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Send your customers into the field with the latest in portable shooting 
benches. . . the VoyagerTM Shooting System from Shooters Ridge®. This 
fully-functional handcart hauls gear and game with ease and converts 
into a shooting bench in just seconds. Best of all, shooters can quickly and  
quietly pull up stakes and reposition for non-stop shooting action.   
Portable. Stable. Versatile. The Voyager from Shooters Ridge. And  

remember, any customer purchasing $30 or more of Shooters Ridge® 
products receives a FREE multi-tool (a $24.99 value)!

To learn more about the Voyager Shooting System, call (800) 635-7566
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�@�@ust keeping track of all the new 
handgun models is tough enough 
for a busy retailer, but along with 

every new gun brochure seems to come an 
encyclopedia of accessories. Individual 
items can be dazzling, but the sheer num-

bers can be dizzying. 
To find out what’s hot, what’s not 

and which stars shine in a galaxy of 
gizmos, Shooting Industry asked sev-
eral industry experts and savvy deal-
ers for input. Their advice? Focus on 

the carefully chosen few rather than 
the confusing many, look for high-vis-
ibility products with broad appeal and 
specific advantages for buyers — and, 
of course, look for the best margins to 
increase your profits.

Ed Santos (left), owner of Center Target Sports, doesn’t let a handgun purchase go out the door without an accessory sale — in this case, an 
appropriate holster.
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surveys, according to the U.S. Fish and 
Wildlife Service’s 2006 National Sur-
vey of Fishing, Hunting and Wildlife 
Associated Recreation. 

Sporting-goods stores and gun shops 
still have a base of more than 10 million 
deer hunters and more than 12 million 
big-game hunters to sell to — folks who 
are serious spenders. Overall, U.S. hunt-
ers spent $23.5 billion in 2006 on hunt-
ing-related pursuits, the bulk of which 
was for big game. That’s a 24-percent 
increase from 1991 to 2006. 

What does that mean to you, the 
dealer? Times are changing, and in 
order for your profits to increase, 
your knowledge and attitude about 
muzzeloading must mature as well.

SELLING
For Success, Know The Trends, Your Hunting Seasons

MUZZLELOADING

Traditions’ Yukon inline muzzleloader features a unique drop-breech action.

TODAY’S

Mark Kayser

Hornady’s Lock-N-Load 
Speed Sabot allows 
preloading pellets onto 
Hornady’s SST-ML bullet.

TT o be a successful, safe black-
powder enthusiast, muzzleloaders 
constantly adopt new trends and 

upgrade their current setups — which is 
exactly how dealers should approach their 
black-powder sales. Embracing what’s 
been selling in the past will result in lack-
luster sales. To keep your black-powder 
sales strong, learn the current muzzleload-
er trends and what’s driving sales. 

Nearly every state offers special muz-
zleloader hunting seasons or, at the very 
least, the use of muzzleloaders during 
big-game seasons. Hunters living in states 
with shotgun-only zones also embrace the 
new class of muzzleloaders, because of 
their increased accuracy and range over 
conventional shotguns. 

This is good news for dealers. Un-
like many hunting and sporting pur-
suits, big-game hunting has not lost 
participants in more than 10 years of 

SELLING
MUZZLELOADING

For Success, Know The Trends, Your Hunting Seasons

TODAY’S
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G.A.T. Guns, a full-service dealer with 
more than 1,500 firearms on display 

at any given time, understands the im-
portance of keeping up with trends in the 
muzzleloader market. Located 45 minutes 
west of Chicago in Dundee, G.A.T. has 
served Illinois gun owners since 1979. 

Store Manager Randy Potter says his 
sales have increased because of the state’s 
longer hunting seasons. 

“One of the biggest changes I’ve wit-
nessed in the last 10 years or so is the 
guy who came in and bought the cheap-
est muzzleloader he could because he was 
only going to hunt with it for three or four 
days,” Potter said. “Now he has the op-
portunity to hunt with it more throughout 
the entire season and he’s spending more 
to ensure success.”

Potter recalls when most hunters would 
spend $400 for everything, from the muz-
zleloader to accessories. Today it’s a dif-
ferent story. Now customers spend $500 
to $800 on a muzzleloader. Then they 
shop for a riflescope, spending $300 to 
$400, and complete their shopping spree 
with $100 in accessories.

