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The � rst subtle hint there might 
be an interest in archery near-
by is a few backstops scattered 

throughout the wooded area just o�  
the Interstate 229 exit ramp to Sioux 
Falls. � e next clue is only slightly less 
subtle: a sign reading simply “Archery 
Range” in faded white letters with an 
arrow on an old wooden plank nailed 
to a tree pointing down a gravel road. I 
turned onto the nondescript driveway 
and headed towards those same woods 
I had spotted from the freeway. 

Faded letters on a weather-
worn sheet of plywood revealed that 
this, indeed, was the site of Archery 
Out� tters. � e outdoor range to the 
right and the broad sweep of more � eld 
targets ahead started painting a slightly 
more promising picture. So, too, did 
the modest but well-kept façade of the 
main building, a large warehouse-like 
structure bearing the shop’s name. 

Like an ardent Egyptologist search-
ing for an obscure tomb, I had fol-
lowed the modest trail that led ulti-
mately to this hidden den of archery on 
the edge of the prairie in southeastern 
South Dakota. Still somewhat skeptical 
after the less-than-alluring drive in, I 
approached the building and entered.

King Tut’s tomb! Archery riches 
and treasures adorned the expansive 
high walls from end to end; rows of 
gear and accessory displays packed the 
� oor. A long, spacious counter area ran 
across the front of the service/repair 
section in the center of the cavernous 
building. Beyond the darker interior of 
the retail/service area, the back wall of 
the huge store loomed over 24 targeted 
lanes. � e top half loomed above like 
the face of a cli� . It was completely 
covered in colorful banners promot-
ing Mathews, PSE, Easton, Big Game, 
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TruGlo and several dozen other well-
known archery brands. 

Whatever reservations I had from 
the minimal signage outside (due to 
an unresolved issue with current city 
codes, I would � nd out) were immedi-
ately and completely replaced with a 
sense of awe by the extensive showcase 
of quality archery gear and profession-
al retail layout spread wall to wall, � oor 
to ceiling.

Owners Kim & Deb Meester 
Back in 1985, a good high school 

friend turned Kim Meester on to 
archery. His � rst bow – “a � berglass 
stick,” as Kim a� ectionately describes 
it – led to a compound bow he used for 
hunting. He’s bowhunted every year 
since, including annual trips to the 
Black Hills and self-guided moose and 
bear hunts in Canada. � at love of 
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it – led to a compound bow he used for 
hunting. He’s bowhunted every year 
since, including annual trips to the 
Black Hills and self-guided moose and 
bear hunts in Canada. � at love of 

archery soon expanded to target shoot-
ing. Kim entered competitions, eventu-
ally taking six state indoor champion-
ship titles, plus many other 1st and 
2nd place awards in local and sectional 
tournaments. Kim’s a � nger shooter 
and has won over 300 awards in state 
competitions using that style of releas-
ing. His adventuring into archery pro-
shop retail is an extension of the pas-
sion he has for the sport.

In 1997, the only retail archery 
outlet in Sioux Falls was a small busi-
ness operating for 40 years out of the 

Faded letters on a weather-
worn sheet of plywood revealed that 
this, indeed, was the site of Archery 
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TruGlo and several dozen other well-TruGlo and several dozen other well-

This 9,600 square-foot building sits on 
34 wooded acres that feature a 14 station 
outdoor range. Inside is a well-stocked 
archery pro shop with an indoor range, 
service area and showroom. Finding 
Archery Out� tters can be tough for � rst 
time customers, as an issue with city sig-
nage codes currently prevents the signs 
from being upgraded.

Finding an Archery 
Treasure on the Prairie
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basement of its 70 year old owner. 
Wanting to develop his own archery 
business, Kim decided the time was 
right to introduce the area to a sepa-
rate, new store before the existing shop 
eventually closed down. Stepping aside 
from a refrigeration business, at which 
he still provides service to a few special, 
loyal customers, Kim entered the world 
of retail archery.

basement of its 70 year old owner. 
Wanting to develop his own archery 
business, Kim decided the time was 
right to introduce the area to a sepa-
rate, new store before the existing shop 
eventually closed down. Stepping aside 
from a refrigeration business, at which 
he still provides service to a few special, 
loyal customers, Kim entered the world 

His wife, Deb, owned her own 
business and was also a trainer/super-
visor prior to coming to work for Kim. 
By 2006, she was a full-time working 
partner at Archery Out� tters.

One of Kim and Deb’s earliest tasks 
was starting their archery operation 
from the ground up – literally. � ey 
purchased 34 wooded acres that bor-
dered on a creek. � e only structure on 
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One of Kim and Deb’s earliest tasks 
was starting their archery operation 
from the ground up – literally. � ey 
purchased 34 wooded acres that bor-
dered on a creek. � e only structure on 

the site was an old storage shed from 
when the property had been the site of 
a rendering plant. “� ere was nothing 
on this hill where the store sits now but 
a bunch of trees,” Kim remembered. 
“We removed trees and smoothed over 
mounds of rubble,” he added.

Deb said the area attracts a variety 
of wildlife; “We have a herd of about 60 
whitetail deer and nesting wild turkeys, 
Canada geese, bald eagles, coyotes, 
raccoons, rabbits and woodchucks - 
lots of woodchucks!”  

Kim said that adding food plots 

Almost half of the store’s 9,600 square feet of space is devoted to a well-stocked, order-
ly presentation of bowhunting gear and associated products from 150 suppliers.

Almost half of the store’s 9,600 square feet of space is devoted to a well-stocked, order-
O� ering free popcorn is a simple way Deb 

and Kim Meester (below) help customers 
feel welcome and appreciated.

basement of its 70 year old owner. basement of its 70 year old owner. His wife, Deb, owned her own His wife, Deb, owned her own 

Kim Meester (at rear) and Deb Meester work on archery repairs and adjustments at 
their well-stocked workbenches behind the counter that separates the store area from 
the indoor range.

