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Strictly Archery is a small but 
well-respected archery shop 
located on busy Route 57, a few 

miles from the center of Washington, 
New Jersey, a small town located in 
the northwest corner of the state near 
the Delaware Water Gap National 
Recreation Area. Because of its loca-
tion, only a 90 minute or less drive 
from Philadelphia and New York City 
and less than a 30 minute drive from 
the nearby Pocono Mountains, the 
small shop sees plenty of business from 
those who come to the area to hunt.

Strictly Archery is owned by broth-
ers Tom and Ray DiRisio. � e DiRisio 
brothers grew up on their family’s 
nearby dairy farm. When their father 
was hurt in a farming accident and 
could no longer work the farm, he 
established Warren County Liquors, 
Inc., which he owned and operated for 
43 years. During this time, the DiRisios’ 
father and uncle had the opportunity to 
purchase a GM Automobile d e a l e r-
ship, and after � nishing school, school, both Tom and Ray went to work for 

the dealership, serv-
ing in a variety of 
jobs including ser-

vice and parts man-
agers. Eventually, Ray 

went on to work at the 
liquor store and Tom 
left the dealership to 
work for six years at the 
nearby American Can 
Company plant. “After 
six years at American 
Can, I realized it was 
a job with no future, 
so I went into the con-
struction business. � e 

jobs I had paid the 
bills but they were 
not something I 

both Tom and Ray went to work for 
the dealership, serv-
ing in a variety of 
jobs including ser-

vice and parts man-
agers. Eventually, Ray 

went on to work at the 
liquor store and Tom 
left the dealership to 
work for six years at the 
nearby American Can 
Company plant. “After 
six years at American 
Can, I realized it was 
a job with no future, 
so I went into the con-
struction business. � e 

jobs I had paid the 
bills but they were 
not something I 

wanted to spend the rest of my life 
doing,” Tom told us.

One evening, while watching a 
television show featuring a competitive 
archery competition, Tom, competitive 
by nature as both a motorcycle racer 
and a student of karate, got an epiph-
any of sorts. “I was always competitive 
and was impressed that I was watching 
guys who could actually hit what they 
aimed at with a bow and arrow,” he told 
us. In 1990, he bought a bow and joined 
an archery league. “I wanted to shoot 
and to learn from other shooters and 
to improve my shooting skills,” he said. 
Shortly after, a friend invited him to a 
3-D shoot and Tom outshot all other 
competitors to take the top overall 
score. By the early 1990’s, he had won 
all the local archery competitions and 

could no longer work the farm, he 
established Warren County Liquors, 
Inc., which he owned and operated for 
43 years. During this time, the DiRisios’ 
father and uncle had the opportunity to 

d e a l e r-
school, 

father and uncle had the opportunity to 
d e a l e r-
school, both Tom and Ray went to work for both Tom and Ray went to work for both Tom and Ray went to work for wanted to spend the rest of my life wanted to spend the rest of my life 

Ray (left) and Tom DiRisio (right) have been partners in the archery shop since 1993. 
The brothers worked a variety of jobs before realizing they shared a desire to run their 
own archery business. The bar across Tom’s forehead is a magnifying lens used for close 
up work.
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Strictly Archery’s name says it all. The shop only 
sells and services archery equipment and is locat-
ed on busy Route 57 in Washington, New Jersey.

Strictly Archery Is 
Strictly Business
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decided to pit his skill as a shooter in a 
national competition. When the NFAA 
3-D meet was held in Hickory, North 
Carolina, Tom went and ultimately 
came home with a silver medal. During 
this meet, his shooting skill impressed 
a representative of Browning Pro Sta�  
and Tom was asked to become a shoot-
er for Browning.

Around this time, Tom got a 
part time job with the New Jersey 
Department of Fish and Game and 
worked part time managing the sport-
ing goods department at the Old Mill 
Mountain Shop in nearby Belvidere. 
� ere he was assistant manager and, 
spurred by his recent passion in 
archery, ran the archery leagues and 
took care of the service department 
until the store was forced to close. After 
the Old Mill Mountain Shop closed in 
1993, Tom felt archery gave him the 
most satisfaction in his life and � gured 
this was a perfect time to open his own 
archery business.

Meanwhile, after working for 15 
years at his father’s liquor store, Ray 
felt he wanted to get out of the liquor 
business. Ray was a serious bow hunter 
for over 30 years and always serviced 
his own bows. He thought about one 
day opening his own archery shop and 
saw his brother’s recent career devel-
opments as the perfect opportunity. 
Ray’s business background and archery 
expertise coupled with Tom’s name rec-
ognition in professional archery gave 
birth to a new business partnership.

� e DiRisios’ � rst intent was to 
open the shop on the family farm 
but they couldn’t get the proper zon-
ing variance to do so from the town 
planning board. Finally, they found a 
small 30 x 80 windowless building two 
miles east of their present location and 
decided it would be the location of the 
new shop. When a friend asked what 
the shop would sell, Tom said, “Strictly 
archery.” Tom liked how that sounded, 
so he went immediately to the county 
court house, registered the name, got a 
tax number and became incorporated.

