Subject to Protective

Rimfire Rifle Market Summary

The U.S. domestic rimfire market Is estim
units sold annuafly. The retail sales va
$99MM at an average price of $145 p
than $100 to over $1000 across the cat

{io bei ‘range of 680M
ithis market is approximately
ces range from less

Fatoloading rifle, constituting
ining 30% of the sales
tion, lever-action, and

The rimfire rifle segment is dominated
nearly 70% of all sales in the cat
volume is comprised of a mix pr
pump-action rifles,

-merchants with Wal-Mart

Distribution takes place prim; :
L otal retail sales volume 1o the

being the category leader v
segment.

Category leaders by a wi remsae: dturm, Ruger & Co. and Marlin
Firearms, Product sales: 3 o manufacturers constitute 60% of the
total rimfire rifle m sales volumes by manufacturer are
listed below.

irer  Units (000’s)
219

217
84
55
50
39

9
6
679

Browning
Total

ATF Production Figures-1999, SAAMI [actory shipments — 2001, Remington

cs data, and Sules Digtribution Analysig
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BRAND SHARE — RIMFIRE RIFLES

Compiled market data suggests the foll
manufacturer as a percent of units sold.

hare” position by

Ruger i

Mairlin 3

Savage 5
Remington El
Imparts
Henry 1

Wincheste

Brovening FlEs

250%  30.0%  35.0%

t is clearly dominated by Ruger and
ned some favor in the marketplace with
sues with respect to the magazine box
price position close to that of the Ruger
short of initial projections.

As stated earlier the
Marlin. Although Ré
the Model 397, eai

and feeding, coup
have caused the M

Imost entirely from longstanding market dominance
toloading rimfire rifle, Regarded widely as the
imfire rifles, the 10/22 has entrenched itself in the

1tself as the low-cost leader 1 the rimfire market with
ading rimfire rifle. At a retail price of just over $100,
yreferred to as “the most popular 22 in the world.”

iJ
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RIMFIRE RIFLE INDUSTRY ANALY :

The U.S. domestic rimfire rifle market a
players, Sturm Ruger & Co., and Marlin
share im units of the total market volume
of the U.S. market. The Remington
rimfire rifle market with a scant 8.1%
Imports also play a role in the U.S. ri
Block countnes, particularly the Chz.ec :
inroads into the U.S. with lower- i
to deliver significant valug for the

et volume in units.
> market. Former Communist
¢ have made significant
at at face value, appear

rifles in this category appeal n 2001, of the 211M units of
rimfire rifles sold by Wal*} ‘
products retailling at a prig
struggle by manufacturer’s to P

maintaining competitive |
retail counter.

0% The result is an intense
recious share of the market by

prices for high-en
product offerin
introduced

rimfire rifles

o examine the rimfire rifle customer solely on a
fgraphics basis, one would find such a broad range of
it would be difficult to categorize or classify said
in any meaningful manner. For instance, other than being
male, the age, income, and geographic distributions
L road that targeting any one particular attribute would

ficult at best. Rather, it is much more effective to categorize

Datg - confidential
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the customer based on the intended usage of tl . In the case
of rimfire rifles, it can reasonably be
distinct customer groups. These grou
“plinker™ and the “enthusiast.”

o The “plinker” by m large 1
of the rimfire rifle markej
from casual target shq
hunting.  Purchase de :
influenced by price, yalue, and brand recognition. The

“plinker” would offeni a product based on the
lative, or through ample

1. The “plinker” would
" consistently hit small targets
Il game, with relatively few
of ammunition offerings

sified as a smaller yet more
The “enthusiast™ may be a
tive target shooter, or varmint

Accuracy expectations from this
be | Minute-of-Angle or less with a
malfunctions of any kind. While
in tastes and expectations, the

omparative study 15 known to exist with respect
d perception exclusive to runfire nfles, some
“be drawn from Sports Market Research Group’s
000 study of the overall (centerfire & rimfire) market’, as
3eh peneral knowledge pained through discussions with
d the monitoring of internet message boards. Listed
summary of Remington’s brand perception, along with the

