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Social media de� nitely are “in.” 
Facebook, Twitter, LinkedIn 
and YouTube all have mil-

lions of followers; smaller sites such 
as ArcheryTalk, Bowhunting.net and a 
plethora of blogs have fewer but no less 
dedicated readers. 

If your store doesn’t at least have 
a Facebook page, you’re behind the 
technology and communication curve. 
Statistics indicate that as many as 53 
percent of businesses now are using 
some form of social media to connect 
with their customers, and 88 percent 
of those cite exposure to current and 
potential customers as the biggest ben-
e� t of using social media. In fact, the 
National Retail Federation has both a 
Facebook page and a Twitter account, 
and regularly posts updates to follow-
ers on both sites.

Di� erent archery retailers use 
social media di� erently, and with dif-
ferent outcomes. � ose who are a part 
of that 53 percent say that being on 
social media helps them connect with 
their customers and adds a personal 
touch to purchases that are increas-
ingly taking place online.

Every archery retailer uses social 
media di� erently, according to his or 
her needs, time, Internet savvy and 
sta� .  All, however, say that social 
media help them connect with other 
members of the archery community, 
which can lead to greater sales.

Matt Kargas is one of the own-
ers of Minnesota Archery in Litch� eld, 
Minnesota. He said the store has been 
open for seven years, and that they’ve 
been on Facebook for almost three 
years.

“I had a personal Facebook page, 
and I decided to try one for the store,” 
he said. “Pretty soon we started add-
ing some friends around the area, and 
it blossomed from there. 
Now about 2,000 people 
follow us on Facebook.”

Recently, Kargas 
said, the store added a 
Twitter account and 
linked it to their Facebook 
page.

“Now, every time 
we tweet, we’re not only 
hitting our followers 
on Twitter, we’re also 

posting to Facebook, so we’re killing 
two birds with one stone,” he explained. 

According to Kargas, having this 
level of communication with the store’s 
customers has been very helpful when 
Minnesota Archery has had some kind 
of promotion.

“For instance, we do an archery 
expo every year,” he said. “� is year 
I spent very little on advertising, but 
still we had close to 600 people come 
through the door. We did a couple of 
radio ads and sent out a direct mail 
piece, but the majority of people came 
from our social media contacts.” In fact, 
he said, that weekend was the highest 
dollar event the store has ever had.

Minnesota Archery is headed by Matt, Jenny and Barry Kargas. Matt 
said marketing done through social media helped draw in lots of people 
to the archery expo the Litch� eld, Minnesota business hosted again this 
past year. Scenes from the expo are at right.
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Using Facebook in this way can 
lead to synergy.

“Jimmy Big Time came to the store 
that day,” Kargas said. “He put our 
event on his Facebook page too, so it 
was jam packed in here. � ere was a 
line to get his autograph.”

Minnesota Archery is also getting 
into YouTube.

“We’re going to upload webinars 
to YouTube,” Kargas said. “After seeing 
the success we’ve had from Facebook, 
we’re going to start an account there as 
well. We’re already � lming a series of 
2-minute webinars on how to � etch an 
arrow and other little things like that. 
We’ve also � lmed a lot of hunts over the 
past couple of years that we’re going to 
put on there so customers can see what 
some of our sta�  have shot.”

Kargas said all of that will help 
build the store’s credibility as a “go to” 
place for bowhunters. 

“Using YouTube is a way to keep 
people on your website,” he noted. 
“With YouTube, you can link videos 
right to your page, and visitors don’t 

have to leave your 
site to see them.” 

Kargas handles the social media 
aspect of the store himself, with some 
help from his wife.

“If I’m busy, I may tell her we’re 
having a sale on a particular product 
and she’ll post it,” he said. “We both 
have Twitter on our phones, so she can 
enter it while I’m driving.”

Kargas said Twitter and Facebook 
are much more immediate than e-mail. 
“Sometimes with e-mail there’s a little 
bit of a lag,” he commented. “But if 
you’re on Facebook, people can instant 
message you and you can answer right 
away. If a customer has a question, I 
would rather they contact us through 
Facebook.” Another advantage of 
Facebook messaging, he said, is that 
he doesn’t get hundreds of junk e-mail 
messages to sort through and priori-
tize.

