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Knives and bowhunting 
seem like they should go 
together like, well, knives 

and hunting. Many archery shops 
don’t carry knives; however, 
experts say retailers who don’t 
stock knives may be missing sig-
ni� cant dollars.

“I can’t think of any reason 
why an archery shop wouldn’t 
carry knives,” CJ Buck, president of 
Buck Knives, said. “Knives are of 
obvious interest to a hunting group 
that prides itself in a more detailed 
understanding of the equipment 
they’re using. Bowhunters tend to be a 
little more research oriented and a lit-
tle more focused on performance and 
materials than other hunters. I would 
think that knives are such a personal 
item that an archery shop would be a 
natural environment to have a discus-
sion about them.”

When Buck said “a discussion,” 
he was referring to such intricacies as 
blade shape, how the blade is deployed, 
blade material, handle material and 
other factors that determine how a 
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When Buck said “a discussion,” 
he was referring to such intricacies as 
blade shape, how the blade is deployed, 
blade material, handle material and 
other factors that determine how a 

particular knife is used.
“� at would just be a very natu-

ral conversation to have in an archery 
shop,” Buck said. Buck also said the 
characteristics that make bowhunters 
good hunters also make them good 
potential customers for knives.

“� ey have a tendency to get far-
ther out than other hunters and they 
have a tendency to bivouac,” he said. 
“� ey tuck themselves into tight areas 
and into hard to reach areas because 
they can’t reach across the valley and 
touch something; they have to crawl 
right up next to it to touch it.”  Can you 
even imagine a bowhunter hiking miles 

into the woods after a big game animal 
and not carrying at least one knife?

Once customers start to know you 
have knives, you may begin to attract 
a di� erent clientèle that doesn’t come 
to your store just for bow strings and 
broadheads. “� ere’s such an interest 
from people who are just trying to be 
prepared to be a little more self reliant,” 
Buck said. “A knife is a big part of that.”

Buck also said there’s a certain 
seasonality to knives. “Knives go nuts 
during the fall and the holidays,” he 
said. “Knives are a perfect ‘man gift’ 
and man gifts are sometimes di�  cult 
to select. After that twelfth tie or belt or 
package of socks, a knife is a nice and 
meaningful gift. So the holidays are 
always a high point for knife sales.”

package of socks, a knife is a nice and 
meaningful gift. So the holidays are meaningful gift. So the holidays are 
always a high point for knife sales.”
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Bad Blood Knives are HallMark Cutlery’s newest tactical line. The Custom Design series 
are factory productions of custom designs. Reliable and tough for whatever your day 
brings. Pictured: Partisan Nano, designed by knife maker Sean Kendrick. 

“I can’t think of any reason 
why an archery shop wouldn’t 
carry knives,” CJ Buck, president of 
Buck Knives, said. “Knives are of 
obvious interest to a hunting group particular knife is used.particular knife is used. into the woods after a big game animal into the woods after a big game animal 

The Browning Hog Hunter Knife is made out of hollow ground 440 stainless steel. The molded 
synthetic rubber handle is checkered for an improved grip. The knife blade features the Hog 
Hunter Logo and includes a black nylon sheath.  

Bad Blood Knives are HallMark Cutlery’s newest tactical line. The Custom Design series Bad Blood Knives are HallMark Cutlery’s newest tactical line. The Custom Design series The Gatco Double Diamond hone sharp-
ener model #16007 can be used for knives, 
broadheads and wood cutting tools.
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Johnathan 
Karch, vice 
p r e s i d e n t 
of market-
ing and 
sales, said. 
“� ere have 
been some 
periods of 
time when 
we haven’t 
had a large 
s e l e c t i o n 
but we’ve 
a l w a y s 
had some 
knives in 
the cata-
log during 
the past 15 

years.”
Q u i t e 

s i m p l y , 
Karch said � ree Rivers Archery car-
ries knives because people buy them. 
“� ey’re a great hunting accessory,” he 
said. “Our customers are going to buy 
knives, whether they’re buying them 
from us or just buying them in general. 
Every hunter has a knife, so we wanted 
to capture at least the possibility of that 
sale.”
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Karch said � ree Rivers Archery car-
ries knives because people buy them. 
“� ey’re a great hunting accessory,” he 
said. “Our customers are going to buy 
knives, whether they’re buying them 
from us or just buying them in general. 
Every hunter has a knife, so we wanted 
to capture at least the possibility of that 

Karch said the store tries to dif-
ferentiate itself from other retailers 
because there are so many knives on 
the market. “We try to carry something 
that we feel our customers either won’t 
� nd other places or that lines up better 
for them while they’re buying from us,” 
Karch said. “� ere’s a lot of trial and 
error involved. We look at what people 
in our area are using and what people 
in the industry are talking about. � en 
we look at where those knives are avail-
able. If it’s a knife they can buy at 
a convenience store, for instance, we 
absolutely don’t stock it.”

