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There is little doubt that the movie “� e Hunger 
Games” did more to promote archery than any-
one could imagine because archery was portrayed 

as a valuable, life saving skill and kids by the thousands 
embraced it. After the movie opened in their area, deal-
ers across the country reported that dozens of youngsters 
� ocked to their shops wanting to learn how to shoot a bow 
and arrow.  Archery seemed to be the cool thing to do and, 
compared to a video game, it was something in which the 
kids could actually physically participate. While the movie 
was a boon for dealers, we wondered what else a dealer 
might do to promote archery. To � nd out, we decided to 
ask dealers attending the Mathews Show what they did to 
promote and grow the sport in their part of the country.  We 
speci� cally asked them what steps or measures they took 
to generate an interest in archery not only in young people 
but in those who may have never shot a bow before. Here’s 
what they said. 

Debbie Rowe and Travis Rodenhizer, Outback Sports, 
Stanley, North Dakota. “Our building has a lot of advertising 
on the outside, with a large sign with 1 foot high letters say-
ing ‘Archery 
R a n g e . ’  
We’re situ-
ated on the 
corner of 
two busy 
state high-
ways and 
we’re in the 
heart of the 
oil boom 
right now, 
so we’re 
s e e i n g 
guys from 
all over the 
country come into our shop. As a result, about 95 percent 
of our current customers are associated with the oil industry 
and we’re seeing new faces every day," Travis told us. "To 
promote archery, we work through the North Dakota Bow 
Hunter Association and we do a lot of radio advertising. We 
also promote archery by holding a weekly shoot at the local 
Sportsman’s Club and we work with instructors from 4-H 
shooting sports from March through May. This works well to 
promote archery because the 4-H program works in conjunc-
tion with the National Archery in the Schools Program, where 
we teach and instruct kids in archery shooting skills.  We also 
support the local high school yearbook by taking out shop 
ads in that publication and advertise at high school sporting 

events such as football games, soccer matches and basketball 
games," Debbie added. "We are an agricultural area and many 
people are sitting in a tractor, truck or other vehicle and even 
on oil rigs for extended periods, so we do a lot of radio adver-
tising and this certainly has brought in new people.  As a result 
of all this, we’re seeing a lot of growth for our business and are 
now expanding our building from a 500 square foot structure 
to one that’s more than 3,800 square feet," Travis explained.

Glen and Wyndi McGuire, Archery Outpost, Tulsa, 
Oklahoma. “To promote an additional interest in archery, 
I have a business card that I leave with people with whom 
I do business and we have a Facebook page that certainly 
promotes our shop and archery in general,” Glen said. “I wear 
archery clothing every day when I do everyday business like 
going to the grocery store or to the bank.  I wear it everywhere 
I go and I try to wear something that makes people notice I’m 
an archer because you never know where your next potential 
customer will come from. We do a lot of outdoor shows that 
promote archery and tell people who we are and what we do 
and we feel using social media such as YouTube is the key to 
more e� ectively promote archery.  I’ve been doing YouTube 
videos to showcase new archery products for some time.  We 
also work with several local schools, including grade and mid-
dle school kids and many of these youngsters come in to use 
our archery range.  We’ve even called the schools to let school 
o�  cials know there is a local archery shop that can provide 
supervised archery instruction and to service equipment.”  

“We’re not doing them yet but we’re considering doing 
birthday parties to provide fun activities and to generate an 
interest in archery among young people,” said Wyndi.  “We also 
collect email addresses and send out emails regarding events 
and sales at the shop.” 
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Pape’s Online Dealer Show is like bringing over 18,000 items right into your
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Greg and Marty Gill, Blue River 
Archery, Fairburg, Nebraska. “We 
recently started a 4-H shooting program 
in our county, which is something we’ve 
never had before and we got a lot of 
new shooters we've never seen before. 
We’re actually located in a mall and we 
get a lot of people coming in curious 
about archery.  We try showing them 
how archery can be both an outdoor as 
well as indoor wholesome family activ-
ity that they can all enjoy together," said 
Greg. "We also use social media such 
as Facebook and YouTube and we pro-
mote archery related activities through 
our local archery club.  We’re located in a 
small rural community with literally one 
stoplight but every summer, we demon-
strate archery as one of the activities at a 
three day Girl Scout camp.  The girls have 
a great time learning about canoeing, 
� shing, hiking, swimming and, of course, 
archery," Greg explained. "We have sta�  
shooters who work to promote an inter-
est in archery and that’s how our 4-H pro-
gram got started.  The best way we found 
to promote an interest in archery is to be 
involved ourselves and we compete in 
tournaments, work with 4-H and even 
hunt together," said Marty. 

