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It doesn’t matter if you are a small pro 
shop operating out of a little building 
next to your home, a large full line sport-

ing goods store or a major manufacturer; 
if your business grows, eventually you are 
going to need more room. � e process of 
expanding or moving can be traumatic and 
making the right decisions is critical to the 
future of your business. Expanding your busi-
ness too quickly can place undue stress on 
the business. Not expanding when needed 
could handicap your business, allowing com-
petition to take a foothold. Expansion is an 
important step for any business and it must 
be approached cautiously. However, like 
jumping out of an airplane, you can check 
your parachute several times but eventually 
you have to jump out the door.

� e need to expand seems to happen 
to Lancaster Archery on a regular basis. 
Lancaster Archery has been � rmly entrenched on its origi-
nal 6 acre site near Lancaster, Pennsylvania since 1983. 
Continued growth of both the retail and distributor side 
of the business required major physical expansions of the 
business in 1985, 1992, 1999 and 2003. In between these 
expansions, constant realigning of the interior operations 
kept things operating at peak e�  ciency within the avail-
able space. However, several years after the 2003 expansion, 
Lancaster Archery was again starting to feel growing pains.

“We had experienced substantial growth with our retail 
show room, with business growing at 10 to 15 percent per 
year,” said Rob Kaufhold, president of Lancaster Archery. 
“� e distributor side of the business and our OEM (Original 
Equipment Manufacturer) division has grown even more 
rapidly, resulting in our overall business doubling approxi-
mately every four years. Physically, we were spread out over 
our four buildings and had four additional storage trailers on 
the property to handle the over� ow of equipment and inven-
tory. We were jammed up everywhere and were no longer 
operating as e�  ciently as I wanted, and the absence of a 
truck dock made loading and unloading material di�  cult 
and time consuming. We had been planning our next expan-
sion since 2008 but kept holding o�  due to the political and 
economic uncertainty, even though our business was good. 
However, with our continued growth, we were bursting at 
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“We had experienced substantial growth with our retail 
show room, with business growing at 10 to 15 percent per 
year,” said Rob Kaufhold, president of Lancaster Archery. 
“� e distributor side of the business and our OEM (Original 

the seams and I knew we could not 
wait much longer.”

Rob began working on plans for 
a new building, which he intended 
to build along the front edge of the 

Lancaster Archery property in late 2009 and for which he 
had the plans and permit applications completed by mid-
to-late 2010. However, as normally happens when govern-
ment bodies and bureaucrats get involved in the approval 
and permitting process, there was a stream of changes and 
demands made by local authorities. � ese changes led to 
never-ending revisions of the site plan, which drove up the 
estimated building cost unnecessarily and added to the nor-
mal construction frustrations.

“Because of the constant delays with the township, I 
started to re-valuate my overall options,” explained Rob. 

truck dock made loading and unloading material di�  cult 
and time consuming. We had been planning our next expan-
sion since 2008 but kept holding o�  due to the political and 
economic uncertainty, even though our business was good. 
However, with our continued growth, we were bursting at 

The Lancaster Archery Supply retail showroom and indoor 
ranges will still be housed at the original location along the Old 
Philadelphia Pike in Lancaster, Pennsylvania, approximately 6 
miles from the new distribution center and main o�  ces.

Lancaster 
Archery on the Move
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“With our anticipated growth and my 
plans for the future, I realized that the 
new building would just be another 
temporary � x, which we would again 
outgrow in three to four years. I could 
remember my father saying, ‘If you are 
fortunate enough to be a steward of 
a business, the money belongs to the 
business and the business’ cash is fuel 
for growth.’ I decided it was time for a 
big move.”

In light of the permitting delays 
he was encountering, Rob decided to 
abandon the idea of constructing a 
new building and instead searched for 
a suitable structure within easy access 
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In light of the permitting delays 
he was encountering, Rob decided to 
abandon the idea of constructing a 
new building and instead searched for 
a suitable structure within easy access 

of his home and the adjacent, exist-
ing Lancaster Archery Pro Shop, which 
he planned to continue operating on 
its original site along with the indoor 
ranges. Since the surrounding area is 
mainly rural, � nding a suitable vacant 
building was going to be a tall order but 
challenges never fazed Rob Kaufhold 
in the past and they would not do so 
now.