By  Tom Watson 
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seems to have improved the quality of 
the deer they enjoy on a steady basis. 
In addition to the abundant wildlife, 
adding hiking trails has drawn locals 
in who enjoy just looking at all the 
wildlife. “We just ask them to sign in 
and then they can walk the trails – they 
don’t even have to shoot,” Kim added.

Although the outdoor archery 
range lies within the city limits of 
Sioux Falls, Archery Out� tters has 
city approval, even though there are 
“shooting projectile regulations” on 
the books. � e overall range is set up 
using NFAA certi� ed standards and 
has 14 stations throughout the wooded 
area. “We have over 100 concrete target 
pins from 11 feet to 80 yards.  We use 
Morrell bags on both the outside and 
indoor ranges,” Kim said. “A majority 
of our archers are bowhunters, so we 
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use animal � gures, but during � eld 
league, we change them to spot tar-
gets,” he added. “Our 3-D range con-
� guration is always changing, always 
giving the archer new angles and chal-
lenges.” With 34 acres to work, Kim says 
they can also set up targets randomly 
in other areas for archers to practice 
shooting outdoors. 

In addition to the o�  cial walk-
thru � eld course, Archery Out� tters 
provides a multi-lane/outdoor prac-
tice range. Spread out below the hill 
just outside the side door of the store, 
the center of attention is the two-story 
shooting tower looming overhead on 
the ridge running along the broad � eld 
of targets set out from 10 to 80 yards on 
the practice range below. 

“� e platform enables archers to 
shoot targets set at 10, 20 and 35 yards 
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out. � e uppermost level, being built 
on a hill, is equivalent to being about 
20 feet above the ground,” Kim said. 
“� e bottom level is still at 10 to 12 
feet.” Shooters under 14 years old must 
have adult supervision to use any of the 
outdoor lanes. “We don’t have a range 
o�  cer; we just ask people to sign in for 
all the outdoor lanes.” Kim and Deb 
don’t allow any rental or demo equip-
ment to be used outside, either.

While physically much smaller, 
the interior of the gigantic store main-
tains the expansive feeling of the out-
doors. � e cavernous, 9,600 square foot 
building boasts a center height of 24 
feet supported by 80 x 120 foot long 
walls. Coupled with a 40 x 80 foot stor-
age shed, nearly 12,000 square feet of 
total space is dedicated to the archery 
operation.  Twenty-four 20 yard indoor 
target lanes span the entire back wall 
of the indoor range. � e daily fee for 
all ranges is $6; yearly memberships 
are $135 for families and $95 for indi-
viduals. Monthly memberships are 
also available.

Kim’s input into the overall design 
and layout of the building, “making it 
all come together” as he describes it, 
was with an eye to the future. “� e foot-
ings of the retail building are designed 
for a 20-foot mezzanine that would 
allow people to watch from upstairs,” 
Kim said. 

Deb said they plan to o� er clinics 
once that upper level space is � nished 
and hope to add a few stations to rep-
resent elevated shooting positions. Deb 
is optimistic about a speci� c timeline: 
“It will be soon…I think?”

Above, the 14-station, NFAA-certi� ed � eld range has over 100 positioning pins o� er-
ing shots on Morrell bag targets at ranges from 11 feet all the way out to 80 yards. The 
upper level on the two-tiered shooting platform puts archers nearly 20 feet above their 
target. Below, the practice range also features shots out to 80 yards.
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      Gear and Accessories 
Archery Out� tters deals with over 

150 manufacturers of archery equip-
ment, accessories and associated 
gear. Major brands include Mathews/
Mission, PSE, Bear and Martin bows, 
Big Game Treestands, ASAT Camo 
clothing and Gold Tip and Easton 
arrows. Archery Out� tters participates 
in the ARRO buying group program 
and attends the ATA Show each year. 

“A lot of companies we do business 
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“A lot of companies we do business 

with have turned into a friendship,” 
Kim said. “� is is something we have 
that a box store won’t have…when we 
go to the ATA Show, [the reps] don’t 
have to look down at our name tags to 
know who we are.”

Kim said Archery Out� tters has 
often been one of the � rst pro shops 
to come on board with a company’s 
product. “Companies appreciate that 
– we have become friends with many 
of them.”

Corrine Bundy, the Mathews 
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Corrine Bundy, the Mathews 

marketing communication special-
ist, said her company recognizes and 
appreciates the value the pro shop 
brings to loyal archery enthusiasts. 
“Archery Out� tters is a great account 
of ours. Kim Meester excels in selling, 
promoting and servicing the Mathews 
brand, including the Mission products. 
� ey’ve been an important part of the 
Mathews retail network for over 12 
years.“ 

Kim said the relationship has 
worked out very well; “When we were 

Stuart Sveeggen (above in this photo by 
Deb Meester) wears many hats as a  vol-
unteer who works part-time at the store. 
Here he is building arrows;  he also han-
dles repairs and servicing and he minds 
the store when the owners are away.  
Bendan Wiseman (below, by the Mathews 
bow display) is another volunteer sta�  
member who is comfortable doing sales 
and service duties.
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just starting out, I 
asked them to ‘just 
give us a chance’ 
and they did. Now 
they treat us like 
family.” 

Kim and Deb’s 
underlying busi-
ness goal is simple: 
“Promote the sport 
of archery!”   Kim 
quickly added with 
a chuckle, “It cer-
tainly wasn’t to get 
rich.” � eir plan is 
simple, straightfor-
ward: “You kind of 
do what you enjoy.”