“They are investing more because it’s 

something they are not afraid of; they 
have more opportunities to hunt and it’s 
a great way to kill a big buck in Illinois,” 
Potter said. 

The store dedicates 70 square feet solely 
to muzzleloader accessories. G.A.T. Guns 
has at least 25 muzzleloaders on display 
and they handle custom-order requests.

Longer Seasons Create More Sales

Randy Potter, G.A.T. Guns store manager, ensures solid sales by offering a wide variety of muzzle-
loaders and accessories.

Current Trends Draw Customers
How often do hunters update their 

muzzleloader setup? Potter believes 
modern enhancements have increased 
updates from a one-time purchase 10 
years ago to a purchase every three to 
five years.

“Even though great updates hit the mar-
ket each year, most of our customers are 
sticking with their current muzzleloader 
setup for three to five years,” Potter said. 

“We are seeing hunters who bought their 
equipment six to eight years ago coming in 
and updating, but the guy who purchased a 
T/C Omega or Encore is still pretty satis-
fied with its performance, and it will take a 
major change for them to change.”

According to Potter, the traditional 
market accounts for approximately 10 per-
cent of muzzleloader sales, if that. His re-
maining sales fall to modern in-lines with 

Thompson/Center topping G.A.T. Guns’ 
best-seller list.

Customers who walk in and ask to see 
the T/C brand first are “an everyday occur-
rence,” Potter said. He also stocks Tradi-
tions, Knight and CVA brands. 

Potter says T/C’s marketing plan and 
their technology, which makes cleaning 
easier, are the two components that drive 
customers to T/C models. His strong sell-
ers are the Encore Endeavor, which comes 
with Speed Breech XT, and the Triumph, 
T/C’s new magnum muzzleloader. 

Even though 99 out of every 100 muz-
zleloaders sold go to the hunting crowd, 
Potter sees a small burst of traditional 
sales around Christmas, particularly with 
kit guns and Hawken-style muzzleload-
ers. From Thanksgiving until Christmas, 
nearly 50 percent of all muzzleloader sales 
at G.A.T. Guns are for traditional black-
powder rifles or kits, including muzzle-
loader pistol kits. 

“They are small, easy to assemble and 
relatively cheap with a price of less than 
$120. It’s the perfect gift for the muzzle-
loader enthusiast who has everything,” 
Potter said. Thompson/Center models are the top-selling muzzleloaders at G.A.T. Guns. 
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Cash In On Accessories

For years, muzzleloader wannabes com-
plained about the time it took to keep a 

traditional muzzleloader clean and the time 
it took to work up an accurate load. Those 
days are gone. Modern muzzle-
loaders clean easily, don’t 
need to be cleaned as often 
and shoot more accurately. 

Potter sees this as both 
a positive and a negative. 
Easier care means less 
sales in cleaning products, 
but it also means more 
overall sales in muzzle-
loaders and other products. 

“Cleaning products and 
the tools required to main-
tain a muzzleloader are pret-
ty important to us,” Potter 
said. “Even so, accessories 
aren’t as big as they used to 
be a decade or so ago. You 
don’t need as many tools 
to run a modern in-line as 
compared to a traditional 
muzzleloader. That said, we 
still carry an extended line of 
accessories including T/C, 
Traditions and CVA clean-
ing products. Muzzleloaders 
still require cleaning — just 
not as often.”

Potter doesn’t see as 
many “must-have” muzzle-
loader accessories as he 
did before the mass intro-
duction of in-lines. The in-
creased number of hunters 
now drives his strong sales.

“There are not as many 

hot-ticket items these days in muzzleloader 
sales, but that doesn’t mean you can’t have 
products in stock. You just need to realize 
what sells the best, and stock what custom-

ers demand,” Potter said. 
In powder, Potter 

says Pyrodex is his sales 
leader with Jim Shock-
ey’s Gold from Ameri-
can Pioneer Powder 
gaining market share. 

“(Shockey’s) Gold ac-
counts for 25 percent of 
powder sales with Pyro-
dex pellets making up 65 
percent. Loose powder 
rounds out the rest of pow-
der sales,” Potter said.

As for muzzleloader 
bullets, Potter stocks a 
wide selection of Power-
belt bullets, but says he 
sells more sabots, with 
T/C’s line making up the 
majority of the sales.

