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• Shotgun ady~rti~iri~·i:ijijlj$.:$:.i~ent by major manufacturers totaled nearly 

$5.3MM i1{!!i~~~f:(••••·· or•••fkif Browning/USRAC (35% of total), Beretta 
Group, 'Y:J.:!~cii''SH~Jijij~::::P.9th Beretta and Benelli (32% of total), and 
Mossbew~ff'14% .• gft6HffJ#ccounted for 81%, or $4.3MM of the cumulative 
adverti.~J,ni~ ex~~ipditures. 

• Remi;~~f~~·~:~·i·i·'~~P9!1ditures for shotgun advertising were only 7%, or 
$0'.~~~MM" '6f"Ui~M~tal, which represents a decrease of nearly $100,000 
froiii••20:Qifi•idi;:;,Uyerithe breadth of Remington's shotgun line and the fact 
that if ~.·.;·;¢\~ll~l!<Josing share in the shotgun market this number is 
·~m~~¢~pMb1§'4MV: This trend of decreased ad spending is the opposite of 

''\V:hij~·iMmµ.ld be taking place and is an obvious improvement opportunity for 
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Subject to Protective v. Remington 
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