The business 
learning curve is equally upfront and 
basic, too. Kim feels you must “really 
give your attention to the industry.” 
Whether gathering infomation dur-
ing the ATA or through training (both 
have gone through programs o� ered by 
Mathews), “You try to learn as much as 
you can,” as Kim said. Paying attention 
to what’s going on in the industry is of 
paramount importance. “You get infor-
mation from those moving forward; if 
you’re a race car driver, you don’t get 
information from the guy coming in 
last place!”
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Attending various manufactur-
er’s seminars and training updates 
helps Archery Out� tters decide 
what new products to carry and 
avoid. For example, Kim said infor-
mation from marketing seminars 
at both the ATA Show and through 
Mathews warned him that about 
23-26% of the merchandise you bring 
into your store never sells. Kim said 
since both of those presentations had 
� gures very close to each other, he’s 
con� dent those numbers are pretty 
accurate.  Kim says he’s also learned 

23-26% of the merchandise you bring 
into your store never sells. Kim said 
since both of those presentations had 
� gures very close to each other, he’s 
con� dent those numbers are pretty 
accurate.  Kim says he’s also learned 

the hard way  about what products to 
carry. “Seems everybody has the ‘great-
est’ things they want you to sell in your 
store. We’ve become pretty cautious.” 
Kim has a few scars from new products 
that have bitten him. “One guy came in 

Target placement on the indoor 3-D range changes for each event. The pine trees 
are collected from city Christmas tree drop-o�  points. After they’ve done their bit to 
add realism to indoor shooting, they go to the outdoor ranges to provide shelter for 
wildlife. 

Target placement on the indoor 3-D range changes for each event. The pine trees 
are collected from city Christmas tree drop-o�  points. After they’ve done their bit to 
add realism to indoor shooting, they go to the outdoor ranges to provide shelter for Bob Phelan wears a yellow vest to indentify 

himself as the range o�  cer for a 3-D fun shoot. 
Phelan is another volunteer on the sta� . At the 
top of the photo, you can see where the business 
plans a new loft and lounge.

simple, straightfor-
ward: “You kind of 
do what you enjoy.”
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learning curve is equally upfront and learning curve is equally upfront and Attending various manufactur-

This view of Ethan Ageson shooting on the indoor range 
illustrates how trees are used to add challenge and realism.

er’s seminars and training updates 
helps Archery Out� tters decide 
what new products to carry and 
avoid. For example, Kim said infor-
mation from marketing seminars 
at both the ATA Show and through 
Mathews warned him that about 

Mary Johnson gets in some shooting time she 
has earned as one of the many volunteer sta� ers 
at Archery Out� tters. She met another volun-
teer, Bob Phelan, through their shared interest in 
archery. (Photo by Deb Meester)

The new Excalibur Matrix is the �rst compact 
recurve crossbow.  Until now, recurve crossbows 
were notably wider than other crossbows. 
That gap has closed considerably! 

But that’s not all!  With Compact Recurve 
Technology, the all-new Excalibur Matrix also 
brings dramatic and revolutionary enhance-
ments in performance across the board!
 

Matrix  is narrower. By six inches! 

Matrix  is shorter. By four inches!  

Matrix  is faster. Try 380 fps!  

Matrix  is more powerful. 
 It delivers 112.3 lbs of kinetic energy! 
Matrix  o�ers longer limb life. 60% longer!

Matrix  is better balanced. 

Matrix  is lighter. A full pound lighter!  

Matrix  is more accurate.

Matrix  is quieter. 

Matrix  is easier to cock. 5% less effort is required 
 vs. 225 lb. models.  
Matrix  can’t be dry-�red thanks to  
 Guardian™ Anti-Dry-Fire Technology! 
Matrix  can be de-cocked 
  
Matrix  is superior in every way.  
 
Matrix  changes everything!

Changes everything!
The new Excalibur Matrix Series crossbow rede�nes crossbows and crossbow performance!

“PowerLoad” limbs 
give you 60% 
longer limb life

Integrated R.E.D.S. (Recoil 
Energy Dissipation System) 
suppressors reduce 
recoil, noise

Ergo-Grip stock is 
shorter, o�ers 
better balance

Guardian™ Anti-Dry-Fire 
System prevents dry-�ring

Quad-Loc riser 
o�ers four-sided limb 
containment for improved 
consistency, accuracy

2335 Shirley Drive, Kitchener, Ontario, N2B 3X4 Canada  |  Bus: (519)743-6890  |  service@excaliburcrossbow.com 

www.excaliburcrossbow.com

Tact-Zone Scope – Multi-coated 
lenses, ultra compact
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and said that he and his bowhunting 
buddies preferred this new, hot broad-
head and thought that I should carry 
it. � at was a few years ago; I still have 
them hanging on the rack!” 

Loyalty between manufacturers 
and Archery Out� tters is also evident 
with Big Game Treestands, located just 
80 miles across the border in Windom, 
Minnesota. “We considered di� erent 
lines of treestands but they treated us 
right; Big Game wanted the business.  
Ninety-nine percent of our treestand 
business is through them. Closeness 
helps but there’s a friendship there, 
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too,” Kim said.
Manufacturing Sales Rep Jon 

Drechsel, of Hudalla & Associates, said 
the Meesters “provide not only tech-
nology on new stu�  but on the old stu� , 
too. � ere’s nothing you can bring in 
that they can’t � x.” Drechsel said those 
manufacturers he represents are always 
looking for feedback, knowledge about 
products, the industry and ideas; “Kim 
is a great person to feed o�  of.“ 

Kim’s philosophy on dealer-manu-
facturer relations: “You should be able 
to do business with a handshake.” 