In April of that same year, Tom com-
peted in his � rst IBO Indoor World 3-D 
Championship and in the International 
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planning board. Finally, they found a 
small 30 x 80 windowless building two 
miles east of their present location and 
decided it would be the location of the 
new shop. When a friend asked what 
the shop would sell, Tom said, “Strictly 
archery.” Tom liked how that sounded, 
so he went immediately to the county 
court house, registered the name, got a 
tax number and became incorporated.

In April of that same year, Tom com-
peted in his � rst IBO Indoor World 3-D 
Championship and in the International 

Target event (spot shoot) in Atlantic 
City. In the IBO 3D competition, he 
won in his class and ultimately won the 
overall title. In the International Target 
competition, he placed � fth. “� ese 
� nishes really helped our business and 
after � ve years, we had to move to a 
larger facility,” Tom told us.

Ray and Tom have been in their 
current building since 1998. “� e 
building was originally intended to be 
a Moose Lodge but the organization 
lost its charter, so the building owner 
used it as a ‘Dollar Store.’ He eventually 
went out of business and the building 
sat empty for nearly two years before 
we started renting it. We’ve rented the 
building for the past 14 years and we 
just signed a new three year lease,” 
Ray explained.

� e brothers said they do “all right” 
but business seems to go in cycles. “In 
2011, we had a phenomenal business 
but this year we’re currently o�  about 
15 percent from where we were last 
year,” Ray told us.

“It’s the economy,” said Tom. 
“Warren County has the lowest per 
capita income in the state and some of 
our customers have been out of work 
for two years. Generally, a presiden-
tial election year is always bad for our 
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“It’s the economy,” said Tom. 
“Warren County has the lowest per 
capita income in the state and some of 
our customers have been out of work 
for two years. Generally, a presiden-
tial election year is always bad for our 

business and people seem to be just 
not spending this year.” Tom also thinks 
the internet sale of archery items has 
hurt their business to some extent. 
“Guys will come in and ask for a price 
on an item and after I give it to them, 

archery, ran the archery leagues and 
took care of the service department 
until the store was forced to close. After 
the Old Mill Mountain Shop closed in 
1993, Tom felt archery gave him the 1993, Tom felt archery gave him the 
most satisfaction in his life and � gured 
this was a perfect time to open his own Target event (spot shoot) in Atlantic Target event (spot shoot) in Atlantic 

Strictly Archery is relatively small but it promotes professionalism by presenting a neat 
appearance on well kept grounds. The shop was originally supposed to have been a 
Moose Lodge and its current owner once used the building to sell discounted merchan-
dise; as a result, there is more than ample parking to the right of the building.

� e brothers said they do “all right” 
but business seems to go in cycles. “In 
2011, we had a phenomenal business 
but this year we’re currently o�  about 
15 percent from where we were last 15 percent from where we were last 

Tom DiRisio has won numerous shoot-
ing competitions. He’s shown here with 
his awards as the IBO World’s Indoor 
Shooting Champion.

By Mike Raykovicz
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I see them checking the price on their 
cell phones,” he said.

As if to verify Tom’s statement 
about the economy, Scott Eckert, a 
customer of Strictly Archery, explained 
that in the fall he works as a guide for 
an elk out� tter in Colorado and as of 
June, the out� tter had no bowhunters 
booked for the fall elk season. “Like any 
type of hunting, there are no guaran-
tees and it’s obvious people just don’t 
want to lay down the money for an elk 
hunt and possibly come home empty 
handed,” Eckert said.

When it comes to business, the 
brothers are completely professional. 

I see them checking the price on their 

As if to verify Tom’s statement 
about the economy, Scott Eckert, a 
customer of Strictly Archery, explained 
that in the fall he works as a guide for 
an elk out� tter in Colorado and as of 
June, the out� tter had no bowhunters 
booked for the fall elk season. “Like any 
type of hunting, there are no guaran-
tees and it’s obvious people just don’t 
want to lay down the money for an elk 
hunt and possibly come home empty 

When it comes to business, the 
brothers are completely professional. 

“We charge for everything we do; we 
have to,” Ray explained. “We charge full 
price for a bow and all the accessories 
like a sight, rest, quiver or stabilizer. 
� en we charge to install the accesso-
ries and for setting up and tuning the 
bow,” he added.

� eir philosophy is simple. “When 
you buy a sink from a plumber, he sells 
you the sink, period. He doesn’t sell 
the sink and then install it for you; he 
charges extra for the installation. It’s 
the same thing as going to a grocery 
store. You buy your groceries, pay for 
them and bring them home. No one 
comes to your house to cook them 
for you,” Tom said. � e brothers are 
natural born mechanics and can � x 
just about anything. “Growing up on a 
farm, we had to learn to � x things and 
that coupled with racing motorcycles 
and rebuilding engines and then being 

“We charge for everything we do; we 
have to,” Ray explained. “We charge full 
price for a bow and all the accessories 
like a sight, rest, quiver or stabilizer. 
� en we charge to install the accesso-
ries and for setting up and tuning the 

� eir philosophy is simple. “When 
you buy a sink from a plumber, he sells 
you the sink, period. He doesn’t sell 
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in the car business just made us better 
at what we do,” Tom said.