Right now, � ree Rivers Archery 
carries Kershaw, primarily the USA-
made models. “We do carry a few of the 
non-USA-made ones, such as the Blade 
Trader series, just because they’re so 
unique but we focus on the ones made 
in the USA,” Karch said. “We also have 
Chieftain Neck knives; that’s kind of a 
one-man shop but they’re USA made 
and they’re handmade.”   

� e store also carries Outdoor 
Edge. “With theirs, we’ve got some of 
the butchering kits,” Karch said. “We 
have the Fred Eichler knife because we 
carry a lot of his other gear and we also 
carry the Fred Bear bowhunter kit.”  

Along with knives, � ree Rivers 

A secondary peak occurs in the 
spring around turkey and bear season, 
Buck said. “� ere’s a little bit of an April 
and May surge that didn’t exist in the 
past.” 

� ree Rivers Archery, in Ashley, 
IN, has carried knives for a long time. 
“We’ve had them for 15 plus years,” 
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Matt Elliott, brand manager for outdoor hunting channels at 
Benchmade Knife Company, has � rst-hand experience in what hunters 
require from their cutting tools.
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These are “antler-shaped” displays for the SwingBlade knife with two blades in one 
handle.  If the dealer places a minimum order for six models, Outdoor Edge makes this 
display available at no charge. 

At Lone Wolf, the retailer displays knives 
in locked cases for safety and security.

      How to  Sell  More    Kn ives  to  Bowhunters
By Carolee Anita Boyles

May13AT080-091Corrected.indd   81 4/3/13   8:34 PM



82

Archery carries related products such 
as axes and other items from Cold Steel.

“Everyone likes knives,” Matt 
Elliott, brand manager for outdoor 
hunting channels at Benchmade Knife 
Company, said. “Outdoorsmen in gen-
eral like knives.  Every hunter is going 
to carry a knife 100 percent of the time 
in the � eld if he’s prepared for what’s 
supposed to be the end result of the 
game. Knives are very core to this con-
sumer group. Everyone understands 
the value of a knife. � ey may have the 
one that their grandfather left them, so 
there’s a legacy thing going on with the 
product family in general.”

Don’t leave target archers out of 
the equation.“Target archers have just 

as much use for a 
knife as a bowhunt-
er does and prob-
ably more so than 
a lot of other people who carry knives,” 
Elliott said. “� ere are situations where 
a target archer might have to pull an 
arrow out of a tree or some other object 
that you might strike accidentally when 
you’re going through a tight spot. I’ve 
personally shot arrows into trees, espe-
cially shooting 3-D and a knife helped 
me to extract my arrow.”

David Bloch, president of the 
Outdoor Edge Cutlery Corporation, 
said knives are a category that many 
archery shops stay away from.

“I think it’s partly the size of the 

store,” he said. “If you’re going to do 
knives, you have to make a commit-
ment to have a selection. � e beauty 
of knives, however, is that they don’t 
take up much space. You can get a lot 
of wholesale value of merchandise in 
a small amount of space. � e way to 
do that is good merchandising and for 
that, you need a glass case.”

Bloch said he hasn’t been to an 
archery shop where he didn’t see some 
kind of glass case. “Usually, archery 
shops � ll their glass case with sights 
and quivers and a lot of small stu�  like 
that,” he said. “But if you’re going to do 
anything in knives, you need to make 
a commitment to dedicate a section to 
them and then carry enough models 
for a good selection.”  

Products from Outdoor Edge are 
tailored speci� cally for the hunting 
market. “We’ve been successful in the 
archery market because every bow-
hunter eventually needs to � eld dress a 
deer,” Bloch said. “So our demographic 
is good for archery shops.”  

Jessica Hall, vice president of 
Hallmark Cutlery, said it’s always nice 
to have a knife with you because you 

as much use for a 
knife as a bowhunt-
er does and prob-
ably more so than 

The TOPS/Buck CSAR-T (Combat Search & Rescue Tool) Fixed fea-
tures a stout, full tang 420HC stainless steel modi� ed Tanto blade 
and a tough, grooved G-10 handle with Rocky Mountain Tread 
for strength and a secure grip.  The CSAR-T Avid is a reduced 
weight version of the CSAR-T Pro Folder. This slimline version is 
the perfect lightweight � eld carry knife. It features a 420HC blade 
designed for functionality and strength. 

 With a continued commitment to providing the best survival 
products in the market and a desire to honor the late Ron Hood’s 
legacy, Buck is moving forward with Ron Hood’s concepts to 
bring more Buck/Hood knives to those who depend upon them.  
The Punk is designed to be an outdoor/survival/adventure knife 
that can handle even the most rugged and tough conditions.  
The Hoodlum is light enough to carry in a sheath but heavy duty 
enough for any task out in the wilderness.    Photo credit: Mike 
Lambreth.

