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With a foundation of well-respected brands and high-quality 

U.S. manufacturing, The Outdoor Group has positioned itself 

as a premium one-stop shop for independent archery dealers.

A powerhouse of highly admired names like Elite Archery, 
Custom Bow Equipment (CBE), Scott and Slick Trick—The 
Outdoor Group (TOG) has become a cornerstone of the ar-
chery industry in relatively short order. TOG’s origins can be 
traced to Elite Archery, which started from humble begin-
nings in 2009.

While other bow manufacturers were chasing raw speed 
above all else, Elite Archery stood out from the crowd by in-
stead focusing on “shootability,” using principles from physi-
cal therapy and anatomical science to create a smoother, more 

forgiving and more comfortable draw cycle. This term was originally 
coined by Elite, with the company soon becoming known as maker of 

“The World’s Most Shootable Bow.”
It was no easy task to enter a market that was dominated 

by a handful of older, well-established brands, but Elite’s shoot-
ability approach naturally clicked with archers—especially when they 
got to try an Elite bow for themselves. Elite’s bows made archers more 
comfortable and more confident, and this resulted in greater accuracy. 
Elite’s effective approach elevated the company to the main stage fairly 
quickly, and from there the company’s leaders set their sights on other 
aspects of the archery industry.

This is where The Outdoor Group entered the picture. The leaders of 
Elite Archery created The Outdoor Group to oversee other unique and ad-
mired archery brands, and by the end of 2013, TOG had acquired Scott Ar-
chery, Custom Bow Equipment (CBE), Duel Game Calls, Solid Broadheads 
and Winner’s Choice Bowstrings. Slick Trick joined the family in 2014, 

but since then TOG has not acquired any other brands. In-
stead, TOG has invested in the extremely solid foundation 
it already has, continually elevating these core brands to 
new heights. 

Now, less than a decade later, TOG is starting to really 
hit its stride. TOG is positioned to make a big impact in 
2022, and it has the resources and attitude needed to con-
tinue making big impacts further down the road.

Overcoming Growing Pains
The Outdoor Group had to be extremely adaptable to arrive 
at its current position. After the acquisitions in 2013, TOG 
had manufacturing facilities located in New York, Oregon 
and Kentucky, spreading the company’s focus across the 
entire country. TOG vertically integrated and consolidated 
all its operations into one large building, so that the com-
pany could increase quality controls and innovation, gain 
efficiencies and set the foundation for the future.

In 2014, TOG began construction of a 71,000- square-foot 
manufacturing facility in West Henrietta, New York, and 
all the company’s brands were consolidated there by 2017. 
This state-of-the-art building facilitates the construction 
of TOG’s entire assortment of products—starting with raw 
material and bringing it all the way through machining, 
assembly, decoration and distribution.

For the team at TOG, this facility represents an invest-
ment in the future, but it is also a testament to where the 
team came from and what brought them here.

Paul Guillot, Director of Sales for TOG, has been with the 
team for nearly a decade, and he’s proud to lead a team 
of “like-minded” passionate archery enthusiasts who are 

Brands You Know, Manufacturing You Trust & Service To Fit Your Schedule

■  Watch how Elite
Archery’s proprietary 
S.E.T. Technology
increases accuracy 
through proper
arrow flight.
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deeply dedicated to the retail partners 
they serve. 

“We wake up each day and ask our-
selves: How we can make our retail part-
ners’ lives better?” Guillot said. “We are 
constantly thinking about what products 
we can bring to market that serve their 
needs, and how we can make doing busi-
ness with TOG as easy as possible. That 
is our driving force here, and we are all 
marching in unison with this shared fo-
cus in mind.”

Leading the team is Josh Sidebottom. 
As COO, Sidebottom’s background is in 
mechanical engineering. He started his 
career in the automotive field, but his 
love for archery eventually drew him to 
this industry, which he has now called 
home for over a decade.

“I actually shot one of Elite’s first bows 
back in 2009 and have been a fan of the 
company since near the beginning,” Side-
bottom said. “I’m an archery fanatic, just 
consumed with it, and I really connected 
with TOG’s approach. In 2016, I had the 
opportunity to come over as the Director 
of Engineering. It wasn’t an easy decision 
at the time, but I’m very glad I accepted 
it and became a part of this team. This 
company really has something special, 
and I’ve been aware of that ever since I 
shot that Elite bow back in 2009.”