2000 Annmual Report. - Rifles
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perception of the three dominant brands Wi imfire rifle
category.
o Remington — Over the vears, #
reputation of delivering exc the money.
i $upports this as
ne reason for
Ldy, however, covers
v the belief of this
and perception is much stronger
r rimfire rifles at the present
e rimfire market 15 very
a quality standpoint of
stumbles with the Model 597
‘a reputation of unreliable
iigton spends relatively few
rison to other key plavers,
recognition,
the rimfire market, primarily
wviable one. Priced maoderately,
onsidered as low-cost, price point
n the price/value scale. The results
uccessfully penetrate the “plinker”
ini acceptance  within  the
the market. SMRG data also shows
Fyestrong position from a brand recoguition
pporting  their dominating position  with
virsing expenditures,
S Marlin is without a doubt the low-cost leader in
ire rifle category. Tied with Ruger with 32% of the
ket, Marlin has been very successful in mass
etail by establishing the Model 60 as the most
ar tubtilar magazine fed autoloading rimfire rifle,. With
fawel pricing just over $100, the Model 60 has proven
8y popular with the “plinker” segment of the market.
In fact, it is a reasonable assumption that Marlin dominates
” segment.  While Marlin does offer some
Sp alized bolt-action products to appeal more to the
enthusiast’s,” they have positioned themselves well as the
ity level rimfire leader.

choosing a Remington
both centerfire and ri
writer that Remington;
for centerfire rifles th
time, Remington’ § pos

weak as a result %
the Model 572 Vi

witht the Model T
Ruger progh 't
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o Savage - While third in brand sharg; Ha
third with just over 12% of the total rit

£ is a distant
market. Also
age has not
his writer’s
& an entry level
rhaps Savage’s
Of all the major
pends the least

rifle seem satisfied with
shortfall stems from b
U.S. firearms manuf;
amount in advertising

safispming public,
Listed belov histori¢al and current forecast of advertising

expenditures

is Advertising Hislory
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Listed below is the total retail“d
rimfire) as reported by the 2001

Listed belows

Model 97 3 Year Ad History
($000)

EERHALANI AYERYRTE
SERURRAAEEOALEEFTYY
sasutsBanrasErsges

Fawasn Bad %

EEEEELER
Mwﬂ‘;;

RS RERETRE L
EXEEREFEEE R S 1]
AT s

Sporting Goods
e %

.rchamsl 21%

ams v. Remington
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2001 Remington Rimfire Rifle Distributio
Retail Salas % of Total Units

Chains 34% .

I
Intemational
3%

distribution of rimfire rifles
Remington rimfire rifle distri
of the mdustry as a whole th:
note that the “Mass Mercha

rifle market to be 473k

Hy. A break down by manufacturer is
listed below. '

01 Autoloading Rimfire Rifle Market
mated Sales By Manufacturer
| Units (000°s) |
194

162

53

42

16

6

473

Browning
Total

1 Autoleading Rimfire Rifle Brand Share
(% of Units)

Subject to Protective O lams v. Remington

MAEQ0000332



2001 Autoleading Rimfire Rifles
{Brand $hare by Manufa

Dther 3%
Browning 1%

|
Savages 9% |

Remington _
11%

i

(¥ ) .
g

A D

'EIR 5 !ai!ul’l]!’ei Sl _.-‘::.
ll:l:l:l:!:ﬂ:iiH:!i!i ‘"!B s lflili:i’"l' "

yading Rimfire Rifles

rimfire rifle segment with two
d of 33M units, or $7.3MM i revenue.
0 to 2001 were decreases of 9% and
10% respectively.

e s 3OO0 e e ey b v iaunn DD s onfy o e I D5 v

EERELEIEEEI LIRS SRS S L EL LRI LIRS RS R R R EF R 22 21

WY BB EET S HEANERYA
huzazsz: Nbadel 39k
T T 4

frrsmess FoAetnak e Actual s HEET rapo P sses
Uit Sales (M) 37 51 47 50
Sales Dollars ($1 $6.9 $6.3 $5.6 $58
Standard Margin (% $1.3 $1.0 $0.7 $0.7
Standard Margii e’ 18.8% | 155% | 12.6% 12.1%

s appear to have stabilized over the course of the past two
vre volumes and share growth are stagnant,  This 1s
emington. Introduced in 1997, the Model 597 has reached
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597 problem
d margins of

a plateau in its pmduut life cycle much too soon.
for Remmg,,ron 15 one of co:mplexlty Wlth Tazor thm

over the Model 597 of 23% comprises
Appealing to more of a niche mark
competitor 1n the autoloading rimfis While the moderate
volumes of 2M-3M units per year remain atts he growth prospects for
this rifle, mature m its product life gy g L best.