Rob contacted a commercial real-
tor and was soon looking at a variety 
of buildings, none of which suited his 
purpose. However, everything changed 
on June 1, 2011, as the phone rang 
and his realtor explained that he was 

just walking out the door of a new 
listing, saying, “� is building is 
bigger than you want and it will 
cost more money than you want to 
spend but you are the best man for 
the property.” “Too big” and “too 
much money” didn’t stop Rob, who 
a short time later was looking at 
what would become the new home 
of Lancaster Archery.

� e building, initially built in 
1911, was originally the home of 
the Pennsylvania Scale Company, 
the largest spring and balance scale 
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manufacturer in the world at the time. 
Employing over 200 people at its peak, 
Pennsylvania Scale faced challenges 
in business presented by foreign elec-
tronic scale competition and was sold 
in 2003. � e new owner of the prop-
erty was CDM Wholesale, an accent 
and home furnishings company sell-
ing lights, window treatments, � owers 
and interior decorations. Due to the 
economic downturn, CDM Wholesale 
needed to downsize and relocate, 
prompting its need to sell the build-
ing. Rob sensed what is referred to as 
a “motivated seller” in the real estate 
trade and entered into intense negotia-
tions with the owner. On July 18, 2011, 
Rob closed the deal and was now the 
owner of the 80,000 square foot, two-
story building. � e agreement includ-
ed the storage racks and two fork-lift 
trucks. In comparison, the original 
Lancaster Archery facility sat on 6 acres 
with a total of 35,000 square feet under 
the roof, making the new facility over 
twice as large.

Because the deal was closed so 
quickly, CDM Wholesale needed time 
to move out and Rob needed time to 
get ready to move in, so a compromise 

Lancaster Archery Supply’s new home is 
located in Leola, Pennsylvania; the 100 year 
old historical building was originally built as 
a home to the Pennsylvania Scale Company. 
This 80,000 square foot facility will provide 
Lancaster Archery Supply with adequate 
room for expansion.

a suitable structure within easy access a suitable structure within easy access and his realtor explained that he was and his realtor explained that he was 
just walking out the door of a new 
listing, saying, “� is building is 
bigger than you want and it will 
cost more money than you want to 
spend but you are the best man for 
the property.” “Too big” and “too 
much money” didn’t stop Rob, who 
a short time later was looking at 
what would become the new home 
of Lancaster Archery.

1911, was originally the home of 
the Pennsylvania Scale Company, 
the largest spring and balance scale 

Proudly dis-
played in the 
reception area 
located just inside 
the main entrance 
of Lancaster 
Archery Supply’s 
new home is a 
framed copy of 
an article from a 
2005 edition of 
ArrowTrade. The 
article featured 
Lancaster Archery 
Supply’s history to 
that date.

By John Kasun
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was struck and Lancaster Archery rent-
ed the facility back to CDM Wholesale 
until September 1, 2011. “We moved 
into our new facility on October 20 and 
21, 2011,” Rob explained. “We used the 
time between when CDM Wholesale 
moved out and we moved in to get 
ready for the move as well as to remod-
el and update our new facility. � e 
two-day move was seamless. We not 
only moved 25 tractor trailer loads of 

time between when CDM Wholesale 
moved out and we moved in to get 
ready for the move as well as to remod-
el and update our new facility. � e 
two-day move was seamless. We not 
only moved 25 tractor trailer loads of 

equipment in those two days but we 
had all of the equipment unloaded and 
in place on racks and bins. Our pro 
shop was closed for the two days of the 
move as everyone pitched in to help 
but it opened back up on Saturday. 
We shipped our last order out of the 
old warehouse on a Wednesday and 
the following Monday, we were ship-
ping from our new location. Our pro 
shop, lanes and all associated person-
nel remained at its original location 
but all other operations are now locat-
ed under one roof at our new facility. 
When we initiated the move, we had 
approximately 50 employees, but since 
our relocation, we have added more 
personnel and now we are up to 56.”

Since the move, Rob has added 23 
additional archery lanes to the original 
pro shop and lanes to accommodate 
the growing number of archers partici-
pating in the yearly Lancaster Archery 
Classic tournament. He has also turned 
some of the space at the original loca-
tion into rental o�  ce space.