The TOPS/Buck CSAR-T (Combat Search & Rescue Tool) Fixed fea-

• Better accuracy right now
• Confidence at long range
• Works with your existing sight
• Controls bow torque

Watch the Square-Up video on our website

SquareUpArchery.com    (860)-663-3949
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never know when you’re going to need 
one. “It’s a good tool on a day to day 
basis,” she said. “Hunting and knives 
go together like peas and carrots and 
archery and knives should go together 
the same way. I’m always surprised 
when an archery shop doesn’t carry 
knives; it’s like having a bow without 
an arrow.”

Lancaster Archery, in Lancaster, 
Pennsylvania, has carried knives for 
a number of years. “We carry several 
di� erent brands, including Outdoor 
Edge, which is one of our more pop-
ular brands,” Showroom Manager 
Scott Buck said. “We also carry the 
Leatherman multi-tool, which includes 
a knife and is another of our more 
popular brands. Other brands we carry 
include Lansky and Meyerco and we 
even have a few Buck knives in the 
showroom at the moment.”

Buck said knives and associated 
products aren’t just for bowhunters; 
some of them also are for target archers. 
“� ere are a lot of multi tools and bow-
smithing tools that address more than 
just the hunter,” he said. “We o� er a 
lot of those products, although most 
of our knives are geared more toward 
the hunter and people who want to 
process their own deer. We try to o� er 
something for everyone, whether your 
passion is on the target side or the 
hunting side.”

Buck said customers don’t always 
buy knives the � rst time they see them 
in the store. “People remember see-
ing knives here,” he said. “So at times 

like Father’s Day and Christmas and 
birthdays, they’ll come back and buy 
them. I had a man in here recently who 
had previously purchased a knife for 
his father and now was looking to buy 
a knife sharpener for him as a birthday 
gift; he ended up buying a really nice 
hunting kit.”  

Having well merchandised prod-
ucts available all year leads to this kind 
of additional sale during the o�  season, 
Buck said.

“Someone may not need that knife 
in March but he remembers it’s here 
and if he needs it before hunting sea-
son, there’s a good chance we’re going 
to sell it to him between July 1 and the 
beginning of October,” he said.  

Carrying knives in an archery 
store just makes sense, Buck also 
said.“� ey’re great items to have,” he 
said. “Knives have a lot of appeal and 
not just to the guy who wants one for 
hunting purposes. You don’t need to be 
strictly a bowhunter to need one. You 

may be a gun hunter or a � sherman or 
a camper or a hiker; there’s so much 
appeal in speci� c items such as knives 
and multi tools that they’re really easy 
to sell.”

Carrying knives helps make you 
a complete retailer. “Knives add to 
your product assortment,” Buck said. 
“� ey’re also really easy to sell.  With 
the gentleman who wanted the present 
for his father, I just walked him over 
to the hunting kit and told him about 
it and that was it. I would encourage 
any shop to try knives. You don’t need 
to have 25 di� erent knives. It’s just 

 When collaborating with Haley Heath, host of Family Traditions with Haley Heath on 
the Sportsman Channel, regarding a line of female speci� c hunting knives, Buck design-
ers learned that her favorite hunting knives are Buck’s ErgoHunters, in which she’d like to 
see a female touch. With a modi� ed handle designed to � t in smaller hands  and a � nger 
guard for a safer grip, Buck has provided just such a woman-friendly knife.  Photo credit: 
Mike Lambreth.

Lancaster Archery, in Lancaster, 
Pennsylvania, has carried knives for 
a number of years. “We carry several 
di� erent brands, including Outdoor 
Edge, which is one of our more pop-
ular brands,” Showroom Manager like Father’s Day and Christmas and may be a gun hunter or a � sherman or 

 Buck’s Folding Hunter was created in 1963 when Al Buck decided that a revolutionary 
folding lockblade knife was needed by outdoorsmen who wanted a sturdy knife but did 
not want to carry a long � xed-blade knife.  This is Buck’s signature knife that put the 
company “on the map.” Photo credit: Mike Lambreth.

 Buck’s Folding Hunter was created in 1963 when Al Buck decided that a revolutionary 
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something with mass appeal that any-
one can � nd value in.” 

Even strictly online retailers are 
getting into the act on knives. “I’ve 
had knives about 10 years,” Doug 
Wood, owner of Archery Warehouse in 
Payson, Utah, said. “I primarily carry 
Buck, Gerber and Outdoor Edge and 
strictly hunting knives. It’s not a huge 
market but it represents add on sales 
for us and we do have people who buy 
only knives from us.”