Manufacturing Sales Rep Jon 
Drechsel, of Hudalla & Associates, said 
the Meesters “provide not only tech-
nology on new stu�  but on the old stu� , 
too. � ere’s nothing you can bring in 
that they can’t � x.” Drechsel said those 
manufacturers he represents are always 
looking for feedback, knowledge about 
products, the industry and ideas; “Kim 

Kim’s philosophy on dealer-manu-
facturer relations: “You should be able 

Service and Repair  
Upon entering Archery Out� tters, 

you are immediately immersed in 
archery.  At almost the same instant, 
you are bathed in a relaxing sense of 
hometown friendliness. Part of that 
comfort zone may be due to the freshly 
made popcorn free for the taking at 
the end of the counter near a casual 
lounge area. It may also be due to the 
inviting row of cushioned stools lined 
up along the counter that encourages 
you to stay a while. � is family-friendly 
atmosphere isn’t just from the looks of 
the place, though; it’s clearly evident in 
how the Meesters conduct their busi-
ness and the tone of the interchanges 
between sta�  and customers.

Membership in the ARRO buying group helps Archery Out� tters com-
pete on price with the big box stores. With 150 brands represented, 
the pro shop o� ers a very wide selection.

56

Many of the trophies and archery memorabilia lining the upper walls have been donat-
ed by customers.

Membership in the ARRO buying group helps Archery Out� tters com- Kim and Deb’s camo clothing of choice, ASAT Camou� age, 
covers a large section of an aisle. The attention they can use to 
promote it is a major bene� t of having a big showroom area.
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From a sensible business aspect, 
customers’ needs are critically impor-
tant at Archery Out� tters. “Customers 
come in with a problem with their bow 
and we take care of it,” Kim explained. 
“We don’t put it in a box and send it in. 
I think the manufacturers appreciate 
it, too.” Kim said it’s important to post 
pricing. “� ere is a misconception that 
pro shops are going to be expensive.” 
Kim reminds customers that the store 
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has “lots of buying power” that the big 
box stores don’t have when it comes to 
being out� tted with the proper acces-
sories and that also enables Archery 
Out� tters to order pretty much what-
ever it needs if it’s not in stock.

New bows on the racks are zip-tied 
to prevent dry� ring. “People come in 
here because they know they are get-
ting a brand new bow,” Kim assured. 
“Target archers are a ‘picky lot’; they’ll 
complain if ‘there’s a � ngerprint on 
my new bow.’” Kim makes a point of 
waiting to open a box containing a new 
bow until the customer is right there 
at the counter watching the unveiling. 
Nearly a dozen demo bows by PSE, 
Bear, Mission and Mathews are always 
ready and available for sampling.

� ose being introduced to archery 
can rent a bow setup that includes 
the bow, armguard and release. A 
fresh paper target and range time are 
all packaged together for $12.50 for 
shooters 11 years and under; this costs 
$20.50 for those 12 and over. 

Sta�  is particularly aware of cus-
tomers from out of town. Kim said it 
can take up to an hour and a half to 
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Sta�  is particularly aware of cus-
tomers from out of town. Kim said it 
can take up to an hour and a half to 

properly set up and adjust a new bow. 
He’s had to tell customers to come back 
to pick up their � nished, tuned bows. 
He assures them they are “gonna like 
your new bow” when they leave the 
store. Kim said the careful attention to 
tuning “eliminates a lot of headaches.” 
Putting every customer on the range 
helps reassure the customer that he or 
she is getting the right bow. “� ey get 
28 years of experience from me and not 
just one time,” Kim explained. “It’s no 
crash course - they get as much help as 
they need.”

Kim said a lot of his repair skills 
were learned by “trial and error as we 
went – whatever works best.” He has 
attended several seminars during the 
last 7 to 8 years but said most of the 
instructors were doing things he was 
already doing. “If I had known that 15 
to 16 years ago,” he laughed, “I’d have 
saved myself a lot of headaches and 
time!” Repair costs are quoted on a 
per-job basis and Archery Out� tters 
doesn’t charge to set up or service 
bows purchased there. � ere is a $5 fee 
if the new X-Press bow press is put into 
service for any reason.

shooters 11 years and under; this costs 
$20.50 for those 12 and over. 

tomers from out of town. Kim said it 
can take up to an hour and a half to 

Trail cameras from Covert, Big Game and 
others are part of the electronics selection 
safeguarded in these glass-fronted cases.

The Dead Down Wind display re� ects 
not only the attention paid to attractively 
showcasing products but also the focus 
towards bowhunting throughout the store.
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come in about once a month,” Kim 
attested. “About 40 percent of our base 
are youth, 60 percent adult; it used to 
be about 5 percent and 95 percent.” 
Kim said being in farm country is a 
de� nite asset. “We’ve been pretty for-
tunate; the strong agricultural prices 
have helped.” He says even the big 
boxes direct customers his way when 
the customers have asked where they 
can go to shoot their new bows. 

Kim said most of his business deci-
sions are to help him keep ahead of the 
game and added, “We try to do a lot of 
work ourselves so we have money to 
put back into the shop.”  May and June 
are historically the dead months but 
sometimes it picks up by mid June. Last 
August was a “record month” for over-
all sales. “We sold more recurves this 
year than in the last 16 years,” Kim said.

Kim said one in� uence on sales 
could be the popularity of the archery 
movie “� e Hunger Games”. He specu-
lates that it is following a trend in the 
industry common to earlier Hollywood 
releases featuring bows and arrows, 
such as “Rambo,” “Robin Hood” and 
more recently, even the animated 
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Kim said one in� uence on sales 
could be the popularity of the archery 
movie “� e Hunger Games”. He specu-
lates that it is following a trend in the 
industry common to earlier Hollywood 
releases featuring bows and arrows, 
such as “Rambo,” “Robin Hood” and 
more recently, even the animated 

movie “Brave.” Last August was a record 
month for overall sales in the store.

Sta�  ng 
Kim and Deb are the only two full 

time employees on the payroll. � at 
being said, it’s not hard to notice sev-
eral “sta� ” personnel throughout the 
store at any given time. Deb � gures 
there are about 20 “sta� ers,” all of 
whom are volunteers. “� e more they 
help out,” Deb said, “the more they get 
in return.” 