� e brothers don’t do any media 
advertising but do o� er T-shirts, hats 
and bumper stickers to their custom-
ers. “Guys love the T-shirts,” Ray said. 
“I even had a guy call me from a cell 
phone while he was driving. He saw 
our bumper sticker on a truck in front 
of him and didn’t know our shop was 
in the area, so he called for directions,” 
he added. Despite the minimal amount 
of advertising, the brothers have a loyal 
group of customers who often bring 
others into the shop.

Because of Tom and Ray’s shoot-
ing skills and mechanical ability, the 
brothers have developed a loyal cli-
entele. “We’ve developed a niche 
market and despite our not spending 
much money on advertising, we have 
all the work we can handle,” Ray told 
us. “We’ve cultivated what we refer to 
as a higher end clientele because our 

I see them checking the price on their I see them checking the price on their “We charge for everything we do; we “We charge for everything we do; we “We charge for everything we do; we 

in the car business just made us better in the car business just made us better 
at what we do,” Tom said.

Storage is a big problem at the small shop. Here, Block targets are stacked in the rear of 
the store. “I took a dozen as a favor to my rep and sold two last week,” Tom said.

These bumper stickers are an e� ective 
advertising tool for the shop, Ray told us. 
They encourage drivers to call for direc-
tions to the shop.

advertising tool for the shop, Ray told us. 
They encourage drivers to call for direc-
tions to the shop.

Ray is an avid reader of trade magazines 
and keeps back issues for reference. He 
particularly likes the quality and quantity 
of information presented in ArrowTrade.

Storage is a big problem at the small shop. Here, Block targets are stacked in the rear of Storage is a big problem at the small shop. Here, Block targets are stacked in the rear of 

Scott Eckert (left), a customer of Strictly Archery, 
works as an elk hunting guide in Colorado in the fall 
and said that as of June, not a single bowhunter has 
booked a trip this year. He blames a poor economy 
for the lack of business. Eckert is pictured here shar-
ing a laugh with Ray.
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customers know we don’t carry poorly 
made equipment or equipment that 
doesn’t perform well.”

We asked if the shop had a website 
and Tom laughed, “We don’t even have 
an answering machine.” Curious, we 
asked why. Tom told us that he and Ray 
felt they were wasting too much time 
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We asked if the shop had a website 
and Tom laughed, “We don’t even have 
an answering machine.” Curious, we 
asked why. Tom told us that he and Ray 
felt they were wasting too much time 

answering questions on the tele-
phone. “People were calling and 
asking for a price on something 

and then going somewhere else to buy 
it.” � e brothers felt their time was 
valuable and it was better used helping 
customers already in the store.

� e brothers learned about busi-
ness and how to treat people from 
their father. “When our dad ran the 
liquor store, he explained when it came 
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� e brothers learned about busi-
ness and how to treat people from 
their father. “When our dad ran the 
liquor store, he explained when it came 

to beer, it practically sold 
itself,” said Tom. “Wine, on 
the other hand, was anoth-
er matter. People wanted 
to know why one wine cost 
more than another and why 
the prices varied so greatly 
among the di� erent vintages. 
My father would patiently 
explain how wine was made, 
the kind of grapes from which 
it was made, the quality of 
the annual vintage, the bar-
reling and � nally the age-
ing process required before 
a wine could be sold. Once 
a customer understood and 
knew what they were paying 

for, they were willing to pay more for 
a quality bottle of wine they enjoyed. 
It’s the same with archery. We try to 
educate our customers as to what they 
are getting for their money and why our 
prices may be a little higher than they 
can � nd somewhere else. � ey know 
we only sell high quality merchandise 
and that quality costs a little more. For 
example, we sell a ton of Ultra Rests 
by Quality Archery Designs. � ere are 

customers know we don’t carry poorly customers know we don’t carry poorly 

answering questions on the tele-
phone. “People were calling and 
asking for a price on something 

and then going somewhere else to buy and then going somewhere else to buy 

David Czarnecki, a 9th grade student 
at nearby Warren Hills High School, 
stopped in with his dad to have his draw length 
checked. David began shooting through the 
National Archery in the Schools program at his 
high school and has been on the team for the 
past three years. This year, David’s team placed 
6th in the national competition. The three 
arrows shown above right were shot by David .

answering questions on the tele-answering questions on the tele-

it was made, the quality of 
the annual vintage, the bar-
reling and � nally the age-
ing process required before 
a wine could be sold. Once 
a customer understood and 
knew what they were paying 

for, they were willing to pay more for for, they were willing to pay more for answering questions on the tele-

stopped in with his dad to have his draw length 

past three years. This year, David’s team placed 

Here, Ray is shown changing the 
draw length on David Czarnecki’s 

bow. David’s dad bought the PSE bow for him in 
anticipation of a growth spurt and wasn’t disap-
pointed in his decision.
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cheaper rests on the market but QAD 
rests will perform perfectly for them 
and they never have to worry about 
their rest failing them. By educating our 
customers and cultivating that rela-
tionship, we found we have a customer 
for life,” he explained.

“We’re here to make money but we 
want to make it honestly. We want to 
send a person out the door with a setup 

cheaper rests on the market but QAD 
rests will perform perfectly for them 
and they never have to worry about 
their rest failing them. By educating our 
customers and cultivating that rela-
tionship, we found we have a customer 

“We’re here to make money but we 
want to make it honestly. We want to 
send a person out the door with a setup 

that is perfectly tuned and 
works for them. Our name 
is on it and I want to be able 
to sleep at night knowing our 
customers get all the atten-
tion they deserve,” Ray added.

