly fee is $10
and it’s paid only for ses-
sions your child attends,
so parents don’t feel penal-
ized if a child is sick or has

someplace else they need to be on a
particular Saturday morning. When
the large target range isn’t being used
for leagues, open shooting is available
for $7, whether you want to put in an
hour or stay all day.
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A small workshop is behind
this wall but most service
work is performed at this sta-
tion or on the counters, so
customers can see what’s
being done with their bows.
Zach Pilarski demonstrated
the Last Chance Power Press
on a carbon-risered Hoyt bow.

Jim and Sandy Abraham make a pur-
chase. Sandy told me she’s been shopping
with the Allens for 14 years, and shooting
leagues for four. The Abrahams also enjoy
hunting and the bulletin board in the
background has a photo of the buck she
took this season. Customer game photos are transferred each year to this giant

collage in the roomy lounge area behind the target range. The
selection of Robin Hoods, arrows that tubed earlier shots, is also
impressive (three of those I’m showing are from Manager Andy
Huinker.) Just below hangs a plaque from the USA Olympic
Committee, honoring Linda Beck as the Archery Developmental
Coach of the Year for 2006. Beck coaches at Mike’s Archery
Center and heads the large youth shooting program there.
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The big range at Mike’s Archery is
also where the Minnesota State
Archery Association holds a regional
qualifier each year. One benefit of
that is that it makes it easy and com-
fortable for young shooters from this
shop to participate in a major tourna-
ment: About 25 percent of the young-

sters Linda Beck works with do shoot
the regional qualifier and some then
go on to shoot other tournaments.

I’ve spent a lot of time talking
about organized archery at this pro
shop, yet Mike and Sandie Allen know
it is the 3,000 square foot showroom
and service area that generates most

of the income. This business has a full
range of competition: Another long-
established pro shop is just a few

Because she handles the office
work for both Mike’s Archery
Center and Advanced Heating
and Cooling out of the same
location, Sandy Allen is on hand
to help out in the pro shop when
things get busy. As needed she
rings up sales and points people
to merchandise and sets up
leagues. However, her main
responsibility is handling the
paperwork that goes along with
the twin businesses, including
everything from payroll to mak-
ing sure vendors are paid soon
enough to take advantage of
early pay discounts. As a mem-
ber of ARRO, the buying group
that sets high standards for its
retail members, Mike’s Archery
Center can buy most archery
gear at prices comparable to the
biggest retailers.

Above her computer work sta-
tion is a monitor showing views
from security cameras, enabling
Sandie to be another set of eyes
on the merchandise.

Linda Abraham stands by the two 300 targets she added to
the huge display in the target lanes. All 60 of her arrows went
into the white. In one case 41 hit the smaller X-ring, in anoth-
er 47 did. Abraham also pointed out the display above the
range (at left) honoring the accomplishments of her friend,
Aaron Cross, who shooting from his wheelchair took the
bronze medal for the USA in the 2004 Paralympic Games.
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miles away, there is a Scheels in town,
a Gander Mountain, and a Fleet Farm
that all sell archery equipment. Even
the local Menard’s home improve-
ment store competes in the area of
treestand sales, they noted. “We were
in the archery business for 13 years
before we opened this new pro shop,”
Mike told me. “We had a good feel for
what our market was. Our expertise is
in the service. We work on a lot of
equipment that no one else can, from
crossbows to Oneida bows.”

This pro shop also works on bows
purchased from other local retailers,
and they do it with a smile. “We have
a labor rate of $40 per hour and a
minimum charge of $4,” Mike said. “If
people buy it from us, then there is no
fee to set it up. We don’t sell you a
sight, for instance, and then charge
you to mount it on your bow.”

With so much local competition I
was curious how this business han-
dles the occasional complaint about
what the “other guy did wrong.” “All
my employees are instructed that we
don’t partake in somebody complain-
ing about another business. We may
say ‘this is what we want to do to
change something’ but we don’t criti-
cize the other retailer,” Mike empha-
sized. “I try to stay on good relations
with other retailers, I’ve known most
of them for years and have shot
alongside many of them. I don’t care
what shop you are, there’s always
going to be a customer that thinks it
could have been done better.” 

Mike said the store’s manager,
Andy Huinker, has the kind of bubbly,
upbeat personality that works out
well in a retail setting. Andy has been
working with the Allens off and on for
14 years and went full-time when the
pro shop opened its new location.
When I complemented Huinker to
Mike on the way I saw him interact
with a customer carrying a poorly fit-
ting bow, Mike responded this way.
“We’re not here to poke fun at any-
body. We’re here to do our best to
make the equipment work for the
shooter. At the same time we’re hon-
est and sometimes we have to tell
them a bow is just not going to work
out for them.” Being honest with cus-
tomers is just good business sense,
Mike told me. “Besides, if you tell

them the truth the first
time you don’t have to try
to remember a story the
second time it comes
up.”

Mike Allen is confi-
dent enough about what
he does that he doesn’t
mind telling someone
they’re on the wrong
track. When a man tries
to tell him his old bow is
plenty good enough for a
wife or child to learn
archery on, he’s fired
back “Well, you might as
well have them quit
archery right now. If you
want to make sure they won’t like it,
give them a bow that won’t fit them.”

When customers trust the Allens
and their staff to do what they do
best, set people up with good equip-
ment that fits them and with three
range passes so they can shoot with
help nearby, the results can be amaz-
ing. “We can in one hour’s time have
people more ready for the woods
than probably half the people out
there,” Mike told me. “We’ve gotten
letters from people who have got
their first deer their first time out, or
who have won a tournament.”

That’s the kind of help Mike Allen
didn’t have when he was learning
archery as a young man, and the good
feeling it gives him is why he has no
intention of retiring or selling the pro

shop anytime soon. While he never
would have taken the risk of starting
it without the heating and cooling
business to generate funds, Mike also
enjoys that business and isn’t looking
for a way now to go with an archery-
only career. 

“A few years back I had the
opportunity to sell both of our busi-
nesses to two different people, within
a short period of time,” Mike told me
as we wrapped up our interview. “To
tell the truth, it just kind of scared
me.”

Editor’s Note: If you’d like to learn
more about this premier central
Minnesota pro shop, and read some
testimonials from customers, go
online to its website at www.mike-
sarcherycenter.com.

Mike’s Archery sells the SpyderWeb line
of targets that work so well on the range.
They’re easy for an child to pull arrows
from (above) and they hold the arrows
straight  for scoring targets with high pre-
cision. Mike is standing next to two sizes
of the SpyderWeb the pro shop stocks. In
front of it are Canadian-made Bulldog tar-
gets that offer some of the same benefits
in a lower priced line.

Don Primley prefers aluminum target shafts over the
carbon shafts that are more prevalent with this pro shop’s
league shooters. However, he seemed to be seriously con-
sidering abandoning aluminum-risered bows in favor of
this Carbon Element by Hoyt.
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