Skinning and cleaning an animal 
is part of hunting, Wood said and hunt-
ers are going to buy knives. You might 
as well be the one to sell them knives 

something with mass appeal that any-

Even strictly online retailers are 
getting into the act on knives. “I’ve 
had knives about 10 years,” Doug 
Wood, owner of Archery Warehouse in 
Payson, Utah, said. “I primarily carry 
Buck, Gerber and Outdoor Edge and 
strictly hunting knives. It’s not a huge 
market but it represents add on sales 
for us and we do have people who buy 

Skinning and cleaning an animal 
is part of hunting, Wood said and hunt-
ers are going to buy knives. You might 
as well be the one to sell them knives 

instead of letting your customers go 
somewhere else.

Expect a Pro� t
Although a new knife doesn’t rep-

resent the same sort of expense to the 
customer that a new bow does, from 
behind the counter, the return on a 
hunting knife that runs between $100 
and $200 isn’t chump change.

“Cutlery margins usually run in 
the 35 to 50 percent range,” CJ Buck 
said. “� at’s better than either guns or 
optics.”

Elliott said he thinks many archery 
retailers don’t carry knives because 

they don’t realize 
the upside poten-
tial in them. “Many 
times, archery 
shops are small 
and their space is 
limited,” he said. 
“� ey’re concerned 
that if they start to 

instead of letting your customers go 

Although a new knife doesn’t rep-
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said. “� at’s better than either guns or 

Elliott said he thinks many archery 
retailers don’t carry knives because 

they don’t realize 
the upside poten-
tial in them. “Many 
times, archery 
shops are small 
and their space is 
limited,” he said. 
“� ey’re concerned 
that if they start to 

bring in too many other types of prod-
ucts, that they’re getting away from 
what’s core to their store. However, 
knives take up a lot less shelf space 
than T-shirts or many other products; 
they’re relatively small.”

Almost every hunter carries at 
least one knife and most target archers 
can bene� t from having knives in 
their pockets as well, Elliott said. “It’s 
a tool to carry on you for general per-
formance utility, especially where 
you plan on putting something on the 
ground that you have to break down,” 
he said. “We’re talking about 50 points 
on our products and those kinds of 
dealer margins are hard to beat in any 
category. With the margins knives have, 
more often than not, archery shops will 
be pleasantly surprised when they add 
them to their store.”

Hall said margins on Hallmark 
knives are consistently 40 to 50 per-
cent. “We design our products around 
a 40 percent margin,” she said. “We 

The Browning DIY Butcher Kit has knives designed for any cut-
ting need and is made with 420 stainless steel. Knives in the kit 
are the  3-1/4 inch Lock Back Folding Knife with a drop point, 
7-1/2 inch Filet Knife, 6-1/2 inch Butcher Knife, 5-1/2 inch Boning 
Knife and a 4 inch Skinning Knife. The Filet, Butcher and Boning 
Knife each come with a hard polymer protective sheath and the 
Skinning and Folding Knife each come with a nylon belt sheath. 
For a sure grip, each knife feature a durable injection molded syn-
thetic rubber handle.

something with mass appeal that any-something with mass appeal that any- instead of letting your customers go instead of letting your customers go 

 The Browning Black Label Strike Force � xed blade karambit-style 
tactical knife features a full tang construction with � nger loop. The 
handle is textured black with G-10 scales and the blade is made out 
of 440 stainless steel. A Blade-Tech molded polymer sheath with 
Tek-Lok belt clip is included and the sheath adjusts for angled carry.   

instead of letting your customers go instead of letting your customers go bring in too many other types of prod-bring in too many other types of prod-instead of letting your customers go 

 The Browning Black Label Strike Force � xed blade karambit-style 
tactical knife features a full tang construction with � nger loop. The 
handle is textured black with G-10 scales and the blade is made out 

Tek-Lok belt clip is included and the sheath adjusts for angled carry.   Tek-Lok belt clip is included and the sheath adjusts for angled carry.   

 The Browning Black Label Checkmate is a folding knife with a 
false edge spear point. The blade is made out of hollow ground 
8Cr13Mov stainless steel. The handle features a robust liner lock 
construction and has checkered G-10 scales. The Checkmate also 
features a belt clip and a hardened glass breaking point.  
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design our products with an end price 
point in mind so that even when a 
customer buys a $29 knife, he feels 
that he’s gotten something good for the 
money he spent and has quality that he 
can depend on.” At the same time, the 
dealer is making a decent pro� t. 
             Where to Begin 

If you’ve never carried knives in 
your shop, start small. Since you’re not 
already known for knives, don’t begin 
by stocking four of every SKU on the 
market.  

“Most shoppers are looking for 
kind of a ‘value ladder,’” CJ Buck said.  
“� ey want to have an entry level, no 
nonsense opportunity.” � at means 
starting with a few basic knives with 
good value and modest price points 
until customers learn that you’re going 
to carry this category. From there, you 
can grow with the interests of your cus-
tomer base. “Slowly add attributes for 
higher prices as you go up that ladder,” 
Buck said. 