When someone comes in 
with a bow he or she purchased some-
where else, the brothers charge $75.00 
per hour to work on it. “We spend a lot 
of time with them. First we analyze the 
bow and determine draw length, draw 
weight, peep height and so on and 
then we analyze their shooting form 
and make appropriate suggestions. 
Following that, we ask the customer to 
shoot through paper to show them how 

These mounts were all taken in New Jersey and add 
interest to the small shop. Ray said that when he was 
growing up, the three things he thought he’d never see 
in New Jersey were wild turkeys, bears and coyotes. 
Today, the state has a healthy population of all three.

shoot through paper to show them how 

Like many other archery 
shops, Strictly Archery has what 
the brothers call “The Wall of 
Death,” where customers post 
their trophy photos. The photos 
are not limited to animals taken 
in New Jersey, as there are many 
of successful elk, mule deer and 
bear hunters. African game is 
also pictured.

that is perfectly tuned and 

Although bows are placed 
where customers can pick them 
up, this sign warns of the conse-
quences of dry � ring one.

These mounts were all taken in New Jersey and add 
interest to the small shop. Ray said that when he was 
growing up, the three things he thought he’d never see 

Today, the state has a healthy population of all three.

 This buck was shot by a cus-
tomer and is considered the 
third largest buck ever shot in 
New Jersey. The owner’s wife 
won’t let him bring it in the 
house, so he keeps it at their 
shop and visits it often.

cheaper rests on the market but QAD cheaper rests on the market but QAD 

works for them. Our name 
is on it and I want to be able 
to sleep at night knowing our 
customers get all the atten-
tion they deserve,” Ray added.

with a bow he or she purchased some-with a bow he or she purchased some-

PSE, Hoyt and Bowtech bows are the best sellers but 
Strictly Archery also deals with Darton, Bear and High 
Country Archery. Various bow models are pictured 
here conveniently available for customer inspection.
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Field Log

4

Carotid arteries (jugulars)

Lungs are about two 
inches above lower 
body line to about 6 
inches from top of  
body. Aim close to 
center of  animal.

Heart lies between 
and slightly ahead 
of  lungs, very low 
in body

Better chance at 
femoral than from 
side.

Rear shot can cut 
aortic artery, other 
veins puncture 
heart or lungs

Kidney shot 
bleeds heavily and 
usually right away. 
Animal may make 
a few jumps then 
walk away.

Femoral artery is slightly 
inside leg bone.

Spine hits drop 
animal immediately. 
Hits between kidney 
and spine sever 
aortic artery.

Carotids lie on 
both sides of  
windpipe just 
below spine.

Lungs nearly 
protected by 
shoulder, extend 
behind it slightly. 
Lung shot deer 
runs fast at first.

Heart is low and 
usually protected 
by leg.

Liver is 
just behind 
diaphragm 
on right side 
and angles 
toward 
body cavity.
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their arrows are � ying,” said Ray.
“We are constantly selling our-

selves and our knowledge of archery to 
our customers,” Tom added.

As a result, the DiRisios’ custom-
ers don’t question them anymore and 
listen to their suggestions. One cus-
tomer came into the shop for the � rst 
time and told Tom he was advised by a 
friend to listen to what they had to say, 
keep his mouth shut and then pay up. 

“We are constantly selling our-
selves and our knowledge of archery to 

As a result, the DiRisios’ custom-
ers don’t question them anymore and 
listen to their suggestions. One cus-
tomer came into the shop for the � rst 
time and told Tom he was advised by a 
friend to listen to what they had to say, 
keep his mouth shut and then pay up. 

“When a customer comes in, we evalu-
ate their equipment, tell them what it 
takes to repair or upgrade it and how 
much it will cost and we found they 
appreciate that,” Tom explained.

“We test and evaluate a lot of 
equipment for reliability, quality and 
tunability and we’ve found the custom-
er is not always right. If we wouldn’t 
use it, we don’t sell it,” Ray stated. “We 
weed out the stu�  we don’t have faith 

ate their equipment, tell them what it 
takes to repair or upgrade it and how 
much it will cost and we found they 

“We test and evaluate a lot of 
equipment for reliability, quality and 
tunability and we’ve found the custom-
er is not always right. If we wouldn’t 
use it, we don’t sell it,” Ray stated. “We 
weed out the stu�  we don’t have faith 

in but of course, if a customer insists 
on something after we’ve explained 
why that particular item may not work 
well for them, we’ll order it for them,” 
he added.

� e brothers are not only good 
teachers; they are good learners as 
well. Many of the things they do are 
the result of what they’ve learned in 
previous jobs. For example, in the car 
business they kept a detailed record of 

“When a customer comes in, we evalu-“When a customer comes in, we evalu- in but of course, if a customer insists in but of course, if a customer insists 
on something after we’ve explained on something after we’ve explained 

Photo Left: Devon Kenner, an 
11th grade student at Warren 
Hills High School, came into the 
shop with a used bow. Tom took 
a great deal of time to � t the 
bow to Devon but the youngster 
still had di�  culty with the draw 
weight. Tom told him what he 
needed to do to make the bow 
serviceable and how much that 
would cost. He also showed 
Devon several new models 
within his price range. Tom is 
pictured here discussing eye 
dominance with Devon.