Competitive Outlook

loading Rimfire Rifle market
a brief summary of principle

Principle competitors to Rem
are Ruger, Marlin, and Sava
competitive offerings from &a;

Ruger
Ruger’s principle corn
10/22. Featuring a I
reputation of tremen

money and 1s widely considered to be
rs are judged against. The 10/22 is
ated stock versions with both blued and

Marlin
Marlin’s douiii ct offering in the autoloading rimfire category is by
far qnd aw__ ‘ nd its variants. Equipped with a 14-shot tubular

commonly referred to as the most popular 22
nically priced and widely available, the Model 60
stocked, carbon steel models with stainless steel,
and camouflaged versions also available. Marlin also
of the base wood-stocked Model 60 and the stainless
“model equipped with a low-cost fixed 4X scope. The
scoped  version has proven to be a popular item with

Subject to Protective liEims v. Rernington
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Model 795.
ynthetic stock

Marlin also offers a clip-style magazine versio
Equipped with a 10-shot magazine, the Model 795 feat
and is available in standard carbon steel and stailess

Savage
Economically priced, the Savage Model;
rifles feature a detachable magazine box
stocked versions with a choice of ca
Marlin, Savage offers a scoped vers
synthetic stocked configurations with;
Marlin, the scoped Model 64°s feature an

oading rimfire
ilable in wood, synthetic
teel actions.  Like
of the Mo 2l 64 in wood and
¢l actions. Not unhke the
ve fixed 4X scope.

Remington
Remington’s mainstay in the auto
597 family. Available in fou
597 family constitutes ove
category, 22LR versions fi
the .22WMR versions comi
Model 597 rifles are dlllled and
with a “last-shot hold Qg
position after the final

mfire rifle market is the Model
‘ fEe 22WMR sku's, the Model
f Remington’s sales volume in the
tachable magazine box while
8.shot magazine box. All

bered for 22LLR and features a gray
ith 1r0n slghts This conflgulatmn of

stiitig a brown laminate stock similar to that of the 597
HB is equipped with a heavy target contour clean barrel.
2R and 22WMR.

agnum - Tdentical to the base Model 397 22LR, only

Subject to Protective O lams v. Remington
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e i early issues
essively heavy
ed fo teatule a

with malfunctions in feeding, a plastic ma
trigger pull.  Over the cowrse of its life,
metal magazine, a newly designed ejec

issues and manufacturing methods have dige

However, the Model 597 has yet totzg
marketplace, Priced in between the Ma
the Model 597 has difficulty in pr
draw the Model 60 pirospectlve

category stanc{ard Ruger. ;
Remington must find way, product differentiation to the

e line.

offers the Model 552 Speedmaster
- with a tubular magazine, the 532
autoloading rimfire rifle capable of
Short ammunition. The Model 552
d finish and high-gloss walnut stock

As stated earlier, R
autoloading rimfire
Speedmaster 1s the

Autoloading Rimfire Rifles

Subject to Protective O

it Ve NG RIG
::%;i;iéf;féféf;fé:f;:;i;féfJ?fﬁi;%éff;g%
10/22 $139-5174
10/22 Magnum $290
Model 60 $99 . $160
Mmlm Model 60 Scoped | $104 - §135
Madel 795 Carben $93
Model 795 55 $127
Model 64 $88
Model 64 SSHB $149

Fms v. Remington
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Savage Model 64 Scoped
Remington Model 597 Syn
Remington Model 597 S§
Remington
Remington
Remington
Remington
Remington