In optics, Potter sells 
riflescopes with 60 to 
70 percent of all muz-
zleloaders purchased at 
G.A.T. Guns.

“Leupold and Nikon 
are the biggest sellers in 
muzzleloading scopes. 
Customers are big into the 
Omega scope by Nikon 
with its BDC reticle. It 
allows them to hold over, 
with exact aiming for lon-
ger shots, and that’s today’s 
trend,” Potter said. 9

Outers’ Black Powder 
Cleaning Kit includes an 
aluminum rod, bore cleaner 
concentrate and other 
cleaning accessories.
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Circle # 405

Circle # 404

 See Your Product Here!
 

If you are a manufacturer, importer, distributor or 
entrepreneur with a newsworthy, new or revised 

product available to dealers or distributors,
let us know!

We have room for about 80 words. Pictures 
should be color, if possible. Electronic images, 

transparencies and glossy prints are acceptable. 
Product releases are printed on a space-available 

basis at the discretion of the editorial staff.

 Address all releases to:

New Products Editor
SHOOTING INDUSTRY MAGAZINE

12345 World Trade Dr.
San Diego, CA 92128

SHOOTING INDUSTRY MAGAZINE
www.shootingindustry.com

Hallmark Cutlery
1-866-583-3912

FMG Publications
1-800-628-9818
www.americanhandgunner.com

Minox USA
1-866-469-3080
www.minox.com

FMG Publications
Defensive Tactics DVD

Learn important defensive tactics 
from fi rearm training expert Clint Smith 
including Room Clearance, Proper 
Technique and Application and Flash-
light Use and Technique. The two-disc 
set, which was fi lmed at Thunder Ranch 
in Oregon, includes a Terminator Live 
Fire Demonstration.

Minox USA
Digital Camera Module

Minox’s DCM (Digital Camera Module) 
combines a digital camera, video recorder, 
monitor and eyepiece into a compact unit. 
The DCM attaches to a spotting scope’s 
eyepiece bayonet, and features a 2-3/8" 
high-resolution monitor. The 5-megapixel 
camera is multi-compatible, with fi ve bay-
onet fi ttings now available for scopes from 
Zeiss, Leica, Swarovski, Kowa and the Mi-
nox MD 62 series. Watertight and shock-
proof, the DCM has an internal memory of 
128 MB, and a port for SD memory cards 
with up to 4 GB capacity.

Waffentechnik
Search and Rescue Device

The SARD (Search and Rescue Device) by 
Waffentechnik is designed for military, police, 
fi refi ghters and special forces. Blade options in-
clude: drop tanto, wave, tanto and rescue. Con-
structed of the new layered material plakarta, 
the SARD has fewer parts for reliability and 
easy maintenance. The knife features a patented 
“blade lock” safety pivot, with integrated lubricate 
reservoir and polished hardened axle; awl, with 
either plastic handcuff or seat belt cutter; wire 
cutter; crimper; window breaker and integrated 
belt clip. Available through Hallmark Cutlery.

 Circle No. 214 on Inquiry Card

 • Hot-Selling Long Guns

• Increase Your Flashlight Sales

• Your Hunting Season Profi ts LOOKING TO THE FUTURE!

http://www.lewismachine.net
http://findarticles.com/p/articles/mi_m3197/is_6_53/ai_n27873854
http://www.americanhandgunner.com/
http://www.minox.com/index.php?L=1
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Down Wind Scents
1-877-647-8451
www.DownWindScents.com

Lansky Sharpeners
(702) 361-7511
www.lansky.com

Down Wind Scents
Inferno Buck Foam

Down Wind Scents’ Inferno attractant 
uses natural deer essence combined with 
modern technology to create an alluring 
100-percent natural blend of urine from 
does in estrus. The scent attracts mature 
bucks, while masking a hunter’s scent. The 
innovative nozzle permits proper dispersal 
of the foam, and Inferno is formulated not 
to dissipate into soil, but to remain on the 
surface to prolong its usefulness. It can be 
applied to mock scrapes, deer trails and 
around tree stands.