Photo Right: Strictly Archery 
is open six days a week but 
has slightly shorter hours on 
Saturdays. This sign is promi-
nently displayed by the front 
entrance to the shop.
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every car brought in for service. 
From that, they learned to keep 
a comprehensive record on every 
bow they sell or service. � ey note 
the bow name, tiller, draw weight, 
peep height, nocking point, brace 
height, string length, harness type, 
center shot, kisser height and axle 
to axle length. � ey explained that 
by doing so, if they subsequently 
have to work on a bow or order 
new strings or cables, they only have to 
refer to their log records to determine 
how the bow was originally set up and 
therefore what is needed. “We don’t 
have to waste time taking all these 
measurements again,” Ray stated. From 
their father’s lessons in the liquor busi-
ness, the brothers learned that once a 
customer fully understands what he or 
she is paying for, that customer is less 

new strings or cables, they only have to 
refer to their log records to determine 
how the bow was originally set up and 
therefore what is needed. “We don’t 
have to waste time taking all these 
measurements again,” Ray stated. From 
their father’s lessons in the liquor busi-
ness, the brothers learned that once a 
customer fully understands what he or 
she is paying for, that customer is less 

resistant to spending money.
� e brothers have also imple-

mented many of their own practices 
in customer service. For example, they 
don’t attend trade shows like the ATA 
because they can’t a� ord to close the 
shop for the length of time it would 
take to attend. Also, as Ray said, “We 
don’t buy in bulk because we feel every 
customer is unique and presents a dif-
ferent problem. � is keeps us think-
ing. I get a great deal of satisfaction 
knowing I helped a customer resolve a 

� e brothers have also imple-
mented many of their own practices 
in customer service. For example, they 
don’t attend trade shows like the ATA 
because they can’t a� ord to close the 
shop for the length of time it would 
take to attend. Also, as Ray said, “We 
don’t buy in bulk because we feel every 
customer is unique and presents a dif-
ferent problem. � is keeps us think-
ing. I get a great deal of satisfaction 
knowing I helped a customer resolve a 

problem and that he’s happy 
with the results.”

While the brothers once 
were members of a buying 
group, they found that deal-
ing with distributor Kinsey’s 
worked better for them. 
“Dealing with Kinsey’s is 
great. � ey are wonderful to 
deal with and I can usually 

get what I need from them in a day or 
two. Our biggest problem is stocking 
things. If we buy too much of some-
thing and it sits for any length of time, 
we’ve got our money tied up,” Ray told 
us. By working with Kinsey’s, Ray said, 
he and Tom are better able to man-
age inventory. “Kinsey’s doesn’t have 
a minimum order, so if I need one or a 
hundred of one item, I can get it in just 
a few days,” he noted.

To move slow selling inventory, 
Tom and Ray are often willing to take 

a lower pro� t. “As long as 
we don’t have to � x it, tune 
it or install it, we’ll take a 
slightly lower pro� t in order 
to compete with the big box 
stores,” said Ray. “We just 
can’t sell things like tree-
stands because of the sti�  
competition from the big 
box stores. Baiting is legal 
in New Jersey, so I can’t 
even give away deer lure.”

Since crossbows are 
legal hunting instruments 
in New Jersey, we asked 
about Strictly Archery’s 
crossbow sales. “When 
New Jersey legalized cross-
bows for hunting several 
years ago, we were selling 

Photo Left: When a bow is brought in for service, the 
brothers keep a detailed log on every facet of the opera-
tion. All critical measurements are taken and recorded in 
case they ever have to work on the same bow again. By 
doing so, they don’t have to waste valuable time doing 
the same job twice. The work order also includes space 
for a customer’s speci� c requirements about his or her 
arrow purchase.

Photo Right: Rather than keep a customer waiting, Tom 
and Ray prefer to keep an appointment calendar. When 
a customer calls, he or she is given a mutually convenient 
appointment time so that he or she is sure to receive all 
the personal attention he or she needs. Ray is pictured 
here making an appointment for a customer.

in New Jersey, we asked 
about Strictly Archery’s 
crossbow sales. “When 
New Jersey legalized cross-
bows for hunting several 
years ago, we were selling 

Even though the shop is small, there is room for cus-
tomers to try out new bows or equipment. Ready made 
arrows are stored in this area as well. The wall separat-
ing the shooting lane from the showroom (shown here) is 
forti� ed with a 1/8 inch thick aluminum plate for safety.

resistant to spending money.

problem and that he’s happy 
with the results.”

were members of a buying 
group, they found that deal-
ing with distributor Kinsey’s 
worked better for them. 
“Dealing with Kinsey’s is 
great. � ey are wonderful to 
deal with and I can usually 

get what I need from them in a day or get what I need from them in a day or 

here making an appointment for a customer.