When you talk to a manufacturer 
about adding knives, ask if said manu-
facturer has an entry-level display that 
� ts your store. “Almost all knife manu-
facturers have a small display that you 
can either get for free or for a discount 
if you purchase a certain dollar amount 
of inventory,” Buck said. “� at’s a good 
place to start to see what space you’re 
willing to allow for a cutlery presence.”

When you look at potential dis-
plays, consider � exibility beyond just 

design our products with an end price 

The PakLite Field Master was developed 
by Buck to provide hunters with a set that 
is light to carry, easy to clean and able 
to cover all the tasks of � eld dressing.  
This set contains the 141 PakLite Large 
Skinner, the 135 PakLite Caper and the 
499 PakLite Guthook.  Photo credit: Mike 
Lambreth.

 For personal defense, the Browning Black Label Fear Factor 
knife features a � xed hawkbill/talon karambit-style blade made 
out of 440 stainless steel. The textured G-10 scales on the handle 
are gray titanium coated and the handle features a full tang con-
struction.  
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an entry level use. “Knives are con-
stantly evolving,” Buck said. “You’ll be 
moving out of some products and into 
newer products. You want a display 
that can evolve with you.”

When you start looking at speci� c 
knives to carry for hunting, take into 
consideration the kind of hunting your 
customers do and match that to the 
knives you add to your inventory.

“� ere are knives that are very spe-
ci� c to hunting,” Buck said. “Some have 
gut hooks and some don’t; that’s a very 
personal preference. � ere are cam-
ou� age patterns and di� erent sizes, 
so there are large handled knives and 
small handled knives. Some lighter, 
smaller knives may be better because 
more women are getting involved in 
outdoor activities. So you need to keep 
in mind that you have a pricing ladder, 
a size question and the attributes of the 
knives.”

� e composition of the blade is 
also important to some buyers. “Some 
customers are very willing to pay a pre-
mium for high end steel,” Buck said. “If 
a hunter is out there 10 miles from the 
nearest vehicle, he just can’t a� ord for 
his equipment to let him down. People 
who do things like that have a better 
appetite for higher end equipment.”

With all of this said, don’t start 
adding knives willy nilly just because 
something appeals to you. As with 
every new product line, you need to 
match what you’re bringing in to the 

an entry level use. “Knives are con-
stantly evolving,” Buck said. “You’ll be 
moving out of some products and into 
newer products. You want a display 
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small handled knives. Some lighter, 
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a size question and the attributes of the 

� e composition of the blade is 
also important to some buyers. “Some 
customers are very willing to pay a pre-
mium for high end steel,” Buck said. “If 
a hunter is out there 10 miles from the 
nearest vehicle, he just can’t a� ord for 

interests of your customers.
“Try to determine the appetites of 

the customers who come in your door,” 
Buck said. “Once you get your head 
around what they’re willing to spend 
and what seems to catch their interest, 
then you can tailor a selection to that.”

Also spend a little time in other 
retail shops—not just archery stores—
in your area to see what they’re carry-
ing. Find a niche that’s a little di� erent 
from everyone else’s.  “We make more 
than 150 knives and there’s something 
in there that an archery store can mar-
ket and present that’s in between the 
retailers around you and will give you 
a very speci� c product assortment that 
works for you,” Buck said. “You need 
to know how things are priced around 
you and you need to decide whether to 
match that price or just move to a dif-
ferent product.”

When you start considering knives, 
Karch said, think about what you as an 
archer carry yourself. “At any point, I 
have two knives on me, so those are 
two potential sales right there,” he said. 

“Try to determine the appetites of 
the customers who come in your door,” 
Buck said. “Once you get your head 
around what they’re willing to spend 
and what seems to catch their interest, 
then you can tailor a selection to that.”

Also spend a little time in other 
retail shops—not just archery stores—
in your area to see what they’re carry-
ing. Find a niche that’s a little di� erent 
from everyone else’s.  “We make more 
than 150 knives and there’s something 
in there that an archery store can mar-
ket and present that’s in between the 
retailers around you and will give you 
a very speci� c product assortment that 
works for you,” Buck said. “You need 
to know how things are priced around 
you and you need to decide whether to 
match that price or just move to a dif-

When you start considering knives, 
Karch said, think about what you as an 
archer carry yourself. “At any point, I 
have two knives on me, so those are 
two potential sales right there,” he said. 

“People want knives and they’re going 
to buy them. � ey’re just a generally 
great product and it’s a great sale to 
capture. If you can � nd the right niche 
and the right need of the customer, 
they’ll buy from you.”