Kargas is a strong fan of social 
media, and of the e� ect they’ve had on 
his business.

“It’s helped our business quite a 
bit,” he said. “It’s one of the best ways 

to contact people, and it’s growing. 
� e best thing about it is that it’s free, 
so you’re spending zero dollars to get 
information in front of people.”

For Sonny Glisson, owner of 
Glisson Archery Range and Pro Shop 
in Plain� eld, Illinois, Facebook is about 
making connections with archers and 
bowhunters from all over the world. 
He’s been open for 20 years, since he 
retired from the military and started a 
small shop connected to his home.

“My son started my Facebook page 
for me,” Glisson said. “He’s very good 
with the computer, and I admit that 
I’m not. Since he started the page, I’ve 
had an enormous number of calls from 
all over the country and from other 
countries.”

Glisson admits he is not particular-
ly Internet savvy. He said his son posts 
information on his Facebook account 
for him.

“He asks me a lot of questions 
about what I’m doing, or about a hunt 
I’ve been on,” he explained. “People see 
the posts and call me to ask me ques-
tions about archery or about hunting.” 

Pam Brookman (left) started a facebook account for DropTine 
Archery in South Carolina because customers kept asking if the 
store had a Facebook page where they could stay updated. The 
opening page for DropTine’sFacebook presence is shown here.
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Glisson said many people he 
knew overseas from his time 
in service have connected with 
him through the page; today he 
has more than 1,600 followers 
in many countries on Facebook.

Jessy Draves, one of the 
owners of Draves Archery 
in E�  ngham, Illinois, said he 
turned to Facebook because so 
many people are on it.

“When we run promotions, 
it’s really simple to tell a lot of 
people on Facebook,” he said. 
“Once you get people following 
you, you have fans. � en when 
you make a post or show some-
thing exciting that you have in 
the store, people say, ‘I like that.’ 
When they like something, they 
spread it to their friends.”

Draves said he started using 
Facebook to promote his store 
almost as soon as it became 
available.

“We got on Facebook before 
we even had a website,” he said. 
“I have three employees to take 
care of all my Internet issues; 
two are full time and one is part 
time.” As a result, his Internet 
presence is monitored all the 
time during business hours, and 
customers who ask a question 
get an answer almost immedi-
ately.

Social media are a vital part 
of Draves Archery’s business.

“We have people who ask 
when something is coming in, 
and it’s hard to remember who 
asked for what,” Draves said. “So 
we just tell them to become our 
friends on Facebook and we’ll 
let them know when it arrives. 
� at way we don’t have to keep 
track of who wants what, and 
we don’t have to make 20 phone 
calls. With Facebook, we can 
post something that says, ‘Hey, 
this has come in,’ and every-
body who was interested knows 
we have whatever it is. People 
who didn’t ask about it also see 
it, and they may decide they’re 
interested in it too.”

Draves also uses YouTube to 
his advantage.

“We have a lot of product 

Steps to Get Started
Facebook, YouTube and Twitter are 

very di� erent sites, and function very dif-
ferently. If you’re really on the ball you 
should do all three, because you can use 
each one to help feed the others. 

Facebook 
www.facebook.com

To start a Facebook page, go to www.
facebook.com. Scroll to the very bottom 
of the page, and click on “Create a Page 
for a celebrity, band or business.”

On the next page, choose the “Local 
Business or Place” button. Click on the 
Shopping/Retail category, and � ll in your 
basic information. � en click on “Get 
Started” and begin building your page.

Be sure you create your Facebook 
page in the correct category. Don’t open a 
personal account and set it up like a busi-
ness page; set up your page in the busi-
ness format that Facebook o� ers. � is is 
in Facebook’s terms of service, and if you 
set up your page improperly Facebook 
may shut it down with no debate. 

� at said, you also can link your 
personal page to your business page. 
� is allows you to switch back and forth 
between the two from one account.

Twitter 
www.twitter.com 

Twitter is completely di� erent from 
Facebook. � e messages on Twitter are 
limited to 140 characters. As a result, 
everything on Twitter is much faster than 
on Facebook. In fact, you may get major 
world news there before you see it any-
where else. As a result, Twitter can be a 
great source of information for you and 
for your customers.

