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SHOTGUN INDUSTRY ANALYSIS
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The shotgun market in the U.S. is comprised of 6 major
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pizton — Most Remington shotgun products are considered a
value for a relatively moderate price. The fact that all
nington shotguns are American made 1s still seen as favorable to
iestic customers. The Model 870 is considered the standard for
ip action shotguns but Remington autoloading shotguns are
ibiting symptoms of a life ¢ycle in decline,

Subject to Protective ms v. Remington
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