With its operations consolidated, there 
was still much work to be done for the 
team. Namely, TOG had to overcome 

“We always want to be able to pivot and 
address a new need in the marketplace. 
We have pivoted quickly in the past, 
and it has really strategically benefited 
us. That’s an aspect we always want to 
maintain. When a consumer or dealer 
identifies a need, we want to be the com-
pany that can address it well, and hope-
fully address it first. That will always be 
crucial, regardless of how big the com-
pany grows. We also have a pretty small 
team, and that allows us to communi-
cate more effectively without all these 
layers between us. We wear a lot of dif-
ferent hats as a small team, but it keeps 

us close to the heartbeat of archery and 
ensures that we aren’t numb to the prob-
lems archers and our retail partners are 
experiencing.”

Shootability = Sellability
Shootability originally put Elite on the 
map, and now the team at TOG is coin-
ing a new term: sellability. Simply put, 
the pleasant shooting and easy adjust-
ments on Elite’s latest bows translate 
into easier sales. Those easy adjust-
ments are largely thanks to Elite’s pro-
prietary S.E.T. Technology (Simplified 
Exact Tuning), which promotes “sellabil-

ity” by turning a once tedious job into 
something remarkably simple. 

“To me, shootability simply is sellabil-
ity,” Guillot said. “Our S.E.T. Technology 
is a key component at the core of shoot-
ability, and it was really built for our re-
tail partners. It allows a bow technician 

some growing pains that inherently 
come along with the fast-paced growth 
the company was experiencing, but TOG 
was well on its way to achieving the ef-
ficiencies it has today.

“There have been a lot of small but 
important adjustments made behind 
the scenes in the last few years,” Side-
bottom said. “We have continued build-
ing processes and infrastructure to bet-
ter support our consumers, dealers and 
growth plans. We have gotten more ef-
ficient at things like inventory manage-
ment, forecasting and planning around 
manufacturing and product develop-
ment, and all of this put us into a great 
position for the boom that occurred in 
the last 24 months. It’s been a real bless-
ing that we have been able to continue 
adding to our capacity to keep up with 
the demand as best as we can. We have 
added more than 20 new CNC machines 
in the last 18 months alone, and we have 
a clear plan for how we need to keep de-
veloping in the future. It’s been a con-
stant effort of reorganizing and replan-
ning, but we feel like we are where we 
need to be with the systems and infra-
structure we have in place.”

Adaptability has always been a key fac-
tor for TOG’s success, and it will continue 
to play an important role in the future.

“There are new structures and process-
es in place, but our desire is to always 
remain extremely nimble,” Guillot said. 

■  TOG’s leadership team includes, counterclock-
wise from the top right,  Tommy Gomez, Stephen 
Altizer, Jordan Coffta, Dieter Kaboth, Blake Kidder, 
John Mysogland, Peter DiBona, Anthony Steil, 
Josh Sidebottom, Trent Kleeberger, Paul Guillot, 
Nathan Brooks, Corrine Yohann Bundy and
Chris Escarcega (not pictured).

■  top left: Fully accessorized with TOG’s
portfolio of products, this Elite EnKore features
a CBE Engage Bow Sight and TorX Stabilizer Kit,

and it has a Slick Trick Assailant that’s ready
to get to work on a Midwestern giant.

■  bottom: For Over 40 Years, Scott Archery has
been identifying the little things that make a big
difference to the bowhunter and archer. Proudly

made in America, you can “Release with
Confidence” with Scott.
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to make extremely quick and effective 
adjustments for a consumer to create a 
custom tune in a very short amount of 
time. It literally turns what could be an 
hour-long process into a solution within 
just minutes—all without a bow press. 
Bow technicians can then spend all that 
extra time with the consumer, getting 
to understand what they’re trying to 
accomplish with that bow and helping 
them rig it out to create the perfect tool. 
That creates a great experience for the 
customer, the kind of experience he’s 
going to tell his buddies about. Those 
quick and easy adjustments also fur-
ther contribute to how good it feels to 
shoot an Elite bow. In other words, the 
shootability creates an all-around great 

experience for the customer, and that 
directly translates into sellability.”