Elliott said the � rst question you 
should ask of a knife manufacturer is 
what knives the manufacturer feels are 
speci� c to what you consider your core 
market. “Your audience is di� erent if 
you’re an eastern whitetail shop versus 
a western big game hunting shop,” he 
said. “If someone calls us and asks 
about adding knives, we will send a 
sales rep to their store to sit down with 
them and go over the product line with 
them to see what � ts their market.”

When you start to test the market 
for knives, Elliott said, select enough 
SKUs to provide an adequate test.

“Four knives won’t give you 
enough counter space to draw atten-
tion to them,” he said. “If you’re trying 
to test something and you stick it in 
the back corner of your store, it’s not 
going to do well. You need to add eight 

These are model 6013 Gatco Alaskan Bush Pilot Survival hatchets, designed by Russ 
Kommer, custom knife maker and former Alaskan resident/guide.
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to 10 di� erent models, maybe one of 
each, so you have some depth.  � at 
will give you an initial buy-in and a 
feel for whether knives will be a good 
� t in your store or not.  � at won’t be a 
huge investment; you’re talking about 
knives that cost between $20 and $250 
at the dealer, depending on which level 
you’re buying in at.” He said buying 
really cheap knives isn’t a good way to 
test the market because savvy consum-
ers “get” the concept behind quality 
and American made products.

Bloch agreed. “You can’t sell from 
an empty shelf and you can’t sell from 
one or two choices,” he said. “If you 
decide to get into knives, you need to 
take a section and make that commit-
ment for space. � en shop your com-
petition. Go to Bass Pro and Cabela’s 
and any other big chain stores in your 
area. See what knives they’re carrying. 
You need to carry some best sellers but 
try to buy knives that customers can’t 
get at the local competition.”

You aren’t going to be able to com-
pete on price at the big box stores, 
Bloch said, so carry knives that the big 
boxes don’t have and that have a good 
margin. “Study your competition, study 
their prices, look at sources where you 
can get knives and look at price points,” 
he said. “Do your homework � rst, then 
decide on your assortment and selec-
tion. You want variety and you want 
function. � ere’s a multi tool category 
and there are so many categories of 
knives.”

One thing Bloch recommends is to 

to 10 di� erent models, maybe one of 
each, so you have some depth.  � at 
will give you an initial buy-in and a 
feel for whether knives will be a good 
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knives that cost between $20 and $250 
at the dealer, depending on which level 
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really cheap knives isn’t a good way to 
test the market because savvy consum-

hook up with a good knife distributor.
“Several of the archery distribu-

tors carry some knives but not much 
variety,” he said. “Get with Blue Ridge 
Knives; they have more than 400 kinds 
of knives. � e beauty there is that if 
you become a Blue Ridge dealer, then 
you can buy ones or twos from their 
assortment. You can buy a lot of variety 

“Several of the archery distribu-
tors carry some knives but not much 
variety,” he said. “Get with Blue Ridge 
Knives; they have more than 400 kinds 
of knives. � e beauty there is that if 
you become a Blue Ridge dealer, then 
you can buy ones or twos from their 
assortment. You can buy a lot of variety 

and invest in inventory but not be over 
inventoried.”

Displaying and Promoting
Just setting a small display of 

knives on your counter isn’t showing 
the knives o�  to their best advantage 
(or yours).  Find ways to let custom-
ers know you have them in your shop. 

Blackhawk’s Gideon Tanto has a blade constructed of aus8a 
stainless steel, a black ti-nitride � nish, a modi� ed “tanto” design 
and houses two holes in the blade � at for convenient tethering.  

hook up with a good knife distributor. and invest in inventory but not be over and invest in inventory but not be over 

stainless steel, a black ti-nitride � nish, a modi� ed “tanto” design  The Blackhawk CQD Mark II Type E features a button-lock 
mechanism, a carbide glass breaker, a secondary safety lock and 
Tungsten DLC-coated TORX clip screws.
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Don’t overlook the obvious; sales reps 
can be a great resource.

“Ask your sales rep to come in and 
do a demo day,” CJ Buck said. “In the 
past, we have done engraving promo-
tions where we’d put people’s names 
on knives as they were being pur-
chased.”  Although Buck no longer does 
this particular promotion, if you have 
a trophy supply shop nearby, you may 
be able to work a deal with them for a 
similar promotion just for your store.

Three Rivers Archery uses a 

Don’t overlook the obvious; sales reps 

“Ask your sales rep to come in and 
do a demo day,” CJ Buck said. “In the 
past, we have done engraving promo-
tions where we’d put people’s names 
on knives as they were being pur-
chased.”  Although Buck no longer does 
this particular promotion, if you have 
a trophy supply shop nearby, you may 
be able to work a deal with them for a 

Three Rivers Archery uses a 

display designed 
to appeal speci� -
cally to bowhunt-
ers. “We have a 
display with one 
of the Fred Bear 
bowhunter kits 
on it,” Karch said. 
“It’s not cheap but it’s Fred Bear’s knife 
kit and I expect it to do very well.”