Perks for volunteering include a 
free membership to the ranges, dis-
counts and at-cost pricing.  “Sometimes 
we’ll throw in free stu� ,” Kim added. 
Several of the store’s “team” have also 
gone on hunting trips. “We have di� er-
ent perks for di� erent people.” Several 
of the “main guys” have joined Kim and 
Deb in attending the ATA Show.

� e one “sta� er” who clearly bor-
ders between volunteer and part-time 
worker status is Stuart Sveeggen. I 
wasn’t able to chat with Stuart but from 
Kim and Deb’s attempt to describe all 
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When servicing is needed, Archery 
Out� tters uses a detailed work order 
to make sure everything discussed 
and considered is documented right 
up front. “We detail everything,” Deb, 
who designed the form they use, said. 
“If there’s a nick somewhere on an 
order for a peep sight change, if there’s 
already a cut, we show them and then 
document all work.”  Both the type of 
work recommended and the servic-
ing actually done are recorded on the 
forms. “We all look at the address they 
� ll in to see how far they’ve come,” Deb 
said. 

Kim remembers an out of town 
customer concerned about being told 
that since it was an extremely busy 
Sunday, his repair would be done 
around 5 p.m. “But don’t you close at 
5?” the customer asked. Kim replied, 
“We’re a pro shop; we don’t have set 
hours,” assuring the customer that the 
repair was more important than clos-
ing time. Kim said during August, typi-
cally one of the busiest times of the 
year, the shop can have 30 to 40 bows to 
service on the counter at any one time. 
“You can’t plan on how many you will 
get done.”

� at concern for the customer per-
meates the attitude towards sales as 
well. “We don’t push customers into 
something they don’t want,” Kim said. 
“We don’t get a customer to buy a $140 
arrow rest when a $40 one will do.” 
Every sale is given its own importance; 
“it’s not just a part of a previous bow 
sale,” Kim added. “We treat it as a new 
product, a new sale.” Many accessories 
such as nocks and string silencers are 
usually added free of charge, “whether 
it’s on a $100 bow or a  $,1000 bow,” 
Kim said. 

Like many businesses, Archery 
Out� tters provides a layaway option 
for customers. “� ere’s no real set time; 
it just has to be 20 percent down/30 
days but we’ll do 60 days – it’s usually 
no big deal - and we will even push it 
to 90 days if we have to; we’ll work with 
anybody,” Deb said.

With a customer base encompass-
ing a 100-mile/1.5 hour drive radius 
around the Sioux Falls area, Archery 
Out� tters draws customers in from 
South Dakota, Minnesota and Iowa, 
with some coming from Nebraska and 
beyond. “� ese are customers who 

ing actually done are recorded on the 
forms. “We all look at the address they 
� ll in to see how far they’ve come,” Deb 

Kim remembers an out of town 
customer concerned about being told 
that since it was an extremely busy 
Sunday, his repair would be done 

Bowhunting bragging rights are encour-
aged by posting photos. A photo of Kim 
posing with a black bear taken on one of 
his hunting trips to Canada sits above a 
row of hunting bows and accessories. 

come in about once a month,” Kim 
attested. “About 40 percent of our base movie “Brave.” Last August was a record movie “Brave.” Last August was a record 

As a sta�  shooter and volunteer, Alex 
Hemmingson � nds time to shoot the 
indoor 3-D course that he and others 
helped set up.
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that he helps out with, his “job descrip-
tion” could read “pretty much every-
thing as needed, when needed.”

“Everything!” was the recurring, 
resounding answer that all the “sta� ” 
gave when asked what they did at 
Archery Out� tters.

“I just help out with whatever they 
need,” Bob Phelan, who like all the 
others is an avid archer, said. During a 
recent indoor 3-D event, Bob worked 
the sign-in counter and along with his 
� ancé, Mary Johanson, another volun-
teer, was one of several range o�  cers. 
Phelan has been shooting since 1993, 
when a friend introduced him to the 
sport. “We all enjoy being together for 
the most part,” he said and added, “We 
just have a lot of commitment here but 
it takes a lot of time.”

Another “everything” volunteer is 
Brendan Wiseman, an archer for 14 
years himself. � e entire Wiseman 
household, including his wife and 
four daughters (from 11-22 years 
old), shoots at the shop. “We get to 
shoot more but I end up shooting 
less because I am always � xing their 
bows,” Wiseman said. He also said the 
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Brendan Wiseman, an archer for 14 
years himself. � e entire Wiseman 
household, including his wife and 
four daughters (from 11-22 years 
old), shoots at the shop. “We get to 
shoot more but I end up shooting 
less because I am always � xing their 
bows,” Wiseman said. He also said the 

store o� ers very consistent service and 
repair work among the several volun-
teer sta� ers called to duty. Wiseman 
acknowledged that Kim has more years 
of experience than anyone else in the 
shop and that skill level makes a big 
di� erence. “Kim shows me how he 
wants it done so my work can re� ect 
o�  the shop,” Wiseman said.  He says 
other shops set up things di� erently; 
“You can tell who put what together.” 
Wiseman also rea�  rmed what Kim 
and Deb had said: “� e biggest part of 
this store is promoting archery – and 
having fun.” 

Mary Johanson is yet another 
member of the sta�  family who wears 
several hats; “Customer, volunteer, 
friend!” she answered in response to 
a question about her status at the pro 
shop. Her interest in archery began 
seven years ago, when she came with 
a friend and was invited to shoot. “As a 
single parent, I could do this by myself,” 
she thought. She has since gotten her 
son started. “I met my Bob, my � ancé, 
here – that’s better than at a bar,” she 
boasted happily. Johanson has noticed 
increasing interest in archery during 

Seven year old Erica Gukiesen has been 
shooting since last fall. At right, she’s on 
the shooting line during an indoor fun 
3-D shoot with three other youth shoot-
ers, including  Jake Larsen (bottom), 
Hunter Brown (second from top) and (top) 
Ethan Ageson.
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Ladies’ Night events. “It’s absolutely 
growing. Deb and I promote it. Once 
they see it, come a few times, they 
really enjoy it,” she said. “On any given 
Monday, there might be 20 or more 
shooters here. � ere were only two or 
three when I started.” 