Strengths
» Button rifled barrel produégs an

Weaknesses
» Early incidences

e Product is als
the Model 52

soor reputation and product failure of
‘vading rimfire rifle category

olumeand can result in improved margins
: ith the new .17 Hornady Magnum Rimfire could

Fms v. Remington
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e Increased costs of materials or increased cosls cturing could

drive the 597 over the threshold price of competit

Product Strategy — 2003

Model 552 Speedmaster
No new product introductions are plan
emphasis should be placed on maintaing
the small but profitable niche market

2 Speedmaster. An
it quality to protect
tunity enjoved by this product.

Model 397

Model 5397 Magnum ,I7THMR -
.17 Hornady Magnum Rimfire w
Product offerings from Ma
chambered for the .17 HMR
the opportunity to present
this new round. The 597 Ma;

597 Magnum Synthetic
597 HB Magnum
J7HMR.

597 KMagnum chambered for .17 HMR
nt 597 HB Magnum chambered for

! eted under the same strategy followed
on shotgun part order barvel of .17 HMR Model 597 barrel would
allow the current Br.0f el 597 Magnum 22WMR to convert their
firearm over to i '

$ 24100 | $ 2154

FRTRRRARE AR NEFET T THE TRETIF T Y TSR FEE L E TRE ¥ i)
HESsTREHTEL MR SEH RS EEE S ERE R L% 31 S “EE E b
i o g atinsasus despunnatynaayskaas saduass TR EE FE T, 0 e W e W et it A

$ 29900 | $ 267.23

S 10300 | § 8630

Fms v. Remington
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* tube from
tlmughts are
onal  upon

greater value. A fixed 4X scope with a 32mm obje
BSA has been identified as a candidate for this prmect
to make this product an exclusive for
Wal*Mart’s commitment to grow the 597 bug

s Model ;iniMSi@“:J* "
597 Scoped Combo $ 140.00

BYRITTY
7500

petitive pét spective, there is
: Model 597, especially on

Pricing Considerations — From a purek
every argument not to take a price increé;

consecutive years deapite rising mg
*97 are poor and a pnce Increase

Product Strategy — 200:

Model 552 Speedma
There are no new p
given to special ;
minimum of 500 u

Model 597
The key to g
maintaining
of product do
Points for fmder

ued success of the Model 597 family lies in
2 manufacturing costs without sacrificing the quality
he marketplace and in product differentiation.

ortunities such as the ¢limination of the receiver
wtand drilling and tapping of scope base holes on the
y redesigning the receiver with built in bases, similar to the

e Cost redug

Subject to Protective liEims v. Rernington
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e Special make opportunities that capitaliz | Réminglon
NASCAR sponsorship with Dale Earnhardt Jr. opportunities

have proven to be good volume in previous cars
vendor vields and inconsistencies
profitable. R&D has been challeng with fi
and solutions which will allow Rem
partnership. _
o Maintaining flexibility to respondij
in order to capitalize on oppot
introduction of the .17 Hornad

wever due to
riahs were net
ternate sourccs

Pricing Considerations — 1t 13 )
increase, pricing be held on the
potential yielded in Ruger’s prici

stimates place the total manual action
rimfire rifle U.S. domesticim 204M units.  Of the category, bolt
action rifles domi
volume, or 153
below.

Manual Action Rimfire Market
imated Sales by Manufacturer

Action Type | Units {000’s)
Bolt 35
Bolt 42
Lever 39
Bolt 33
Bolt 23
Lever 9
Pump |
204

Fms v. Remington
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2001 Manual Action Rim
(% of Unit

2001 Manual Action
(Brand Share by

Remington
0.8%

Winchester
4.4%

~Marlin 37.0%

-

< Savage 20.6%

anual Action Rimfire Rifles

category is essentially non-existent.
d by Remungton 1s the Model 572
With volumes ranging between 1M and
3 product is not a formidable competitor
t. From a historical perspective, when the

Currently, the only
Fieldmaster pumps

341/581 serie
maintamed apy

gton no longer possesses a core competency in the
gver-action firecarms, hence the following discussion will
an category,

HEms v. Rermington
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Bolt-action rimfire rifles can be categorized in three'h
— Low, Mid, and High. Listed below is a general disc
three categories.