S.E.T. Technology is a key feature 
on Elite’s 2022 flagship bow, the En-
Vision, which also features the ASYM 
Tri-Track Cam System to further boost 
adjustability.

“The ASYM Tri-Track Cam System 
has a huge draw length range, and you 
don’t need to swap out cams or mods to 
adjust it,” said Corrine Yohann Bundy, 
Vice President of Marketing. “Retailers 
can fine tune draw lengths down to a 
quarter-inch increment within a few 
seconds, and that allows them spend 
to less time behind the bow press and 
more time with their customer, mak-
ing sure they are as accurate and con-
fident as possible. If the customer is 
hitting where they are aiming, then 
they are going to have a great time and 
shoot their bow more often. That will 
lead to them upgrading faster, so it’s a 
nice cycle that begins with that initial 
positive experience. We want to make 
the shooting experience as favorable as 

possible for our retail partner and the 
end user, and that’s what shootability 
and sellability are all about. Everything 
we do is to help our retail partners 
thrive and sell more product, and those 
quick, easy adjustments are especially 
valuable come July and August, when 

■  left: A bow technician at Coyote Creek,
an Elite Authorized Partner, sets up an
Elite with a CBE bow sight for his customer.

■  below: High fives all around for TOG’s
internal content team and hosts of Respect
The Game TV ( from left to right, Ryan
Heuser, Larry McCoy and Paul Biggs).

■  Spend less time at the 
bow press and more time 
with your customers. 
Watch and see why
Shootability = Sellability.

they have a line out their door and they 
need to get through customers quickly.”

Elite also launched the new Terrain 
and Basin for 2022, which are two bud-
get-friendly bows that were inspired by 
consumer and dealer feedback. 

“In a year where inflation has touched 

http://InsideArchery.com
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practically everything, we knew we had to de-
liver products that address what’s happening in 
the real world,” Guillot said. “The development of 
the Terrain and Basin was also very personal for 
me—I grew up poor and understand what it’s like 
to deeply want something you can’t afford. This 
company is dedicated to addressing the needs of 
archers, and we saw a real need to put something 
out there that is high-quality but also attainable. 
You don’t need to be white collar to buy one of 
these bows, and they will still provide a great ex-
perience. They want a bow that looks good, a bow 
they can be proud of, and that is also something 
we focused on. They can afford to have a great ex-
perience and be proud of their equipment at the 
same time, and I’m very happy that we were able 
to deliver that to the consumer.”

TOG’s other key brands, like Scott and CBE, 

are also well positioned for the year ahead.
“There’s always a little pressure when we are 

developing new products that have to live up to 
the reputation of brands like Scott and CBE,” Side-
bottom said. “They are both known as brands 
you can rely on, so there is some pres-
sure, but we welcome that pressure. It 
drives us to go out and put new prod-
ucts through their paces to make sure 
they live up to that good reputation. 
CBE in particular has been a very ex-
citing brand to watch grow in the last 
couple years. It was previously known 
for target sights, but we reenergized 
it and added more variety in the 
line across different price points to 
meet the needs of our retail partners 

■  Members of TOG’s
team gather outside
the company’s 
71,000-square-foot
manufacturing facility
in West Henrietta,
New York. 

Continued on Page 42
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and their customers. We also added TorX 
Stabilizers to the CBE lineup, which have 
done incredibly well. Scott has been such 
a staple in the archery industry, so we 
might feel a little more pressure there. 
It’s such a well-respected and recognized 
name in the industry, so we have been 
careful to maintain what people love 
about those releases while still innovat-
ing and solving new problems.”

Listening, Learning &
Being Easy to Work With
It’s been said that we have two ears and 
one mouth because we’re supposed to lis-
ten twice as much as we talk, and this is 
a notion that TOG has taken to heart.

“I am always reinforcing to my team 
that they need to be excellent listen-
ers,” Guillot said. “We care deeply about 
our retail partners, and we don’t want 
to avoid the problems and complaints 
that they have. I want to seek those is-
sues out and create solutions for them. 
We also don’t try to approach our retail 
partners with some tired sales pitch. We 
close our mouths and listen. We learn 
what is working and what isn’t working 
for them, and we look for an opportunity 
to solve a problem they are having. We 
want to help them grow their business, 
and that begins with listening.