The brothers can’t 
give away deer lure 
since New Jersey 
allows baiting. Many 
of their customers own or 
lease their land and have 
established food plots. As 
a result, mineral supple-
ments like Lucky Buck 
brand are good sellers 
because most customers 
are interested in supple-
menting the amount of 
minerals consumed by the 
deer on their property.
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several a week. However, many of those 
looking to buy one were in their late 60s 
or 70s and only wanted to spend $500 
max,” said Ray. “I told them I couldn’t 
sell them what they needed for only 
that much money because the price 
had to include the bolts, broadheads, 
quiver, bow case and cocking device. 
As a result, many bought one at a big 
box store but eventually I made a ton 
of money � xing them,” Ray explained.

When they sell a crossbow, the 
brothers don’t let the customer leave 
the store without � rst giving him or 
her the instruction he or she needs to 
shoot it accurately and safely. “� ey 
don’t get that type of attention at the 
big box store,” Ray explained. “At a big 
box store, they are simply handed the 
bow and then they leave without fully 
understanding how to shoot it safely 

several a week. However, many of those 

The bows hanging to the right of the 
recurve in the center are waiting to be 
worked on; the bows to the left are � n-
ished and waiting for owner pickup. Much 
of Strictly Archery’s business is centered on 
bow repair and service.

The work-
place at 
Strictly 
Archery, 
just like 
the build-
ing and 
grounds, 
is kept 
neat and 
tidy. Here 
wrenches 
and tools 
are neatly 
laid out 
in order.

Much of 
what the 
shop sells 
is placed 
on mov-
able racks 
on the 
sales � oor. 
Customers 
can select 
what 
they want 
knowing 
what-
ever they 
choose will 
perform well for them. If the DiRisio broth-
ers wouldn’t use a product themselves, 
they won’t sell it.

AlaskaBowhunting.com 888.697.9828
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When you’re hunting the kind of game that looks at you like  
you owe them money, you’ve got to use enough gun!
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and without damaging it.”
“We had a lot of guys bringing in 

their crossbows for repair because they 
dry � red them or abused them in some 
other way,” Tom told us. “Some of the 
guys couldn’t even cock them.”

“We had a lot of guys bringing in 
their crossbows for repair because they 
dry � red them or abused them in some 
other way,” Tom told us. “Some of the 

“� ere are over 125 
crossbow models on 

the market and most are not cheap. 
� is is why we stuck with our best lines 
like TenPoint and Wicked Ridge. We 
recommend these two brands because 
we see the fewest problems with them. 
Most guys are price point conscious and 
when we tell them a good crossbow can 
cost a thousand dollars or more, they 
balk. � e pro� t margin on crossbows 
is very poor, so we don’t stock a whole 
lot of them. If a customer insists on 
a speci� c brand or model, we simply 
order it from Kinsey’s,” Ray explained. 
“You really have to know your cus-
tomer base and carefully watch what 
you buy. Early on, we got stuck with 
stu�  that didn’t sell, so now we’re really 
careful about what we stock,” he added.

We asked if Tom and Ray ran an 
archery league and they said the facil-
ity wasn’t big enough to do so. Tom was 
going to set up an outdoor range until 
a neighbor complained to the town 
board, who nixed the idea. Eventually, 
they were able to set up a small outdoor 
shooting area and can now work with 
customers outside the shop.

When it comes to everyday chores, 
the brothers both do sales and give les-
sons but Tom does the ordering and 
Ray keeps the books. “Ray likes cutting 
the grass. It’s a way to de-stress him-
self,” Tom said.

Tom and Ray each have their own 
customer clientele that speci� cally 
requests one or the other to work on 
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tomer base and carefully watch what 
you buy. Early on, we got stuck with 
stu�  that didn’t sell, so now we’re really 
careful about what we stock,” he added.

We asked if Tom and Ray ran an 
archery league and they said the facil-
ity wasn’t big enough to do so. Tom was 
going to set up an outdoor range until 
a neighbor complained to the town 
board, who nixed the idea. Eventually, 
they were able to set up a small outdoor 
shooting area and can now work with 

When it comes to everyday chores, 
the brothers both do sales and give les-
sons but Tom does the ordering and 
Ray keeps the books. “Ray likes cutting 
the grass. It’s a way to de-stress him-

Tom and Ray each have their own 
customer clientele that speci� cally 
requests one or the other to work on 

their equipment but most people don’t 
care which one works with them. “We 
want people to feel welcome when they 
come into our shop. We want them to 
feel comfortable, like they were coming 
into a friend’s house,” Tom said.

Ray said he was amazed about the 
number of women who come into their 
shop on their own. “� ey come in with-
out their husbands or boyfriends and 
they’re comfortable doing so. We try to 
make them feel like archery isn’t just a 
guy only sport,” he added.

After spending the day with the 
brothers, it was clear to us how dedicat-
ed both were to archery and how much 
they appreciated their customers. “I 
love this business, I really do,” said Ray.

“I’ve been in the retail business 
since I was sixteen years old and we’ve 
both learned a lot of important lessons 
from our father about how to cultivate 
customer relationships and how valu-
able good customers are to a busi-
ness. We don’t take our customers for 
granted and so we try to do our best for 
them,” Tom added.

According to Ray, the bottom line is 
that the customers who come into their 
shop look at archery as a way of life 
and are looking for good equipment, 
not a bargain. “� ey are really archery 
enthusiasts,” Ray noted. “� ese guys 
plan their vacations around archery 
hunting seasons and they love shooting 
their bows. Most shoot every day.”