Johanson also credits Kim’s knowl-
edge for the store’s success and atmo-
sphere. “If you have a question about 
anything, he knows what he’s doing!”  
Johanson says Deb, who does most of 
the marketing, is “especially outgoing,” 
as are most of the shooters. “You don’t 
have to hang around long for someone 
to come over and help you if you need 
it,” Johanson said. 

“� ey will do anything. We really 
appreciate it,” Deb said of the loyal vol-
unteer sta�  she and Kim have nurtured 
and come to rely on. “It’s hard to ask; 
they pretty much just come in and start 
going at it!” 

Events/Classes 
A variety of events adorns the 

annual calendar at Archery Out� tters. 
Monday evenings are devoted to 
Target league shooting while special-
ty nights feature events such as both 
indoor and outdoor 3-D Fun Shoots, 
the BowHunter Fun Night, the Wild 
Game Potluck and a Vegas Shoot. A 
Bowhunting Safety Education Class is 
o� ered each September in preparation 
for seasonal hunting.

Two new classes are being o� ered 
through the Sioux Falls Community 
Schools program this year: “First Time 
Archers - Ladies Only” and an intro-
ductory “Archery - Getting Started” 
class. Both classes are open to archers 
16 years and older for a four-session 
fee that includes all instruction, lane 
time and equipment for $19. � e class-
es are held at the shop and taught 
by NFAA 3D World Champion/2006-7 
Unmarked 3-D National Champ (and 
“sta�  volunteer”) Dana Chaussee.

Archery Out� tters was also one of 
two shops in South Dakota that donat-
ed money to help start archery in the 
school programs.

Kim and Deb are most personally 
associated with the Shriner’s Hospital 
Charity Shoot. “Our two year old 
granddaughter was born without arms 
due to Ambiotic Band Syndrome eight 
weeks into the pregnancy,” Deb said. 

to come over and help you if you need 
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and come to rely on. “It’s hard to ask; 
they pretty much just come in and start 
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Monday evenings are devoted to 
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ty nights feature events such as both 
indoor and outdoor 3-D Fun Shoots, 

“She’s doing � ne but we wanted to do 
something for the Shriner’s Children’s 
Hospital in Minneapolis.” � at ”some-
thing” has been two events that have 
drawn over 300 participants and raised 
over $17,000, with total proceeds after 
costs being donated to the hospital. 

Whether you label Archery 
Out� tters as a “Mom and Pop” store 
or a small sta�  pro shop, one thing is 
clear: it’s de� nitely a “family” run busi-
ness in the sense of the kinship among 

“She’s doing � ne but we wanted to do 
something for the Shriner’s Children’s 
Hospital in Minneapolis.” � at ”some-
thing” has been two events that have 
drawn over 300 participants and raised 
over $17,000, with total proceeds after 

Whether you label Archery 
Out� tters as a “Mom and Pop” store 
or a small sta�  pro shop, one thing is 
clear: it’s de� nitely a “family” run busi-
ness in the sense of the kinship among 

the owners, the sta� , the customers 
and the suppliers. Kim may not try to 
de� ne it; he just knows one thing for 
sure: “After 16 years, we’re still here!” 

Perhaps Mary Johanson summed 
it up best: “I think it’s passion. We have 
passion for what we do. People come in 
here and know – you have to know – it’s 
the right place to be!” What more could 
a pro shop ask for?

the owners, the sta� , the customers 

Variations of the company’s logo 
are shown on a banner (left) and 
on the bright yellow vest of a range 
safety o�  cer (above).
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If I told you the man who directs 
the Jay’s Sporting Goods store in 
Gaylord, Michigan went after that 

position because it o� ered a slower 
pace, you might doubt my sanity. Or 
his. Retailers often work long hours 
and sporting goods stores are very 
busy in the summer and fall. Yet Mark 
Copeland will tell you that as the Jay’s 
Store Director, he’s much happier 
now than in his previous career with a 
national chain of portrait studios.

Copeland’s former employer was 
a huge operation whose outlets com-
bined were processing 32 miles of � lm 
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pace, you might doubt my sanity. Or 
his. Retailers often work long hours 

per day. Copeland was the director of 
new business, responsible for opening 
up new studios and building up the 
surrounding markets. � e money was 

per day. Copeland was the director of 
new business, responsible for opening 
up new studios and building up the 
surrounding markets. � e money was 

great but the stress and travel were kill-
ers. “� e amount of money you make 
doesn’t equate to how happy you are. 
I moved 14 times in 13 years and I had 

The Gaylord Store Director for Jay’s Sporting Goods is Mark Copeland, shown here by 
the extensive compound bow selection. The archery department is managed by Derrick 
Poet, who as the son of president Je�  Poet, has been working in the family business 
since his childhood years. 

80

Mike Kucka is a bow technician at the 
Gaylord, Michigan store. Above, he’s 
increasing draw weight and draw length 
on a BowTech Soldier belonging to 14 
year old Morgan Gustafson. At right, he’s 
seen on the practice range with Morgan, 
getting her peep sight adjusted to � t her 
growing frame. Morgan started deer hunt-
ing when she was 10 and has been practic-
ing and lifting weights in anticipation of 
joining her father on a bear hunt.

Finding a Home in the 
Archery Retail Business
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two heart attacks,” Copeland told me 
when I interviewed him at the Gaylord 
store in mid-2012.