“S.E.T. Technology is a great example of 
how we do this,” Guillot continued. “Our 
retail partners told us that they loved our 
bows, but they were difficult to work on. 
S.E.T. Technology completely addressed 
that need. So the better we listen, the bet-
ter we are as a company. That is how we 
will continue to grow and strengthen our 
relationships with our dealers.”

Another testament to TOG’s focus on 
improving the lives of its dealers is the 
company’s Partner Portal, which is an 
online platform that was purpose-built 
to provide dealers with service that fits 
their schedule.

■  middle: Engineer Ian Steighner
reviews the 2022 Elite EnVision.

■  bottom: COO Josh Sidebottom
takes aim with the CBE Engage.

Continued from Page 40
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“Our Partner Portal is sort of like a drive-through 
window on the side of The Outdoor Group that’s open 
24/7,” Guillot said. “Our retail partners can just log in 
and order anything they need from our large array of 
products whenever they need to. It’s something we 
created to honor their time, knowing they don’t have 
much free time to spare. In the past, it might be 11:00 
at night when they remember that they needed to call 
their sales guy. They make a note to call tomorrow, 
but then they walk into their shop the next morning 
and there’s a line of customers waiting, so they over-
look the note and forget. With the Partner Portal, they 
could have just logged in on their phone and placed 
the order. Simplicity and convenience—that’s what 
our customers are looking for today, and that’s why 
we are building tools like the Partner Portal that make 
their lives easier. If we are easy to do business with, 
and we are a good partner for them, then they will 
continue to do business with us. It’s that simple.”

TOG’s centralized operations and American man-
ufacturing also greatly contribute to peace of mind 

■  top right: With one of the industry’s best fit & finish,
vertical Integration is a key component to the company’s
strict quality control and attention to detail.

■  middle: Archery’s finest battled it out at the 2021 World
Archery Festival held in Las Vegas. Podium toppers included
Elite Archery’s Alexis Ruiz and Richard Bowen.

■  bottom: The CBE TorX Stabilizer Kit has been a huge area
of growth for CBE, which has been diversifying its product
offerings to meet its retail partners’ needs.
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for the company’s dealers.
“One of the other key reasons we consoli-

dated everything in one facility was to give 
our dealers more convenience and the best 
pricing,” Sidebottom said. “They don’t need 
to buy 200 packs of something to get the best 
price, and they don’t need to go to multiple 
manufacturers to get a few different kinds of 
items. They can order a few releases, a few 
broadheads, a couple bows, and all of that 
can ship together in the same box, so they can 
save on freight. All our programs are set up to 
make the best price very attainable, and that’s 
really just another example of how we try to 
be easy to do business with.”

Foundation for the Future
The Outdoor Group is a prime example of a 
company poised for the future. All of the com-
pany’s respected brands are top performers in 
their respective categories, constantly bring-
ing out new innovations that shape the entire 
market. TOG also enjoys the many benefits of 
high-quality American manufacturing, and 
the company has been streamlined to ease the 
hectic life of independent shop owners.

“Most of us are archers here, and we spend 
every single day focusing on how we can make 
our retail partners’ and archers’ lives easier 
and better,” Sidebottom said. “We have had to 
overcome some preconceived notions that we 
are some big heartless corporate entity. People 
might assume that we’re not really thinking 
about our customers, not really thinking about 
how our choices will affect dealers or consum-
ers, but it’s the exact opposite. We are a lean, 
nimble and extremely passionate team, and 
our top priority is to be here for our retail part-
ners and make them more successful. We care 
deeply about them and their success, and we 
want to turn their customers into better ar-
chers with equipment that makes them more 
comfortable, confident and accurate. That is 
our ultimate commitment and something we 
will never lose sight of.” IA

■  top: Scott Archery’s wide product offerings include wrist 
slings, thumb button and hinge/back tension releases.

■  middle: TOG manufactures, assembles and ships its 
wide selection of premium archery gear from its vertically 
integrated facility in West Henrietta, New York.
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