“I would be kidding if I didn’t 
admit the move seemed overwhelming 
at � rst,” Rob laughed. “But now that we 
are in and operating, it is obvious that 
this was our best option for now and 
for our future. We are not only growing 
into our new space but we are seeing 
new opportunities for the excess space 
already. We are presently setting up a 
TV studio in which we plan to install 
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into our new space but we are seeing 
new opportunities for the excess space 
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two di� erent sets. One will be a work-
bench mock-up and the other a family 
room setting. � is will allow us to video 
equipment set-up, tuning, shooting 
tips and instructions, as well as work 
with manufacturers on the promotion 
of their products, all of which will be 
promoted on our website.”

“Within a few months of making 
the move, we could see increased e�  -
ciency overall and especially noted how 
much easier it was to pull products for 
shipment,” Rob said. “We made major 
improvements to our operation during 
the move and now we are tweaking all 
of our processes and set-ups to make 
them even better. � e move was a lot 
of hard work but we have a great team 
working together that made it all pos-
sible.”

“� e move has also allowed us to 
improve our service to our dealers,” 
Rob explained. “With more available 
space for inventory, we can buy in 
larger quantities to take advantage of 
better pricing, as well as close-outs 

was struck and Lancaster Archery rent-

The abundance of available space in 
Lancaster Archery Supply’s new home 
allowed for the addition of an employee 
break room that contains a pool table 
and dart board as well as a target and 
3-D range where employees can hone 
their archery skills. 

equipment in those two days but we 
had all of the equipment unloaded and 
in place on racks and bins. Our pro 
shop was closed for the two days of the 
move as everyone pitched in to help 
but it opened back up on Saturday. 
We shipped our last order out of the 
old warehouse on a Wednesday and 
the following Monday, we were ship-
ping from our new location. Our pro 
the following Monday, we were ship-
ping from our new location. Our pro 

Even 
the “old 
clock on 
the wall” 
reminds 
everyone 
of the 
business 
he or she 
is in. 
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into our new facility on October 20 and 
21, 2011,” Rob explained. “We used the 
time between when CDM Wholesale equipment in those two days but we equipment in those two days but we 

was struck and Lancaster Archery rent-

equipment in those two days but we Even Even 

Above right, Jason “HoHo” Homan, of purchasing, opens an interior door in the main 
o�  ce that leads to a walk-in safe that was part of the original building. O�  ce cleaning 
supplies are kept behind that secure steel door. “We think that Lancaster Archery is a 
true leader and therefore we are proud to announce that we have the most secure mop 
and broom closet in the industry,” Rob Kaufhold laughed.

The involvement of the 
employees in the sport 
of archery is obvious as 
equipment and mounts 
� ll o�  ces and hallways.
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Do not disturb your hunting spot
The distance of transmission between the 
TINY-W2 camera and the Blackbox receiver 
now extends to a wireless range of 250 feet. 
It is therefore possible to retrieve your photos 
while staying away from the monitored area.
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and promotional buys. Bulk buying 
also allows us to reduce transportation 
cost, which is an important factor that 
is impacting every aspect of business 
today. All of these things combined 
with our increased e�  ciency allow us 
to o� er better prices and reduce stock-
outs, both of which help the dealer 
to better service his customer and 
improve his bottom line.”

Carole Kaufhold is CEO/CFO of 
Lancaster Archery as well as Rob’s wife. 
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The two playfully 
refer to each other 
as the Yin to the 
other’s Yang. Rob’s 

impulsive and optimistic attitude is 
o� set and complemented by Carole’s 
analytical and logical approach. “Rob 
has a true love of archery and I have 
a true love of business,” Carole said. 
“When I � rst entered the business in 
1994, we had six employees and I never 
dreamt that we would have grown to 
our present size. In 1994, we were not 
even computerized and we were typing 
invoices by hand. My � rst task was to 
get us computerized and although that 
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has a true love of archery and I have 
a true love of business,” Carole said. 
“When I � rst entered the business in 
1994, we had six employees and I never 
dreamt that we would have grown to 
our present size. In 1994, we were not 
even computerized and we were typing 
invoices by hand. My � rst task was to 
get us computerized and although that 

seemed like a major accomplishment 
at the time, it was only our � rst step to 
becoming a truly e�  cient operation. 
Most people in the archery business 

have a true passion for archery that 
started out as a hobby and turned into a 
business. However, at some point, and 
the sooner the better, it is critical that 
everyone realize that archery is a busi-
ness. Today, we have 56 people who 
depend upon us for a living. Dealers 
depend on us to service them so they 
in turn can service their customers, so 
everyone in that chain of associations 
must act in a professional, businesslike 
manner. While like all of our people we 
employ enjoy archery as a sport, our 
mutual goal is to be an archery busi-
ness that is a company people want to 
do business with.”