Copeland’s last move was to the 
Gaylord area in northern Michigan. It 
was his last move because when the 
portrait studio company was getting 
ready to transfer him again, he asked 
Jay’s for a job. Copeland’s grandfather 
had introduced him to hunting and 
� shing at a young age and Copeland  
became an avid archer. He’d shopped 
at Jay’s and, before putting his applica-
tion in, made the rounds of the store 
talking to employees. “I couldn’t � nd 
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� shing at a young age and Copeland  
became an avid archer. He’d shopped 
at Jay’s and, before putting his applica-
tion in, made the rounds of the store 
talking to employees. “I couldn’t � nd 

one person to complain about the 
company or the family that owned it. 
People loved what they were doing,” 
he said.

Copeland was hired in April of 
2000 but not in the store director posi-
tion he had hoped for. “I said dur-
ing my interview I’d come to work for 
them as a stock boy. � ey o� ered me 
the camping manager job. I think they 
were afraid I’d get bored, pull up roots 
again and move. Six months later, they 
o� ered me the 
store director 
job and I have 
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company or the family that owned it. 
People loved what they were doing,” 

Copeland was hired in April of 
2000 but not in the store director posi-
tion he had hoped for. “I said dur-
ing my interview I’d come to work for 
them as a stock boy. � ey o� ered me 
the camping manager job. I think they 
were afraid I’d get bored, pull up roots 
again and move. Six months later, they 

been here ever since,” he said during 
our interview.

Jay’s Sporting Goods was found-
ed by Jay Poet and the corporation 
is headed by his son Je�  Poet, who, 
along with the headquarters store in 
Clare, Michigan, was the subject of 
the July 1998 ArrowTrade Cover Story. 
“We’re a 40,000 square foot opera-
tion with about 32,000 square feet in 
retail space,” Copeland told me as we 
sat in his compact o�  ce. “We employ 
between 70 and 80 people. We’re half 
the size, or a little more, of the head-
quarters store and we do a little less 
than half the volume of the Clare store.”

� e Gaylord store doesn’t have as 
much storage space, so it can’t o� er a 
selection of the same generous width in 
every department. Still, Copeland esti-
mated there were 500 bows and cross-
bows on hand and over 4,000 � rearms. 
Like the Clare store, the Gaylord one 
is divided into departments where the 
service rivals that of the best specialty 
stores. � ere’s a manager for each of 
the major departments, like � shing, 
clothing, camping/athletics, � rearms 
and archery. Hunting accessories like 

When we photographed him last summer, Paul Gorman had 
already worked for Jay’s Sporting Goods for nine years. While  
this is not common in retail, the family owned business has 
many long-term employees like Gorman.

81

This family came in to buy some reduced power ri� e cartridges 
and stayed to learn about some of the crossbows stocked by Jay’s 
with the help of Michelle O’Rourke.  Archery Manager Derrick 
Poet told us crossbows were outselling vertical bows by more 
than 10 percent. “We’re seeing older gentlemen who had bow-
hunted but left the woods come back,” Poet said. “We’re seeing 
youth and women who can’t pull the poundage to hunt with a 
vertical bow using crossbows.  Plus, were seeing a signi� cant 
number of gun hunters who had never shot a vertical bow take up 
crossbow hunting.”

two heart attacks,” Copeland told me two heart attacks,” Copeland told me one person to complain about the one person to complain about the one person to complain about the 

the size, or a little more, of the head-
quarters store and we do a little less 
than half the volume of the Clare store.”than half the volume of the Clare store.”

much storage space, so it can’t o� er a 

A huge deer head and giant Jay’s name on the freeway side of the store help customers 
spot the location of the Gaylord Jay’s Sporting Goods.

By  Tim Dehn
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calls, scents and blinds form their own 
department. Some employees are cross 
trained, able to work in either � shing 
or archery as the need arises. � ere is 
also a group of support sta�  to handle 
cleaning and to operate the multiple 
checkout lanes.

“We do spend a great deal of time 
doing sta�  clinics, in-house tourna-
ments with sta� , attending dealer 
schools and even using trade maga-
zines as reference material,” Copeland 
assured me. “Our reps (manufactur-
ers’ sales representatives) are a great 
source of information. We have also 
certi� ed most of the archery sta�  as 
NASP instructors so we can relate to 
our younger customers.”
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Department managers have pri-
mary responsibility for training the 
employees they supervise, both in 
technical skills and in the Jay’s phi-
losophy. Shopping at Jay’s shouldn’t 
feel like shopping at a superstore, 
Copeland said. “I can understand how 
we may look that way to the small 
archery shop or the average consumer. 
It is true that we are a very big full line 
sporting goods store but at the heart of 
it, we are a small family company with 
only two locations. We’re blessed to 
provide an income for a small group 
of people who are passionate about 
enhancing someone’s outdoor experi-
ence. We believe we must provide for 
our customers an excellent selection 

of merchandise served by a 
knowledgeable, caring sta�  
though our values and faith 
in God. � at comes directly 
from our mission statement.”

Jay’s employees are 
encouraged to not only care 
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archery shop or the average consumer. 
It is true that we are a very big full line 
sporting goods store but at the heart of 
it, we are a small family company with 
only two locations. We’re blessed to 
provide an income for a small group 
of people who are passionate about 
enhancing someone’s outdoor experi-
ence. We believe we must provide for 
our customers an excellent selection 
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though our values and faith 
in God. � at comes directly 
from our mission statement.”

Jay’s employees are 
encouraged to not only care 

for the customers but to care for each 
other. “We focus a lot on the environ-
ment here to create a pleasant place 
to work,” Copeland said. “It’s like a big 
family; we all help each other out. On 
any given day of the week here, you 
could see the owner, Je�  Poet, working 
behind the counter.”