Twitter’s speed gives you a fast look 
at what your customers and your sup-
pliers are doing at any given moment. 
� e converse also is true. Twitter is a 
way of communicating with your custom-
ers quickly. Many retailers use Twitter to 
reach customers about a special they’re 
having that day, or o� er specials just for 
Twitter customers. 

You can also use Twitter to listen to 
your customers. You can get feedback 
from your customers on Twitter, and it’s 
an excellent place to provide good cus-
tomer service. All day long, people use 
Twitter to post the service they get at all 

levels of commerce, whether it’s at the 

co� ee shop or on an airline. If you have a 
Twitter account, you can respond to your 
customers’ needs immediately. If your 
customer says something good, you can 
acknowledge it. If someone says some-
thing bad, you can take care of it, and nip 
a problem in the bud instantly.

One important aspect of Twitter is 
engagement. If you aren’t going to engage 
and be a part of the online community, 
don’t bother to get on Twitter. You need 
to become a part of the community, and 
talk about more than just the products 
you’re selling. Talk about archery and 
bowhunting, and engage with other peo-
ple who are talking about those things. 

� e best way for a retailer to use 
Twitter is to � nd people in your demo-
graphic, both in terms of your area and in 
terms of bowhunting and archery. Don’t 
worry about large numbers of followers, 
just about followers who are applicable 
to your business. � en engage with those 
people; become a part of the community. 

Setting up a Twitter account is 
even easier than setting up a Facebook 
account, because you don’t have the pri-
vacy setting issues that you have to � gure 
out like you do on Facebook. Go to www.
twitter.com, put in your name and e-mail 
address, and choose a password. � en 
click on “Sign up for Twitter” and you’re 
in. 

You can search for people and “fol-
low” them, or wait for your customers to 
� nd you. It won’t take long; you’ll start 
to see people you know following you 
within a few hours.

Link your Twitter account to your 
Facebook account and you can post to 
both at the same time.

YouTube 
www.youtube.com 

� is is the place to really get your 
brand in front of the public. It’s more 
e� ort than either Twitter or Facebook, but 
it’s also more lasting.

Go to www.youtube.com and click 
on “Create an Account.” You will be redi-
rected to Google. If you have a Google 
account, sign in, or create a new Google 
account. When you sign in, you will be 
directed back to YouTube, where you 
can click on “Upload” and place videos 
online.
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reviews on YouTube,” he said. “I have 
more than 500 videos online, with 
more than 2 million views. I do a lot 
of technical videos about how to do 
things, and that puts my face and my 
name out there in front of people. As a 
result of all the videos, my phone rings 
o�  the hook. Explaining how to use 
something in a video sparks interest 
and gets people talking, and then they 
want to come in and see it.”

Using YouTube as a marketing tool 
is more than just throwing something 
at the wall and hoping it will stick.

“You have to produce a qual-
ity video and then market it,” Draves 
asserted. “It’s a lot of labor, because 
you have to shoot the video and then 
edit it. I started out with two cam-
eras, and now I have three cameras and 
about $6,000 worth of equipment. It’s a 
lot of work; you really have to get out 
after it to make it work.”

Although Draves Archery is on 
Twitter, Draves said he’s not as active 
there as he is with Facebook and 
YouTube.

“We do some posts, but it’s over-
whelming to keep up with it,” he said. 
“� ere are just so many di� erent things 
out there that we don’t have time to do 
them all.”

Pam Brookman, one of the own-
ers of DropTine Archery in Advance, 
North Carolina, said she started using 
Facebook because so many customers 
came in and asked if the store had a 
Facebook page.

“We started our page right around 
Christmas of 2011,” she said. “Now I 
post something about where we’re 
going to shoot a tournament, and tell 
people if they’re going, they can meet 
us at the shop and follow us if they 
don’t know where they’re going. We 
also post things that are going on in the 
shop. People like to see what’s going on 
and be ‘in the know.’”

In some ways, communication on 
Facebook seems to be taking the place 
of phone calls.

“We still get a lot of calls,” Brookman 
said. “But Facebook is like texting; 
sometimes you’re in a hurry and you 
don’t want to get into a long conversa-
tion with someone, so you send them 
a text real quick. You can just message 
someone on Facebook and they reply.”