The two playfully 
refer to each other 
as the Yin to the 
other’s Yang. Rob’s 

The new warehouse was physically laid out prior to any mate-
rial being moved from the old location. All aisles and bin loca-
tions were marked not only for a smooth transition during the 
move but to also improve the e�  ciency of pulling orders when 
operations began at the new location.

seemed like a major accomplishment 

In order to maintain control over the 
100,000 plus SKU’s and millions of items 
in inventory, it is critical that the inven-
tory be strictly controlled and well orga-
nized. This control allows orders to be 
quickly and accurately pulled, providing 
the dealer with quick, reliable service. 
Ralph Rodriquez is shown here pulling a 
customer order from the well-stocked and 
clearly marked bins in the warehouse.
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“Both Rob 
and I were appre-
hensive and a lit-
tle scared by our 
latest move but 
we had to move 
for the sake of 
the business,” 
Carole contin-
ued. “Every nook 
and cranny at 
our old location 
was filled. We 
could no longer 
be as e�  cient 
as we wanted 
and limiting our 
growth would 
have been pain-
ful. What was 
really great was that we were able to 
� nd such a great facility within 6 miles 
of our old shop. � e move didn’t have 
a negative impact on our employees, 
as most drive no further to work than 
before and for a few it is even closer.”

“One thing I never expected from 
the move was the connection I felt with 
the building,” Carole said thoughtfully. 
“All of the buildings we looked at had 
pluses and negatives but the one we 
chose had a special personal feel. � e 
building not only has a history but it 
has character as well. It immediately 
felt like home and I can easily see it 
ful� lling our needs for the foreseeable 
future and hopefully beyond.”

“� e move to our new location 
went smoothly,” Carole explained. “We 
put together four teams and we all 
sat down together to develop a solid 
plan, which we wrote out so there was 
no question of what would happen in 
what order. Everyone knew each step 
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went smoothly,” Carole explained. “We 
put together four teams and we all 
sat down together to develop a solid 
plan, which we wrote out so there was 
no question of what would happen in 
what order. Everyone knew each step 

that would occur and in what order 
ahead of time. We even developed a 
chart that tracked our progress and 
our team leaders marked o�  items as 
they were accomplished so everyone 
knew exactly where we stood at any 
given moment. Not only did we have to 
physically move all the inventory, but 
we also had to have the new area laid 
out with shelving and bins on location 
and marked. Everything came together 
and with the combined e� ort, things 
went better than anyone expected. It 
was a great experience and everyone 
involved deserves credit for the success 
of the move.”

“I was an archer and I had met Rob 
at an IBO shoot,” explained Steve Yoder, 
vice president of new product devel-
opment and purchasing for Lancaster 
Archery. “I came to work at Lancaster 
in 1995 working part-time, � etching 
arrows, 
d o i n g what order. Everyone knew each step what order. Everyone knew each step d o i n g d o i n g 

Carole Kaufhold 
is CFO/COO 
of Lancaster 
Archery Supply. 
Carole’s infec-
tious smile and 
quick laugh make 
her a pleasure to 
be around. Her 
passion for busi-
ness has helped 
build Lancaster 
Archery Supply 
into the industry 
leader it is today.

that would occur and in what order 

These X-Spot youth ground quiv-
ers are excellent for youth group 
lessons or backyard practice. This 
is one of several items designed 
and manufactured by Lancaster 
Archery Supply to � ll niches within 
the archery market.
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the archery market.the archery market.

Donna Kurtz heads up the 
CR Archery Products division 
of Lancaster Archery Supply, 
which manufactures bow 
slings, binoculars straps, target 
and 3D scopes and assorted 
other archery accessories. 

her a pleasure to 
be around. Her 
passion for busi-
ness has helped 
build Lancaster 
Archery Supply 
into the industry 
leader it is today.

