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the "plinker" market, while rnaintanung <::sW9~P!a11ce within the 
"enthusiast'' sectors of the market. SMRGtlifiiffil&fHiilid*~iKRuger with a 
very strong position from a brand reco.grtlA9:R. p@~p~~Hve, supporting 
their dominating position with respect to adv&ft,~~1\J,~·expenditures. 

o Marlin - Marlin is without a doubt:the low-co!SMleader in the rimfire 
rifle category. Tied with Ruger wit!F:~~ifK~:::Rf n{2''t~tal market, Marlin 
has been very successful in ma~~:)hercllanffr~t~H by establishing the 
Model 60 as the most popular tti~t#ar magazi~i8''f¢'d autoloading rimfire 
rifle. With entry level pricingj~i~fi~Y,~w,$100, the Model 60 has proven 
to be very popular with the "p~~~TI'-e?'i~ij,i~#.@~it,pf the market. 1n fact, it 
is a reasonable assumption tlJ~fMarlin do\Wfo~tes the "plinker" segment. 
While Marlin does offer so1#~'·~~,(~lized bolt-action products to appeal 
more to the "enthusiast's," they'fii#,§':p,g§itioned themselves well as the 
entry level rimfire leade(:.<····:·:·::·":""'''''''''''''''''''i@.it:@.rn? 

0 Savage - While third in!:MMn4:''MhH~''.'·:·s·avage is a distant third with just 
over 12% of the total rirn'mi¢iim~tl~J·~t~ Also regarded as a low-cost, entry 
level brand, Savage Ji@; not ·gihi84#!ie following e11joyed by Marlin. 
From this writer's p~~pectj:Y,,~; tho~e who purchase a Savage as an entry 
level rifle seem st!t~$:fied ,~i,~h th~'j~roduct. Perhaps Savage's shortfall 
stems from bratl~['it~@&~filtiorf:'''i'f' Of all the major U.S. firearms 
manufacturers, Sava·ge::$,~~~t~,:JA~:'1east amount in advertising dollars4
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Marlin $0.47 
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The chart dfiiili~i~i':P:~~µ,t~ a clear picture of the emphasis Marlin and Ruger place on 
protecting t4!e.i:t: hfahiil{~t!W;e in the rimfire market through the support of advertising 
dollars .. ::::f~ii!~M~~.ilR si18c'essfu1ly gain share in the rimfire market, Remington must 
provid~·::~d'dition'3:F~~i£yrtising support to generate impressions on the consuming public. 
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