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Advei:~j!~!~: 4~1!ii~~s spent by major manufacturers totaled nearly $5.7MM 
in 206lt!]@C!tl\~t, Browning/USRAC (31 % of total), Beretta Group, which 
inctµ,4~tbofff'S~~~t~~tand Benelli (25% of total), and Ruger (23% of total) 
ace'tfoiit¢i:hfor..7<i~;i;:hr $4.5MM of the cumulative advertising expenditures. 
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• :B~mm~t~#~:~·.,iji~t~ditures were only 8%, or $0.48MM of the total. Given 
:::iijii,::Ji~,~~th of Remington's shotb'11Il line and the fact that it's losing share 
i11.t1%'a~~~!!l:!:tmarket, this number is low. This is an obvious improvement 

:':JiiPPQt1iini'tY''Wdr Remington. 
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