As a � nal thought, Ray feels the 
archery industry in general needs to 

“� ere are over 125 “� ere are over 125 their equipment but most people don’t their equipment but most people don’t 

Junior Munniksma (right) of nearby Belvidere looks over several bow 
models with Ray. Munniksma is looking to purchase a new bow for 
his daughter.

crossbow models on 

Junior Munniksma (right) of nearby Belvidere looks over several bow 
models with Ray. Munniksma is looking to purchase a new bow for 
his daughter.his daughter.

The brothers spend a great deal of time with customers to 
ensure their equipment � ts them. They pay particular atten-
tion to ensuring the proper � t, bow tune, set up and arrow 
selection. Ray is shown here measuring the draw length of 
David Czarnecki’s bow.
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do a better job in educating its deal-
ers on the technical side of archery. 
“Equipment, especially bows and 
crossbows, is getting more complex 
every year and it needs to be set up 

do a better job in educating its deal-
ers on the technical side of archery. 
“Equipment, especially bows and 
crossbows, is getting more complex 
every year and it needs to be set up 

properly in order for the customer to 
get the most out of it. I can teach a mon-
key to sell but it’s properly functioning 
equipment that keeps the customer 
happy and coming back,” he added.

properly in order for the customer to 
get the most out of it. I can teach a mon-
key to sell but it’s properly functioning 
equipment that keeps the customer 

After our day-long visit, it was clear 
that the name of the DiRisio brothers’ 
business was quite appropriate; Strictly 
Archery is indeed strictly business.

When a customer purchases a new bow, the DiRisio brothers make note 
of all critical measurements including peep height and draw length. 
This ensures that they can get a customer back to shooting well if one 
of the measurements changes or if the brothers have to change a string 
or cable. Ray is pictured here recording these measurements for a cus-
tomer who has bought a new bow.

When a customer purchases a new bow, the DiRisio brothers make note 
of all critical measurements including peep height and draw length. 
This ensures that they can get a customer back to shooting well if one 
of the measurements changes or if the brothers have to change a string 
or cable. Ray is pictured here recording these measurements for a cus-
tomer who has bought a new bow.

Some shops simply bolt on peripheral equipment but no 
bow leaves Strictly Archery unless it is properly tuned and 
ready to go. When Tom works on a bow, he works where he 
can see the shop � oor and talk to the customer. The bow 
press he is using is mounted on wheels so that he can work 
on either side of the bow without removing it from the press.

Show Guide (Jan.)
• Color guide to the winter trade shows with details 

of hundreds of new products for bowhunters
• How retailers can adapt to changing demographics
• First in Jon Teater’s series of 2013 crossbow reports
• Larry Wise on certifying more archery coaches
• Profi ling Michigan’s home-grown superstore 
Edit deadline November 10

Show Wrap-Up (Mar.)
• Coverage from the 2013 ATA Show in Louisville 

by the industry’s most experienced editorial team
• A bow builder’s diamond anniversary  
• Mathews Retailer Business Show fl oor coverage
• First of a new series of broadhead tests 
• Kasun’s Korner puts the spotlight on equipment
Edit deadline January 11

New Products (April)
• Colorful new accessories for compound bows
• NABA Western Buying Show fl oor coverage
• What’s new for longbow and recurve shooters
• Deep penetrating, narrow profi le carbon arrows
• Mike Raykovicz reviews hard and soft bow cases
Edit deadline February 8

Accessories Issue (May)
• Head to Head scientifi c evaluation of mid-priced 

hunting bows by Anthony Barnum

• Drop-away and full-capture arrow rests
• Pat Meitin on the move toward T-handle releases
• Adding knives to your bowhunting product mix
• How to support and profi t from the NASP program
Edit deadline March 14

Hot Summer (July)
• How broadhead style aff ects function 
• Part One of a two part test of premium bows
• Summarizing the 2013 crossbow lines
• Bowhunting Round Table product report
• An in-depth look at hang-on treestands  
Edit deadline May 9

Peak Season (Sept.)
• What women want from a retailer both in 

bowhunting gear and customer service
• Latest big game and turkey calls
• Youth bow head to head evaluation
• Lighter Side humor by Business Editor John Kasun
Edit Deadline July 5.

Dealer Focus (Nov.)
• Honoring America’s full-service pro shops
• Profi ling a retailer strong on faith and family
• Coast to coast dealer forum tackles the issues  
• Carolee Boyles on knowing when to expand
Edit deadline September 19
(Tentative schedule-fi nal edit calendar available 30 days prior to issue sales close)

ArrowTrade’s objective, scientific tests of bows, crossbows and 
broadheads will be an important component of the 2013 issues.
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BowTech Insanity CPX 
 

 

Objective Test Results: 
 
Speed / Performance Measurements: 
Speed measurements are made with four different arrow 
weights to determine the average speed of the bow per inch of 
power stroke.  Draw cycle efficiency is calculated using the 
stored energy and the let-down energy captured in the force 
draw curve.  The stored energy is used further to determine the 
average dynamic efficiency of the bow.   
 