Although � ree Rivers Archery has 
a bricks and mortar presence, much of 
its business is catalog and online.

“It’s not cheap but it’s Fred Bear’s knife 

Although � ree Rivers Archery has 
a bricks and mortar presence, much of 

“Because so much of our business 
is online, a knife is an easy add-on 
sale,” Karch said. “Since there are no 
salesmen involved in those sales to 

display with one 
of the Fred Bear 
bowhunter kits 
on it,” Karch said. 
“It’s not cheap but it’s Fred Bear’s knife “It’s not cheap but it’s Fred Bear’s knife “Because so much of our business 

The 18-piece Mini-Grip display from Outdoor Edge with the Mini-
Grip in pink, black and blaze orange.

Scott Buck is the showroom manager at 
Lancaster Archery in Lancaster, Pennsylvania. 

Don’t overlook the obvious; sales reps Don’t overlook the obvious; sales reps 

The Outdoor Edge SwingBlaze, like its “sister” knife, the 
SwingBlade, has two knife blades in one handle.  The safety 
orange handle guarantees that you’ll always be able to � nd your 
knife when you lay it down.  
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promote knives, we keep our descrip-
tions updated and try to include every 
detailed bit of information that we can 
on the product. Product descriptions 
and knowledge base are huge for knife 
sales.”  He said that anticipating ques-
tions and having the answers available 
before people ask them make a big dif-
ference in whether or not people buy a 
particular knife.

At the risk of stating the obvious, 
when you set up a display area, keep in 
mind that knives are sharp and some-
times kids come into your store with 
their parents.  Don’t leave knives where 
kids can pick them up and get hurt.

“� ere’s a matter of loss prevention 
as well,” Elliott said. “You may want 
them behind glass. � e best ways to 
display knives are under glass or in a 
tabletop display of some kind; if it’s a 
tabletop display, be sure it’s locked.”

Elliott said the sales reps at 
Benchmade Knives are happy to help 
retailers kick o�  the sales of knives in 
their stores.

“� ere’s always swag, such as hats 
and shirts and co� ee mugs,” he said. 
“We also have a network of pro sta� -
ers that we can send into stores to do 
seminars.”

When you start out with knives, 
be sure you have them in the store 
during the busiest times of the year. 
“Archers generally are thinking about 
buying knives from late May all the way 
through September in the west,” Elliott 
said. “In the east, archery season goes 

promote knives, we keep our descrip-
tions updated and try to include every 
detailed bit of information that we can 
on the product. Product descriptions 
and knowledge base are huge for knife 
sales.”  He said that anticipating ques-
tions and having the answers available 
before people ask them make a big dif-
ference in whether or not people buy a 

all the way into 
November.”

One way to 
get started is to 
use pre-set dis-
plays. “Pre-packs 
are a good way 
to come into the 
market,” Elliott 
said. “You’ll 
be able to tell 
from that which 
knives sell better 
and which ones 
don’t. Once you 
get knives in the 
store, that will 
open up a dia-
logue and you’ll 
start to under-
stand more about 

what people are looking for.”
One way to promote knife sales, 

Bloch said, is to o� er a knife sharpen-
ing service.

“It’s relatively simple to set up 
machine sharpening and you can put 
a razor sharp edge on a knife in just a 

all the way into 

One way to 
get started is to 
use pre-set dis-
plays. “Pre-packs 
are a good way 
to come into the 
market,” Elliott 
said. “You’ll 
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One way to promote knife sales, 
Bloch said, is to o� er a knife sharpen-

“It’s relatively simple to set up 
machine sharpening and you can put 
a razor sharp edge on a knife in just a 

few minutes,” he said. “If people know 
they can buy the knife and then bring 
it back in and get it sharpened, that’s 
what independent shops are for. It’s all 
about the service.”

Another way to make knives sell, 
Bloch said, is to make them come alive 
in the case. “� ere’s kind of an art to 
merchandising knives,” he said. “Make 
sure all the blades are shiny and clean. 
If there are � ngerprints, take a cloth 
and wipe them o� . Sort by brand or by 
style and make the display balanced. 
Use geometry to make the layout inter-
esting to the eye. Put some natural 
materials like pine cones or wood in 
the display to give it an outdoorsy feel. 
� e more knives you have and the more 
attractive the display is, the more the 
customer will go, ‘Cool knives! Which 
one do I want to buy today?’”

