
 

The writers behind over $10,000,000 worth of advertising and sales promotions show how  

specialized sales writing can dramatically increase your bottom line 

. 

Bulletin Board Branding 

 

irst things first. Before you even think about advertising 

your hunting and fishing products and services, you 

need a target. What do customers who need your prod-

uct look like? How do they spend their weekends? What do 

they value? How do they talk? 

 Here’s a hint: If your answer is, “Everybody needs my 

products and services,” you’ve guaranteed yourself that, when 

it comes to hooking your customers with your advertising, 

your brand will be the one that got away. 
  

Bringing Home the Big Bucks  
  

 Right here, right now, we’re going to break down 

several of the most successful, targeted brands in the hunting 

and fishing industry, and a maverick in the cola world. So take 

the safety off, gird up your loins, and take note. Here are the 

ones bringing home the big bucks. 

 Cabela’s 

 Obvious, right? Fly fishermen direct mail master-

minds? Not so obvious. But that’s exactly how Dick Cabela 

took an idea in 1961 and made a mint. Not off of brick-and-

mortar retail stores—though you wouldn’t know it by looking 

at their world headquarters, which encompasses 250,000 

square feet—but by direct mail sales of fishing flies.  

 Now, Cabela’s is the Grand Poobah of retail catalog 

mail orders in the outdoor industry. All starting with a target 

that hooked lone-wolf fly fishermen all over the country with 

“5 hand tied flies … 25₵.”  

 Gander Mountain 
 Gander = guns. Sure, their website will tell you they 

supply “hunting, fishing, camping, and marine products and 

accessories.” But their bottom line knows better. So does their 

founder, Robert Sturgis . 

 Like Dick Cabela did in 1961, Sturgis did in 1960. He 

opened a small store (in Wilmot, Wisconsin), taking direct 

aim at people he knew, people like him: hunters and dealers 

who wanted to purchase shooting supplies close to home. 

  

F 
 It seems to have worked out nicely for them. 

 Keeping up with the Jones’ 
 

 Soda that is. When Jones Soda first entered the 

market in 1996, it was considered financial suicide to chal-

lenge the industry juggernauts—Coca-Cola and Pepsi-Cola.  

 But no one told Jones Soda founder and CEO Peter 

van Stolk that. First, he replaced the word “cola” with 

“soda” in the brand name, immediately separating Jones 

from the #1 and #2 brands.  

 He started with six safe flavors. And then, van 

Stolk manufactured varieties of soda that were like Coke 

and Pepsi on acid—including a drinkable thanksgiving  

dinner that included Turkey & Gravy and Green Bean  

Casserole—complete with labels that looked so anti-

corporate you would swear they were printed in your drunk 

uncle’s basement. 

 In Jones’ debut year, this diabolical positioning 

snatched the minds and $20.1 million of Coke and Pepsi’s 

most coveted demographic of 12-24-year-olds.  

  

Bottom Line 
 You give up a lot of things when you cut bait with 

the “everybody needs my products and services” mentality. 

Like battling the #1 and #2 brands. Trying to hit a target 

already filled with buckshot. Following a corporate mold. 
 

 It’s easier than you think when you know what 

you’re doing. Give it a try.  

 Or contact us. 
 

616.745.9358 
 

mattsaganski@hotmail.com 
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Target:  
 

fishing flies for the week-

end warrior, lone-wolf fly 

fishermen. 
 

Results: 

fifth most popular direct 

mail catalog in the country. 

 

 

Target:  
 

young, hip, 12-24-year olds. 
 

Results: 

$20.1 million worth of Coke and 

Pepsi’s bread and butter. 
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Target:  
 

shooting supplies for local gun owners 

and dealers. 

Results: 

$1.07 billion in sales for fiscal year  

ending January, 2009. 
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