Speed per inch of Power Stroke: 13.7 
Dynamic Efficiency: 85.8% 
Draw Cycle Efficiency: 94.9% 
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Bowtech Insanity CPX Draw Cycle Efficiency

 

 

Draw Cycle Efficiency = 94.9%

Stored Energy = 88.2 lb-ft. Letdown Energy = 83.7 lb-ft.

Draw-Force Curve
Letdown-Force Curve
Peak Draw Force = 60.1 pounds
Peak Letdown Force = 57.3 pounds
Actual Letoff = 70.6%
Effective Letoff = 75.2%

 
 

Vibration Measurements: 
Vibration measurements are made with four different arrow weights to 
determine the average vibration in three dimensions as well as the total 
average vibration. 

 
 Positive X-Vibration: 90.4 g 
 Negative X-Vibration: -116.7 g 

 
 Positive Y-Vibration: 281.1 g 
 Negative Y-Vibration: -223.5 g 
  
 Positive Z-Vibration: 119.7 g 
 Negative Z-Vibration: -93.5g 

 

Total Vibration:  289.0 ga 
 
The addition of a 12 inch B-Stinger Pro Stabilizer with a 14 ounce weight 
yielded a significant reduction of peak total vibration when measured 
with a 360 grain arrow. 

 
 B-Stinger Reduction:   10.9%a 

 
Sound Measurements: 
Sound measurements were made with four different arrow weights to 
determine the average sound output, the average A-Weighted sound 
output (mimicking the human ear) and the average C-Weighted sound 
output. 

 

Unweighted Sound Output: 105.7 dB 
A-Weighted Sound Output: 88.3 dBA 
C-Weighted Sound Output: 96.6 dBC 
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In 2002, Parker began a journey 
to create a new line of cross-
bows. � e company was well 

versed in the compound bow market 
at the time and produced a vari-
ety of products, but nothing yet in 
the crossbow arena. It was a natural 
transition for Parker, and certainly 
a timely move to start this journey. 
� e market was in a tender stage 
and just started to bubble due to 
the inclusion of a crossbow hunting 
season in some states. In 2008, the 
company came out with the Cyclone. 
� is product was unique compared 
to others in the industry, and at the 
time set the bar for competitors. 
Parker has grown from just a hand-
ful of crossbows to a line of low, 
mid and high price point products. 
� e company has developed and 
o� ered more crossbows through the 
years, and has done so in order to 
meet the various demands of con-
sumers. Parker is one of the larg-
est crossbow manufacturers in the 
industry. � e company is working 
hard to manage this growing market 
and serves the entire country with 
key individuals that live and breathe 
archery, a factory sales force that 
was introduced in the March issue 
of ArrowTrade magazine.

As mentioned, the company has expanded the cross-
bow line this year. For 2012, four new crossbows have been 
released. One of those is the Parker Tornado F4. As the name 
implies, this product was created to burst on the scene and 
create a whirlwind of interest. � e original Tornado cross-
bow was produced in 2009. � is new and improved product 
has several key attributes for those interested in upgrading 
or just wanting the latest and greatest. � e split limb design, 
cam changes and added speed is what � rst comes to mind. 
But what really creates interest with the Tornado F4 is the 
“shoot-ability” aspect; refer to the precision shooting test to 
see the results. 

� e Tornado F4 was built with a speci� c mission in 
mind – shooting. As with most products in the archery 
industry that’s the primary goal. Parker wants their prod-
ucts to perform � awlessly, allow archers to shoot accurately 
and receive the “bang for the buck” they deserve. In order 
to achieve these objectives the Virginia manufacturer has 
created a simple mission statement: 1) design innovative 
products that will enhance customer’s success, 2) build the 

highest quality archery equipment available, 3) o� er cus-
tomers a tremendous value for their hard earned dollar and 
4) provide the best possible customer experience. 

Testing Background
� e Tornado F4 went through a standard and regi-

mented performance test. � e focus of these types of tests 
is to determine, for a speci� ed product, the performance 
characteristics. Additionally, the goal is to provide those 
archers that enjoy shooting and/or hunting with appropriate 
objective information, as well as some subjective commen-
tary, for aiding in the purchase process. With that said, this 
evaluation is by no means conclusive. Each archer should 
assess what is important to him or her and interpret the 
results within the context of this article. As always, I recom-
mend that anyone considering a crossbow should shoot as 
many di� erent makes and models as possible to determine 
what best suits their individual needs and desires. 

Please note: Due to the lack of testing methods and 
procedures available publicly for crossbows, testing guide-
lines were developed and published in 2009. � ese testing 
guidelines remain unchanged since 2009, and I continue to 
use these methods to evaluate crossbows. 
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Parker Tornado F4
Contact Info Parker Bows

www.parkerbows.com
MSRP (bare crossbow): $799.00 Finish: Premium CAMO
Str ing/Cable Mater ial : RED HOT Synthetic Limb: Advanced Split Limb
Barrel: Machined Aluminum
Riser : Machined Aluminum
Performance at a Glance:

Arrow Speed K.E. Momentum
425 Grains 329.2 102.3 19.9
475 Grains 313.3 103.5 21.2
525 Grains 299.6 104.7 22.4

May12AT052-057.indd   52 4/5/12   3:19 PM

Contact Ad Director Matt Granger
rmattgranger@yahoo.com

(406) 360-4484 
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