Brookman said DropTine 

Archery also uses 
both Twitter and 
YouTube.

“I don’t Twitter 
as much as I do 
Facebook, because 
you can’t interact 
with other people 
as much,” she said. 
“We just started with 
YouTube; we’ve 
only put one video 
about the shop on 
there, so we don’t 
know much about it 
yet.”

Brookman  is 
eager to see where 
her foray into Facebook takes the shop.

“We’ve only been on since 
December, so we only have a couple 
hundred friends so far,” she said. “But 
it’s already brought in customers who 

didn’t know we existed, because they 
saw us on a friend’s wall.” 

Wiregrass Archery in Enterprise, 
Alabama, has been open for three 
years. Owner Michael Helgeson started 

A pro shop vehicle decorated with a unique wiregrass camo 
� nish has a place of honor on the Facebook page of Wiregrass 
Archery in Enterprise, Alabama.
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before you begin. 
Brad Smith is a 
marketing consul-
tant and founder 
of FixCourse.com, 
an online publica-
tion that teaches 
businesses how to 
increase revenue 
with internet mar-
keting. 

Smith said 
there are three 
important ques-
tions you need to 
ask before you start 
getting involved in 
social media.

“First, how 
will this support 
your business?” 
he said. “You need 
to understand 
how it’s going to 
increase revenue, 
decrease costs, or increase customer 
support.”

Second, Smith said, ask yourself if 
your expectations are realistic.

“It’s a 24/7 job, and it’s constantly 
evolving,” he said. “You need to have 
realistic expectations, not only in terms 
of success, but also what it’s going to 
take to succeed. It may be inexpensive, 
but it takes a ton of e� ort and time. You 
need to be willing to work for the long-
term payo�  if you want social media to 
build your business.”

� ird, ask yourself why your target 
customers should care that you’re on a 
social media site.

“� e key to social media is engage-
ment,” Smith said. “Without it, people 
won’t stick around and buy something. 
People don’t interact with you because 
you’re awesome; they do it because 
it bene� ts them. To succeed in social 
media, you need to be laser-focused on 
your audience and their needs, wants 
and desires.”

Now here are some suggestions 
for making the most of the three most 
popular social media avenues.

 Facebook
Your pro� le picture gives you an 

identity with both existing and poten-
tial customers, because it’s the � rst 
thing they see. Choose a pro� le picture 

that identi� es who you are and what 
you do. Select something that’s color-
ful but uncluttered. Change it up from 
time to time, being sure that whatever 
you use promotes your brand.

Don’t wait for people to � nd you. 
Facebook has a feature that will look for 
“friends” based on your e-mail address 
book; use it. Send “friend requests” to 
all your existing customers (Facebook 
limits the number you can send in a 
24-hour period) and build your friends 
“base” as quickly as you can.

Post photos and videos. If your 
customer brings in a picture of a great 
deer he killed, post it to a photo album 
on your Facebook page. 

Tag customers in your photos. 
When you upload a picture of a cus-
tomer, tag him in the photo so others 
can � nd him. 

Utilize your wall. Your wall is where 
you communicate with your friends. 
You can post status updates, photos, 
videos, or anything else you want peo-
ple to know. Post regularly but don’t 
spam. Nothing is more tiresome than 
dozens of status updates that don’t say 
anything.

Create events. On the upper right 
hand corner of your Home page is a link 
that says “Create An Event.” You can 
add a sale, opening day of archery sea-
son, an in-store seminar, or anything 

a Facebook page at the same time that 
he opened the store.

“We were on Facebook within a 
week of opening the store,” he said. 
“� e more you connect with people, 
the more you make them feel like 
they’re connected to the store. We 
make our posts friendly and stay out 
of politics. We have people who really 
connect with us as a result.”

Helgeson knows customers come 
in as a result of his Facebook postings.

“I like to test our new products, 
and when I do I’ll post something 
about it,” he said. “I just recently tried 
the � ermacell for the � rst time, and I 
couldn’t believe how well it worked. I 
posted about it, and a lot of guys said 
‘Hey, yeah, duh,’ but I also had some 
people who wanted to try one. So we 
did very well with them in the � rst few 
weeks that we had them.”