This precision balance scale 
was originally manufactured in 
Lancaster Archery Supply’s new 
home by the Pennsylvanian 
Scale Company and is still doing 
service in the warehouse, pro-
viding exact counts of small 
items as determined by weight.
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maintenance around the shop and 
being pretty much a go-fer. I worked 
my way into retail sales and acquired 
an in-depth knowledge of archery 
equipment and associated material. In 
1998, Rob o� ered me a job in the pur-
chasing department. My brother Eric 
also joined Lancaster and today, Eric 
and I work together heading up the 
purchasing department.”

“Lancaster Archery has built its 
reputation on an extensive inventory 
backed up with excellent customer 
service,” Yoder continued. “As a result 
of our e� orts, Lancaster has continu-
ally grown its market share. With our 
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“Lancaster Archery has built its 
reputation on an extensive inventory 
backed up with excellent customer 
service,” Yoder continued. “As a result 
of our e� orts, Lancaster has continu-
ally grown its market share. With our 

continuous growth, it has been a chal-
lenge to keep the right products in 
stock, because in this ever-changing 
business, the window of opportunity 
for new items is often quite small. At 
each trade show, our purchasing team 
splits up and we all search for items we 
feel might be good items to add to our 
inventory or maybe even be the hot 
seller for the year. We compare notes 
and collectively make purchasing deci-
sions and to date, our track record has 
been pretty good. We work hard to pick 
the right items because our custom-
ers, the dealers, depend on us. We do 
a large overseas business because our 

and I work together heading up the 
purchasing department.”

reputation on an extensive inventory 
backed up with excellent customer 
service,” Yoder continued. “As a result 
of our e� orts, Lancaster has continu-
ally grown its market share. With our 

Posters like this one can be found 
throughout Lancaster Archery Supply, 
indicating the dedication to quality and 
customer service that is a keystone of the 
operation. Note the employees’ signatures 
at the bottom of the framed poster, attest-
ing to their personal commitment to the 
process. 

maintenance around the shop and 
being pretty much a go-fer. I worked 
maintenance around the shop and 
being pretty much a go-fer. I worked 

continuous growth, it has been a chal-continuous growth, it has been a chal-
lenge to keep the right products in lenge to keep the right products in 

Dallas Fuhrman, Ryan Daugherty and Josh Remley are members of the customer service 
and TechXpert team that is on hand to make recommendations and solve problems for 
consumers and dealers alike. All TechXperts are experts in all forms of archery.
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overseas customers know 
that with our extensive 
inventory, they can � ll all 
their needs with one-stop 
shopping. It is a win-win 
situation for everyone.”

“We like to investigate every 
opportunity to expand our market by 
promoting archery and helping to cre-
ate new archers,” Yoder added. “About 
three years ago, we partnered with L.L. 
Bean to develop a family archery pack-
age consisting of a bow, arrows, arm 

“We like to investigate every 
opportunity to expand our market by 
promoting archery and helping to cre-
ate new archers,” Yoder added. “About 
three years ago, we partnered with L.L. 
Bean to develop a family archery pack-
age consisting of a bow, arrows, arm 

guard and � nger tab. While the 
set was listed as an L.L. Bean 
product and shipped from 
L.L. Bean’s distribution center, 
Lancaster Archery provided 
the technical support. If a cus-
tomer had any archery related 
questions, they were connect-
ed directly to our tech sta� . 
L.L. Bean was so satis� ed with 
the success of that � rst venture 

that for the fall of 2012, they are o� er-
ing a basic take-down recurve hunting 
bow with nocking point installed plus 
a quiver, bow stringer, silencers, glove 
and � nger tab and six Gold Tip arrows 
with screw-in � eld tips.”

Lancaster Archery, which has 
always had a reputation as a key pro-
moter of traditional archery, solidi� ed 
that position with the establishment of 
TradTech Archery in 2006. TradTech 
o� ers the latest traditional bow tech-
nology in a variety of TradTech models, 
all o� ering ILF (International Limb Fit) 
technology for precise interchange-
ability of limbs and risers, providing 
for the maximum customization of 
equipment by the user. (Note: � e term 
ILF originated with Lancaster Archery 
in the 1990’s and is now used uni-
versally within the archery commu-
nity.) John Wert heads up Lancaster 
Archery’s TradTech division and he 
told ArrowTrade, “TradTech takes all 
of the technology developed for the 
Olympics and Olympic style equip-
ment and applies it to traditional 
hunting gear, o� ering the traditional 
archer the � nest equipment available. 
Traditional archery continues to grow 
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of the technology developed for the 
Olympics and Olympic style equip-
ment and applies it to traditional 
hunting gear, o� ering the traditional 
archer the � nest equipment available. 
Traditional archery continues to grow 

and that growth gives dealers a great 
opportunity to increase their sales and 
bring in new customers.”