Bloch o� ers retailers who sell 
Outdoor Edge products an engraving 
service. “We can custom etch a shop’s 
logo and phone number or website on 
our knives,” he said. “� ere’s a 50 piece 
minimum for that but then the dealer 
can use them for promotions. � ey can 

all the way into 
November.”
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are a good way 
to come into the 
market,” Elliott 
said. “You’ll 
be able to tell 
from that which 
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don’t. Once you 
get knives in the 
store, that will 
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The Wild Pak Game Processing set from Outdoor Edge is a light-
weight, eight piece � eld-to-freezer game processing set.  
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give a free knife with a new bow or that 
sort of thing.”

Bloch said one trend he has noticed 
in the past several years is increased 
sales of knives with brightly colored 
handles, particularly orange. “With 
bowhunters, it was always about camo 
knives,” he said. “But with an orange 
handled � eld dressing knife, when you 
set it down, you can always see where 
your knife is. We’ve been doing orange 
handled knives for about seven years 
and for hunting knives, they sell two to 
one over black.”

Outdoor Edge makes a display 
available to retailers that holds small 
gift knives with orange, pink and black 
handles.  “� ose knives are kind of 
i m p u l s e 
buys,” Bloch 
said. The 
display that 
O u t d o o r 
Edge has cre-
ated for them 
resembles a 
set of elk ant-
lers, which 
helps attract 
attention to 
them when 
they’re on a 
counter or 
near the reg-
ister. � at dis-
play of small 

knives also contributes to having a vari-
ety of knives in the store.

“It’s all about a variety of product 
and a variety of price points,” Bloch 
said. “With any knife assortment, you 
want some cheap knives that start 
at $10 or below and then some that 
are each of $20, $30, $40, $50 and up, 
like good-better-best. You need some 
higher price points and some inex-
pensive knives.” Bloch urged retailers 
to do business with a knife distributor 
like Blue Ridge Knives. “Blue Ridge 
can make suggestions on what are the 
most popular sellers and can allow the 
retailer to stock a wide variety of mod-
els without having to invest in a large 
quantity of any one model.”

give a free knife with a new bow or that knives also contributes to having a vari-

Outdoor Edge’s replacement razor blade system is one solution for dull knives.  Sharpen 
the blade or push the lock button to remove and insert a new one.  Available in black and 
blaze orange.  Each knife comes with six replacement blades and a  nylon sheath. 

they’re on a 
counter or 
near the reg-
ister. � at dis-
play of small 

Robert Klaas knives distributed by Hallmark Cutlery are pocketknives 
deigned for daily use that come in traditional patterns and styles. 
Pictured are the Lockback Whittler in yellow Delrin and Hawkbill in 
black Delrin.
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Scott Buck said that knife sales lead 
to the sale of other associated products 
as well. “We have a Smith’s Sharpeners 
Display,” he said. “It’s in a high tra�  c 
area next to our sales counter and sits 
adjacent to the knife display, so every-
one gets to see it. We typically mer-
chandise those items in a glass display 
case that’s lit up.”

Hall said any time you can get a 
customer into your store with a pro-
motion, it’s a good thing, even when 
it’s something humorous. “You can do 
something silly like, ‘Show me your 
dirtiest knife and I’ll do a demo on how 

to clean and 
sharpen it,’” 
she said. “� en, 
while you have 
them there, you 
can talk about a 
new jacket or a 

new bow or a new knife. Any reason 
you can create to get people into your 
store is good. Make it crazy, make it 
fun, add it to Facebook.”

At the same time, Hall said, your 
counter help needs to be the resident 
authority on knives. “� at way, people 
will seek out your employees to get 
their knowledge and their opinions,” 
she said. “You need to do your home-
work and know what you’re selling 
and which knives are best for di� er-
ent applications.  It’s all about being 
a knowledgeable authority so people 
come and shop with you and buy the 

things that you’re selling.”  
At the end of the day, the only way 

to know whether knives are for you is to 
try them.  Put them on the shelf and try 
them out—which means also doing an 
adequate job of researching, display-
ing, marketing and promoting them—
and you’ll be able to tell whether or not 
they represent a signi� cant category 
for you.

Editor’s Note: Here’s where to call 
for more information:

Benchmade Knife (800) 800-7427 
Blackhawk (800) 694-5263
Blue Ridge Knives: (800) 635-2583
Browning (800) 333-3504
Buck Knives (800) 326-2825
Gatco (800) 548-7427
Hallmark Cutlery (866) 583-3912
Outoor Edge (800) 447-3343

to clean and 
sharpen it,’” 
she said. “� en, 
while you have 
them there, you them there, you 
can talk about a 
new jacket or a 

she said. “� en, 
while you have 
them there, you Two of the styles in the Bone Collector series from Benchmade Knife 

are the Axis and the Axis Mini folders.

to clean and things that you’re selling.”  to clean and 

The Chief Brand distributed by Hallmark Cutlery is designed 
to meet retail price points, without sacri� cing quality. This the 
Large Stockman in Co� ee Bone.
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