Lansky Sharpeners
Pro Grade Industrial 
MultiTool

Lansky Sharpeners launches a new 
product line with the Professional Grade 
Industrial MultiTool (LMT 100). Con-
structed of 420 HC stainless steel, the 
tool measures 6 1/4" open and folds to 
4 1/8", weighing 9.6 oz. The tool offers 
20 functions, including spring-loaded, 
needle-nose pliers; wire cutter; clip blade; 
serrated clip blade; small and medium 
screwdrivers; fi le and ruler; awl; mag-
netic bit holder; can/bottle opener; plus a 
1/4" socket drive with nine assorted bits. 
Included is a reinforced, ballistic nylon 
sheath with snap closure.

Winchester Ammunition
(618) 258-3242
www.winchester.com

Winchester Ammunition
Reduced Recoil .460 S&W

The Winchester Super-X .460 S&W 
Reduced Recoil round features a 250-grain 
jacketed hollowpoint bullet, a muzzle ve-
locity of 1,450 fps and 1,517 foot-pounds 
of muzzle energy.

Steiner Binoculars
1-800-257-7742
www.steiner-binoculars.com

Steiner Binoculars
Night Hunter

Steiner introduces the XP Night Hunt-
er binoculars, with NANO Protection on 
extra-large objective and ocular lenses 
and Steiner HD Optic coating technology. 
Binoculars include roof prisms, dialectic 
mirror coatings and HD-XP lens technol-
ogy, and the bodies of the binoculars are 
pressure-sealed and shock- and water-
proof. The Night Hunter XP 10x50 has a 
fi eld-of-view of 315' at 1,000 yards and 
weighs 35 oz.; and the Night Hunter XP 
12x56 has a fi eld-of-view of 258' at 1,000 
yards, with a weight of 41 oz.

ACCESSORIES

COLLECTORS

 Classified ads are: $2.00 per word per insertion with a 20-word mini-
mum OR $1.50 per word per insertion for three or more issues with 
a 25-word minimum. No charge for CAPS. Bold words add $1.00 per 
word. Copy and rerun orders must be accompanied by PAYMENT 
IN ADVANCE. NO AGENCY OR CASH DISCOUNTS ON LISTING OR 
DISPLAY CLASSIFIED ADVERTISING. All ads must be received with 
advance payment BY NO LATER THAN THE 15th of each month. EX-
AMPLE: Closing for NOVEMBER 2008 issue is September 15th. Ads 
received after closing will appear in the following issue. Please type 
or print clearly. PLEASE NOTE: NO PROOFS WILL BE FURNISHED. 
Include name, address, post office box, city, state and zip code 
as counted words. Abbreviations count as one word each. Mail to 
SHOOTING INDUSTRY CLASSIFIEDS, 12345 World Trade Dr, San 
Diego, California 92128. IF YOU HAVE ANY QUESTIONS REGARD-
ING YOUR CLASSIFIED AD IN SHOOTING INDUSTRY MAGAZINE, 
CALL OUR SALES REPRESENTATIVE AT (858)605-0235.

$49.00
Add $4.00 S/H

Gold
Plated

www.maxarmory.com
1-877-332-2343

PO Box 970057
Coconut Creek, FL  33097

Size
2” x  3”

 THIS BADGE MAY SAVE YOUR LIFE
Police Quality

Gold Plated

FREE
Badge Case
& Shipping

With Order

MSRP: $58.00 You Save $20.00

$38
Order Toll Free

IDENTIFY YOURSELF

100% LEGAL
FOR PERMIT HOLDERS

Money Back
Guarantee

Visit Us Online 24/7
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One of the most unintended best-
kept secrets of Shooting Industry
magazine is its Web site: www.

shootingindustry.com. It’s magical. At fi rst 
glance, it may not seem so, but it is. Really. 

Yes, like many other Web sites, it has a 
lot of information of interest to everyone 
in the industry, but it has one major differ-
ence: It’s a great tool for dealers. 

All the articles in the printed version 
of Shooting Industry are posted on the site 
every month. What so special about that? 
Well, all the Web site addresses we pub-
lish in the magazine are “active” in the on-
line version. Meaning, when you click on, 
say “www.ruger-fi rearms.com,” the Ruger 
Web site opens on your computer. Magic! 

In addition to being a great timesaver, 
the “active” links save you a lot frustra-
tion. You can move quickly through doz-
ens of Web sites and avoid the invari-
able outbursts of “%4#9++#!” when you 
continuously mistype the Web addresses 
you’ve noted in the printed magazine. 