Lancaster Archery has established 
itself as the supplier for all phases of 
the sport of archery and sells thou-
sands of traditional and recurve bows 
each year. Every four years, Lancaster 
Archery experiences an approxi-
mately 16 month bump above normal 
in recurve bow sales because of the 
increased interest in archery stirred by 
the Olympics.

Rob feels it is important that every-
one in the company is an archer to 
some degree so he or she can bet-
ter relate to the customer. � e inter-
est in archery was evident as personal 
archery gear, trophy photos or mounts 
seemed to be part of every o�  ce or 
workstation. Each new hire gets a per-
sonnel review at the end of 90 days and 
to stimulate interest in archery, a bow 
is awarded. If the person is already an 
archer, a $150 credit is provided to buy 
archery gear. Due to the abundance of 
room at the new facility, Rob has set up 
several indoor ranges for the employ-
ees to use to hone their skills. Lancaster 
Archery also maintains a hunting lease 
for the use of employees as a way to 
encourage employees to partake in all 
aspects of the sport. All of Lancaster 
Archery’s sta�  of Archery TechXPerts 
have extensive hunting and target 
experience and are ready to answer 
any questions or make recommenda-
tions to retail customers and dealers 

guard and � nger tab. While the 

Left to right are Kathy Boyd; Josh 
Redcay, who works in shipping; and 
Warehouse Manager Eric See.

overseas customers know 

John Wert, director of the 
TradTech Division, holds 
one of TradTech’s traditional 
take-down hunting bows. 
The riser features attractive 
broadhead cutouts, giving 
the bow a distinctive look.

and that growth gives dealers a great and that growth gives dealers a great 

Left to right are Kathy Boyd; Josh 
Redcay, who works in shipping; and Redcay, who works in shipping; and 

If there is any question about the 
dedication to archery of the sta�  at 
Lancaster Archery Supply, Dale Foulk, 
who works in the showroom and � etch-
ing department, has removed all doubt. 
For a gift, Dale’s wife arranged for him 
to have the name of his favorite bow tat-
tooed on his arm.
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alike. Lancaster Archery not only “talks 
the talk” but it also “walks the walk” 
when it comes to promoting archery 
and making Lancaster Archery truly an 
“all archery company.”

“At Lancaster Archery, we are a 
team and we are always looking for 
good people who can not only be team 
players but can also make our team 
stronger,” Rob stressed. “Eric Eschbach, 
our warehouse supervisor, is a per-
fect example. Eric had only been with 
us several months when he began 
to make signi� cant contributions to 
our operation; plus, he is an excellent 
team builder and good leader. Eric also 
acts as our CQI (Continuous Quality 
Improvement) coordinator. Sales 
Manager Jared Weaver helped put our 
ACD (Automatic Call Distribution) sys-
tem in place, which reduced hold time 
for the customer and increases the 
number of calls that can be handled 
in a given time frame. We measure and 
review everything we do to not only 
monitor our operation but to constant-
ly improve our process and e�  ciency.”

Under Rob’s direction, Lancaster 
Archery is involved in any and all forms 
of archery promotion in the � eld, on 
the range and in the backyard. It has an 
enclosed trailer with target butts and 
basic equipment. Taken to parades, 
fairs and � eld days, it gives kids, and 
anyone else who is interested, an 
opportunity to try archery. Lancaster 
Archery has provided archery equip-
ment for movies when the opportunity 
has arisen. Each year, the Lancaster 
Classic Tournament o� ers $50,000 in 

alike. Lancaster Archery not only “talks 

Kathi Ranck of the warehouse picking 
crew gets some target mats on their way to 
an awaiting dealer.

Displayed on a hallway wall, between the o�  ce complex and the entrance to the ware-
house, are framed covers of the Lancaster Archery Supply catalog depicting its history 
and growth. 

AlaskaBowhunting.com 888.697.9828

Wouldn’t use a .243 on a cape buffalo, right?

Didn’t think so…

When you’re hunting the kind of game that looks at you like  
you owe them money, you’ve got to use enough gun!