� e friendly work environment 
is re� ected in an enviable employee 
turnover rate. “Over 50 percent of the 
sta�  have been here over � ve years,” 
Copeland said. “I think I have 13 that 
have been here since the store opened.” 
Full-timers at Jay’s Sporting Goods 
work 37 hours a week. � e store is open 
just from noon to 5 p.m. on Sunday, 
so as not to interfere with attending 
church or family time.

Jay’s is a strong supporter of the 
community. � e week I was there, 
the store was hosting students from 
a local high school so they could be 
mentored by sta�  and get a taste of 
what it would be like to work in retail. 

calls, scents and blinds form their own calls, scents and blinds form their own Department managers have pri-

Both Jay’s Sporting Goods locations are known for their 
� rearms departments. Above, this is just a portion of the 
ammunition selection Brenda Recor oversees. At right, 
as they wait for a customer, Trevor Cottrell � eld strips a 
Wasr-10 while Adele Horrigan times him. His record for 
this Romanian AK-47 is nine seconds.

Jay’s Sporting Goods is a strong community supporter. The event being 
advertised at left drew over 125 women and raised over $5,000. Above, 
these awards and plaques recognize the � rm’s support of many worthwhile 
projects and organizations. Find more innovative products at
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� e following month, a big after-hours 
event was planned for women only: 
an opportunity for them to learn more 
outdoor skills. “Ladies may not be 
comfortable approaching a bunch of 
dudes leaning on a counter,” Copeland 
said. “� ey don’t want to be perceived 
as not knowledgeable or not experi-
enced. We will be providing food and 
prizes along with the activities. We’ll 
be selling tickets to this and we hope 
to raise $5,000. All proceeds will be 
donated to the local oncology clinic 
and to Reeling and Healing, a breast 
cancer survivor group.”

Copeland is passionate about � y-
� shing and archery yet says it’s more 
important for him to introduce others 
to the outdoors than to enjoy those 
solitary pursuits. “I helped pilot the 
Explore Bowhunting Program with the 
Archery Trade Association. I gave up 
hunting time to do it but I got more out 
of it. Being outside is nice but taking 
someone outside is better.”

� e following month, a big after-hours 
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� e Archery Trade Association has 
been doing a great job in getting state 
agencies to use Federal Excise Tax rev-
enues for projects like building com-
munity archery parks, Copeland said. 
He’d like to see an archery park built in 
Gaylord and surveyed customers to see 
how much use they would make of a 
3-D course and FITA range.

Jay’s has been proactive in work-
ing with the Michigan Department of 
Natural Resources. “I was on the phone 
earlier today with a DNR representative 
from northern Michigan. � ey’re going 
to run kids through a week of nature 
activities centered around the movie 
‘� e Hunger Games.’ � at was the sec-
ond call today from a state park request-
ing our assistance,” Copeland said.

Copeland has seen youth bow 
sales surge, particularly in lightweight 
recurves from Samick. Movies like “� e 
Avengers,” “Brave” and “� e Hunger 
Games” are helping to fuel increased 
participation but there’s a danger that 
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many bow purchasers won’t continue 
in the sport. Today, it’s much easier in 
most communities to � nd a place to 
play softball or soccer than it is to � nd 
a public archery range. “We have to do 
a better job of creating infrastructure 
for these new archers,” Copeland said.

Meanwhile, the store needs to 
hang on to existing customers and give 
them the kind of shopping experience 
that will have them recommending 
Jay’s Sporting Goods to their friends 
and co-workers. � e Gaylord store is 
the largest I’ve covered in many years 
yet it is not immune to competition. 
Nobody is invincible in this economy, 
where e-commerce plays such a big 
role, the store director said. Jay’s has 
plenty of brick and mortar competition 
as well. “We have Walmart and they’re 
the largest sporting goods retailer in 
the nation. We have a Dunham’s; an 
M.C. Sports. Everything is about build-
ing relationships. I don’t care if you’re 
selling blue widgets or green widgets. 

� e following month, a big after-hours � e following month, a big after-hours � e Archery Trade Association has 

The wide selection is one of the attractions at Jay’s 
Sporting Goods. Above, Robin Curtis checks out a Buck 
Wear tee shirt design. At right, Ruth King o� ers dozens of 
choices in boots.
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Billboards are just one of the advertising mediums 
employed by this sporting goods retailer. At right, Stosh 
Sendek holds a $189.00 St. Croix Imperial rod and can 
guide reel selection in a range from $24 to $450.
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You have to have integrity and treat 
people with respect. We have said 
‘no’ to major product lines that did 
not provide the support we need 
from a manufacturer,” Copeland 
said. “We have to be able to stand 
behind the products we sell.”

Is the customer’s experience 
with a single purchase really that 
important to his or her long-term 
relationship to a store? Copeland 
says it is. “� ink of it this way. You’re 
not just selling them one pack of 
broadheads. You’re selling them 
those broadheads and a truckful of 
other sporting goods they will buy 
from you over the course of their 
lifetime. � ere’s nothing they have 
to have here but for a sportsman, 
everything they want here.”

Copeland o� ered this advice for 
other retail readers of ArrowTrade. 
Instead of worrying about competi-
tion, they need to look for ways to 
make improvements in the way they 
operate. Try to view your own show-
room and your sta�  through the eyes 
of a customer. “Sometimes I think we 
are our own toughest competition if 
we have a bad attitude one day or we 
fail to greet every customer. I tell my 
sta�  customers vote every day about 
how well we’re doing with their feet, 
by walking out never to return or by 
becoming a valued customer for life.”

You have to have integrity and treat 

Flashlights, cooking grills and kayaks 
are part of the diverse selection in 
the camping department where Fay 
Black works. She’s holding a $99.99 
Browning Huntmaster � ashlight that 
puts out a powerful 360 lumen beam. 

Broadhead

Actual 
Wound 
ChannelChannel

RWD RCD

SEVERAL PATENTS PENDING

www.�yingarrowmontana.com
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