Robie Abell, Lotus Gun Works, 
Jensen Beach, Florida. “The biggest 
thing we’ve seen this year that has gen-
erated an interest in archery has been 
the movies ‘Hunger Games’ and ‘Brave,’” 
Abell said. “Women who have never shot 
a bow before have been coming into our 
shop to learn more about archery.  We’ve 
started a youth program in conjunction 
with the local Y.M.C.A. and Boy Scouts and 
about 80 percent of our new shooters are 
Boy or Girl Scouts.  If a person comes in 
expressing an interest in archery, regard-
less of their age, we will set up a bow for 
them and let them shoot free of charge.  

Greg and Marty Gill, Blue River 
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We do some radio and television advertising but our biggest 
success comes from our email campaign.  We send out a lot 
of information about sales, new equipment, special events 
or anything else we want our customers to know about. We 
get more response from this than anything else we do. Our 
shop draws new and repeat customers because of our size.  If 
a customer comes in and asks about archery, our technicians 
will set up a bow so the customer can shoot it.  We feel it’s like 
someone buying a car; if they drive it, they’re likely to buy it.  
We give a new customer all the time in the world to compare 
equipment, shoot the bow and we even o� er them shoot-
ing instructions all at no cost to them.  This extra time really 
pays o�  and produces big dividends for us.  We work with the 
local 4-H shooting program as well.  It’s amazing how many 
young people, especially girls, have come in wanting to learn 
to shoot and they almost always bring their mothers.  We’ve 
found once the mothers see how interested and excited their 
daughters are, they become involved themselves. We don’t 
charge any of them for equipment setup or rental.  I’ll provide 
all they need to begin shooting and our techs will work with 
them providing instruction.”  Abel (right) is pictured above 
with shop technicians Chase Whitaker (left) and Jordan Piazza. 

John and Wilma Stone, The Archery Hut, Lebanon, 
Oregon. “To promote archery in our community, we work 
closely with our 4-H program and do after school activities 
with kids of all ages.  We’re located in a small town, so kids 
stop in all the time.  We let them use our equipment and we 
don’t charge them anything to do so.  They can freely use the 
Genesis or our recurve bows,” the couple told ArrowTrade. 

“I’m a level 3 archery coach and I’m certi� ed through 4-H 
shooting sports and I supervise them.  We have adults who 
will call us out of the blue and we have them come in and 
work with them to foster their interest in archery.  We o� er 
them equipment to use free of charge as well,” John explained.  
“We are currently working with Oklahoma State University to 
establish an archery club with college students and our shop 
is one of the few shops on the west coast set up for 3-D shoot-
ing. We do radio advertising and this works well to promote 
our shop and to generate an interest in archery because it 
seems to generate new customer tra�  c as well as bringing in 
established customers.”  

Ron and Ruth Hilliar, Archer’s Den, Ardmore, 
Oklahoma. “We sell a few guns but if someone comes in 
looking at a gun, they generally express an interest in archery 
and in shooting a bow,” Ron told us. “We will supply the new 
shooter with all they need to shoot a bow accurately, includ-
ing instruction.  It’s amazing to see a gun hunter realize how 
accurate a bow can be.  We have a long archery season that 
runs from October 1 to January 15th and the gun season is 
only two weeks long. We explain how through archery, they 
can spend more time in the � eld.  Our shop is strictly pro-
moted by word of mouth and we have new people coming in 
all the time. Friends bring in other non-shooting friends and 
we’ll take them out on our range and show them the basics 
of shooting.  We are a big proponent of bow� shing and this 
generates a lot of interest in archery because non-hunters 
see how much fun their friends are having and want to join 
in. Many local clubs run a bow� shing tournament and we 
help promote them by donating prizes.  We also work with six 
local schools, all with an established Archery in the Schools 
Program.” 
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The enemy of superior, consistent accuracy is 
Dynamic Spine, the “flexing” of an arrow in 
flight. Broadheads can make this flexing even 
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is engineered with stiffer ends to contain and 
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