If you’re bowhunting these brutes…  
break out the big guns and hit ‘em with both barrels.

Hit ‘em hard with a 

Don’t take our word for it… Check out our Dangerous Game section online!

You’re hunting dangerous game,  
not Whitetails in Kansas.

pushing a one-piece forged Ashby broadhead.

thinK of it as the .500 nitro express of boWhunting.

Yeah…  
You’re not in Kansas anYmore!

MOMENTUM U-FOC NANO 170
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prizes and is broadcast via the web 
worldwide.

“Everyone in the archery busi-
ness needs to � nd ways to promote the 

prizes and is broadcast via the web 

“Everyone in the archery busi-
ness needs to � nd ways to promote the 

sport,” Rob stressed. “We can’t just feed 
o�  of the sport; we must work together 
to grow it. Dealers need to � nd ways 
to connect with other businesses. For 
example, it might be possible to work 
with the local movie theater. � e dealer 
might advertise the theater in their shop 
in exchange for the shop advertising in 
the theater. Maybe patrons would get a 
free archery lesson with a movie ticket 
to a speci� c � lm. Recent movies such 
as Brave and � e Hunger Games were 
quite popular and showed archery in 
a positive light. � ese � lms generated 
interest in archery worldwide. When 
the movie Robin Hood, starring Russell 
Crowe, showed in the Lancaster area, 
we ran ads in the theatre saying, ‘Get in 
touch with the archer in you’. � e pos-
sibilities are endless.”

“Lancaster Archery coordinated a 
joint venture with a local Dodge dealer 
during the promotion of the Dodge 
Outdoorsman model truck,” contin-
ued Rob. “We provided treestands and 
equipment for a display in the dealer-
ship along with our advertising. � e 
dealer paid for insurance that allowed 
them to put up a $45,000 truck plus 
a $5,000 shopping spree at Lancaster 
Archery as a potential prize. Ten names 
were drawn from the tickets � lled out 
by customers at the dealership. � e ten 
participants then had to shoot a bow at 
a wall of envelopes, each of which con-
tained one letter in the word ‘RAM.’ It 
was not skill-based, as each participant 
could shoot until they hit the number 
of envelopes required, and I provided 
assistance and coaching as required. It 
was a promotion and not a guaranteed 
win. � e envelopes hit had to spell out 
‘RAM.’ � e � rst year of the promotion, 
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“Lancaster Archery coordinated a 
joint venture with a local Dodge dealer 
during the promotion of the Dodge 
Outdoorsman model truck,” contin-
ued Rob. “We provided treestands and 
equipment for a display in the dealer-
ship along with our advertising. � e 
dealer paid for insurance that allowed 
them to put up a $45,000 truck plus 
a $5,000 shopping spree at Lancaster 

no one was successful in getting all 
the required letters, so there was no 
winner. However, there was a lot of 
excitement and we had a full month of 
the promotion of archery. � e dealer 
was so pleased with the reception that 
they are planning to do it again. In my 
opinion, every archery dealer needs to 
seek out ways to promote archery, and 
in turn, their shop. We are still in a bad 
economy, so it is more important than 
ever for every archery shop to promote 
the sport. One sure way is to become 
involved in the 
NASP program 
in their area. 
� e opportuni-
ties are limited 
only by your 
imagination.”

L a n c a s t e r 
Archery han-
dles equipment 
from over 850 
manufacturers 
in this coun-
try and abroad, 
and carries over 
100,000 SKU’s 
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Rob Kaufhold is shown here holding a 
Capitol recurve bow as seen in the movie 
The Hunger Games. The Hunger Games 
portrayed archery in a positive light and 
piqued interest in the sport. Lancaster 
Archery seized on that popularity and 
o� ers both the Capitol recurve and the 
District longbow, both of which have prov-
en great sellers.

sport,” Rob stressed. “We can’t just feed sport,” Rob stressed. “We can’t just feed no one was successful in getting all no one was successful in getting all sport,” Rob stressed. “We can’t just feed 

The shipping area is a constant stream of activity, shipping thousands of orders per day 
to awaiting dealers, allowing them to meet their customer demands.