Except for one ad on YouTube, 
Helgeson has stuck with just Facebook 
because he has two businesses and just 
doesn’t have time to keep up with more 
than one social medium channel.

“Keeping up with just Facebook is 
enough of a task right now,” he said.

Helgeson uses Facebook as a way 
to update his customers about what’s 
going on in his store, and to tell them 
about new and interesting products.

“A lot of times someone will come 
into the store and ask about a new 
product,” he said. “If I don’t know 
about it, I’ll get one and try it and then 
post something on Facebook about it.” 
� at often results in sales to customers 
who see the posts and get interested in 
particular products as a result.

“Facebook is one of the easi-
est to manage forms of advertising,” 
Helgeson said.” It’s free, and it’s already 
set up for you. It’s a much easier way to 
make contacts than through a website.”

Maximum Impact
Putting social media to work for 

you is more than just starting a page on 
Facebook or sticking a few videos on 
YouTube. To get the most from any of 
these sites means constantly updating, 
and keeping yourself in front of your 
followers.

When working with any of the 
social media, experts say, there are 
several important issues to address 

Draves Archery uses a sta�  photo to welcome you to the pro 
shop’s Facebook presence. The pro shop makes sure Facebook 
users are aware of the videos it runs on YouTube. Amazingly, the 
pro shop has over 500 of its videos online, helping customers 
understand how to work on their archery gear as well as high-
lighting new products available from the store.
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else of interest to your customers or 
your community and invite friends to 
come or join.

Post on other pages. Find archery 
and bowhunting groups, organiza-
tions such as the Rocky Mountain Elk 
Foundation or the National Shooting 
Sports Foundation and “like” them so 
you can comment on ongoing discus-
sions. Don’t dismiss the idea of reach-
ing outside the archery community; 
you’re trying to connect with potential 
as well as existing customers.

Write for adults. Most Facebook 
users aren’t teenagers; they’re adults, 
many of them busy professionals. 
Don’t “talk down” in your posts; write 
like you would talk to someone coming 
into your store. 

Be grammatical. Check spelling 
and usage before you send your post. 

Twitter
You have only a few characters 

to identify you and your business, so 
select a user ID that describes your 
brand. If your store name is Main Street 
Archery, use that. Don’t use something 
generic like “archery nut.”

Use your real location.
Put a photo on your pro� le. Use a 

closeup shot of you, because the pho-
tos on Twitter are very small.

Create a background that promotes 

your brand. If you 
use the plain blue 
background that 
Twitter provides, 
many followers will 
think you don’t take 
Twitter seriously.

Before you 
start Tweeting, read 
what others are say-
ing to get a sense 
of the tone and 
cadence of Twitter. 
Re-tweet entries 
that you think your 
customers will � nd 
interesting.

Take your 
time learning how 
Twitter works. It’s 
much faster and sig-
ni� cantly di� erent 
from its Facebook 
rival.

YouTube
Understand the difference 

between YouTube and other social 
media sites. Because it’s visual and 
auditory, it requires a di� erent skill set 

and a di� erent level of technology than 
Facebook or Twitter.

Make sure every video will appeal 
to your audience. Don’t mix personal 
videos (vacations, silly dog tricks, etc.) 
in with your store videos; have a sepa-
rate account for those.

Keep videos fresh. If a video you 
put up last year is stale because the 
new product you reviewed has either 
become widely accepted or has disap-
peared for lack of sales, replace the 
video with something else.

After you post a video, share it 
on your Facebook page, your Twitter 
account, and with your e-mail list.

Invite your Facebook and Twitter 
friends and customers on your e-mail 
list to subscribe to your YouTube chan-
nel.

Working with social media requires 
a commitment of time and resources. If 
you can make that commitment and 
have a clear goal in mind, you can 
use social media to connect with your 
customers and drive dollars to your 
bottom line.

Here’s what anyone can see from their computer when they go 
to  Glisson Archery’s Facebook page. Clicking on the tab marked 
“Wall” under the target on the upper left will take you to the 
Facebook well for this business where most information is post-
ed, but to access that customers will need their own Facebook 
account.  Accounts are free and it takes just a minute or two to 
create one. 
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