For example, in May’s Industry News
section, there’s a story “ATK Honors 2007 
Dealer Of The Year.” At the end of the 
story, there are Web addresses for ATK’s 
Premium Partner program and to Mike 

Goschinski’s Fin Feather Fur Outfi tters. 
You read the story and say, “let me check 
these sites out,” and you type: “www.
premiumpartners.atk.com” or “www.fi n-
featherfuroutfi tters.com” into your Web 
browser. Likely, just like me, you get 
an error message because you mistyped 

the address. You try again. “%4#9++#!” 
Again. Finally, you give up.

Instead of creating new and interesting 
words, read Shooting Industry magazine, 
place paperclips on the pages with Web 
sites you want to examine, sign onto www.
shootingindustry.com and click on the “Ta-
ble Of Contents” in the upper right-hand 
corner. There you’ll fi nd links to all the 
features and columns in the month’s issue. 
In addition, at the bottom of the “Table Of 
Contents” page, there are links to all the is-
sues for this year. So if you missed, say the 
“2008 New Products Showcases and Gal-
leries” in our December, January, April and 
May issues, they’re still available. 

The person who creates all this magic 
is Lorinda Massey, our promotions coor-
dinator. It takes a tremendous amount of 
work and patience to maintain the SI Web 
site. There are more than 75 “active” Web-
site links in May’s online edition. For our 
mega December and January Web editions, 
there were more than 100 each. I thank her 
for all she does. You should, also. 

So, read Shooting Industry magazine, ear-
mark the pages with Web sites you want to 
visit, then sign onto www.shootingindustry.
com and experience the magic.

The Magic Of www.shootingindustry.com
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We Have The Numbers
What 2008 new products did dealers select as the best on 

our April blog? What were the 2007 top-selling brands 
in fi rearms, ammunition and accessories? Who was the top U.S. 
fi rearm manufacturer in 2006?

We know and we’ll present all the data in next month’s is-
sue. In addition to our unique “U.S. Firearm Business Report,” 
we’ll present a look at trends and concerns facing the industry.

In addition to examining data from the ATF, NSSF, For-
eign Trade Division and others, we’ve partnered with South-
wick Associates (info@southwickassociates.com). Here is 
their latest report on top-selling brands.

Remember the $1 million Lansky Sharpening Systems dis-
played at its 2008 SHOT Show booth? 

“We want dealers to know they can make a lot of money 
selling our sharpeners,” said Arthur Lansky, company founder 
and president. 

To help dealers make that 
million, Lansky is offering re-
tailers new point-of-purchase 
displays, which allow custom-
ers to try a variety of Lansky 
Sharpeners before making a 
purchase. In addition, a new 
seven-minute DVD is avail-
able to retailers and consum-
ers. It demonstrates the ease 
and effectiveness of Lansky 
Sharpening Systems. You also 
can view the video online at 
www.lanskysharpeners.com.

To begin making your million, contact Lansky at (702) 
361-7511, e-mail: info@lansky.com or visit www.lansky.com. 9

Sign onto www.shootingindustry.com and 
click on “Click for More” under the “Table 
Of Contents” heading in the upper right-
hand corner.

Russ Thurman

 March 
Category Brand MS*

Rifl es Marlin 16.9%

Shotguns Remington 23.2%

Handguns S&W 28.0%

Rifl e Ammo Remington 31.9%

Rifl escopes Bushnell 26.1%

Game Calls Primos 33.3%
* Marketshare 

Top-Selling Brands

Making That Million

To begin making your million, contact Lansky at (702) 

http://www.shootingindustry.com


WORTH EVERY PENNY
Our full line of rimfires ranges from youth and entry-level rifles 
to competition-worthy models — each delivering legendary 

Savage accuracy you can bank on.

 savage-rimfire.com
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THE PERFECT PAIR

When it comes to rugged performance,  
hunters have always relied on the trusted  
name of Weaver®. From legendary optics  
to the rings and bases that all others  
strive to imitate, Weaver has been keeping  
outdoorsmen in the hunt since 1930. Keep  
the tradition alive. Stock your shelves with  
the brand that symbolizes hunting optics in 
the minds of millions of hunters—Weaver.

©2008 ATK WE330

For more information on the entire line of Weaver products—including optics, rings and bases—contact ATK Dealer Services at (866) 223-9388.

Since 1930
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http://www.weaver-mounts.com/