a $5,000 shopping spree at Lancaster 
Archery as a potential prize. Ten names 
were drawn from the tickets � lled out 
by customers at the dealership. � e ten 
participants then had to shoot a bow at 
a wall of envelopes, each of which con-
tained one letter in the word ‘RAM.’ It 
was not skill-based, as each participant 
could shoot until they hit the number 
of envelopes required, and I provided 
assistance and coaching as required. It 
was a promotion and not a guaranteed 
win. � e envelopes hit had to spell out 
‘RAM.’ � e � rst year of the promotion, 

a $5,000 shopping spree at Lancaster 
Archery as a potential prize. Ten names 

Pennies make dol-
lars, which go direct-
ly to the bottom line 
of any business. Due 
to the volume of 
business done with 
the postal depart-
ment, Lancaster 
Archery receives free 
Priority Mail boxes 
preprinted with the 
Lancaster Archery 
logo. Free boxes and 
free advertisement 
equal good business.

-Creation of an easy to use
E-commerce website solution 
allowing you to start offering 
product and selling securely on 
the web.

-Pape-Pape’s full product catalog up-
loaded to your websites: Product 
Images and Descriptions. 

-An inventory feed that 
AUTOMATICALLY updates your 
website every 15 minutes as to 
the inventory level on hand at 
Pape’s.

-Complete Pricing Control:-Complete Pricing Control: Allows 
you to easily set your prices by 
category or even down to the 
product level.
 
-One Click-One Click To Ship (TM): Allows 
you to click one button that sends 
order to Pape’s for blind ship 
fulfillment to your customer from 
Pape’s warehouse.

DISTRIBUTOR
CATALOG

ONLINE STORE

Harness the power of the world-wide-web to bring new customers to your door.

Increase Your Sales

- Distributor Product & Inventory Link
- One-Click-To-Ship
- Custom Design & Branding

Call Today for a Free Consultation and Online Demo

www.outdoorbusinessnetwork.com
Toll Free: 1-800-699-0820

Offer Customers A Fully Stocked

Now Your Website Can Offer
Over 10,000 Products
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and millions of items in inventory. 
Lancaster also manufactures numer-
ous items under the in-house brands of 
CR and XSpot in addition to providing 
private label brands with manufactur-
ing services. It deals with consumers 
as well as dealers worldwide, provid-
ing support, service and direction as 
required and shipping thousands of 
orders per day, from single items to 
bulk shipments.

As its motto says, Lancaster 
Archery claims to be “Leading the 
world in 3D and target archery.” At the 
time of ArrowTrade’s visit, Lancaster 
was in the process of developing 
three new websites to better serve 
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 visit, Lancaster 
was in the process of developing 
three new websites to better serve 

its consumer customers as well as 
its dealer base. � e consumer site is 
www.LancasterArchery.com. For 
the traditional enthusiast, see www.
TradTechArchery.com and for the deal-
er, go to www.LancasterArcheryDealer.
com. � e dealer site allows retailers to 
review their purchase history as well as 
the stock status of any items in which 
the dealer is interested. Also incor-
porated into the site will be product 
reviews and “how-to” videos.

“� e older I get, the more I realize 
that I want to make a di� erence in the 
sport of archery,” Rob said seriously. “I 
also realize that I am being led on this 
journey. My success is faith-based and 
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“� e older I get, the more I realize 
that I want to make a di� erence in the 
sport of archery,” Rob said seriously. “I 
also realize that I am being led on this 

I am comfortable in sharing that. I try 
to compete by promoting archery and 
growing the market, not by taking busi-
ness from others. I want to increase the 
opportunities for archers in every pos-
sible way, which in turn also improves 
archery as a business for those of us 
who make a living in the sport. I love 
working with dealers to improve their 
business because that in turn improves 
our business and together we help 
more people enjoy the sport of archery. 
I will be happy if I can leave the sport 
better than I found it.”

and millions of items in inventory. and millions of items in inventory. its consumer customers as well as its consumer customers as well as its consumer customers as well as I am comfortable in sharing that. I try I am comfortable in sharing that. I try 

Lancaster Archery Supply is a team e� ort and some of the members of that team are (left to right), Rebecca Wolfe, marketing director; 
Chad Englerth, E-Commerce archery tech; Jared Weaver, sales manager; Steve Yoder, vice president/purchasing division; Eric Yoder, 
purchasing department and � etching manager; Kris Weiss, o�  ce manager, payroll and accounts payable and Jessica Kane, accounts 
receivable. 
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