ce categories
of each of the

Low Price (Less than $250)
Low price bolt-action rimfire rifles accou
bolt-action rimfire rifles sold in the
primarily through mass merchant c¢ha
attractive as entry level rifles, or rifl
hunting.

or approximately 60% of all
jestic market.  Distributed
price offerings are

Savage

Savage Arms participates in the 22LR rimfire category with the
I series. Both are priced
i1 performers with the mass
a .22 Magnum series in the Model 93.

oward instructional use and as
stocked  full size and  youth
stock set up, and in a synthetic

The Mark-1 single shot seii
youth fircarms,  Available f
configurations, a stainle aalidlar
stocked vouth camo v

ble magazine. Also available in a
ations, including heavy barrel varmint

equipped with a
variety of stock
Versions,

gnum bolt-action rimfire rifles are, like the Mark-
synthetic stocked versions with choices in carbon
or stainless steel as well. Also available are heavy barreled varmint
models.

The Model 9

Marlin

Me. “Low” price point category. Product offerings are
22 Magnum, and in the new .17 Hornady Magnum
ne can see from the product offering descriptions below,
- the greatest breadth in product offerings in the bolt-action

Subject to Protective ms v. Remington
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, one with a

The Model 15 series consists of two single-shot youth
~ swith a low-

blued action and one with a stainless actior
grade hardwood stock.

R serles and the Model 25M
a 7-shot detachable

Next on the price scale are the Model 25 ;
.22 Magnum repeating rifles. Both
magazine box, the Model 25 series featy)
blued action. Both the 22L.R and the M:
d CAINO VersIon.

Rounding out the entry level pric
81TS .22LR and 83TS .22 Magn
and tubular magazine capable of |

cartridges. The Model 83T8
tubular magazine on the 83T

Marlin’s premier ling of
Model 880 series. The Mod
c-ontour, blued barrel n whatieg accuracy. Also available is the
stainless steel barrel and action. Both

nsists of the Model 882 and Model
eature a 7- slmt detachable magazme

883 series rlﬂes
while the Mode
laminate, and st

42 came in the way of the .17 Hornady Magnum
development between Homady Mfy.,, Marlin
rer, the .17 HMR was one of the most popular topics

tiinless steel barreled action.

Wholesale Pricing Comparison

Subject to Protective O lams v. Remington
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Low Priced Bolt-Action Rimfire

o
Savage Marl 1 Single. S
Savage Mark — 11 Repigat 3
Savage
Ravage
Savage
Marlin
Marlin
Marlin :
Marlin 129 - $149
Marlin $114
Marlin $139
Marlin $169
Marlin $178
Marlin $174 - $185
Marlin S181 — 192
Marlin $144
Marlin $216

Mid Priced ($250-55
Accounting for apj

gory adopt some of the same features found on
terfire rifles such as adjustable fire controls, higher
r finish. Remington used to compete in this segment
; eries of bolt-action rimfire rifles.

popular bolt
grade wood

ling characteristics of its centerfire counterpart, as
three-position safety. First introduced in 1980, the 77/22

Available i walnut, laminated, and synthetic stocked
bath blued and stainless actions available, The Model

20
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22, .‘ Another
was Ruger’s
22 Homet.

77/22 features the same rotary style magazine found
nice feature of the 77/22 line, although not a rimfir
expansion of the 77/22 into a small centerfir i
The .22 Hornet offerings have proven very su

CZ (Ceska Zbrojovka)
In the mid 1990°s importation of the 452 series of bolt-action
rimfire rifles began. Manufactured i
communist block nation of Czechoslgyvakia, the CZ product is a no-frills
albeit sturdy platform that has gained: 4. following the U.S. Domestic
market, BATF import reports indicate s¢ el OM units are imported
inte the U.8. on an annual basis. Ayvailakl _ 'edn Classic American,
and Varmint configurations, the cature Turkish walnut stocks, cast
steel receivers and hammer forged low-luster matte finish.

ing Comparison

ced Bnlt

FEERRREEnaz

gﬁz@a;azl%X Fegee miu:aig xiisuprxh;ezmﬁ
$320 - $348
$225 - $250

of the bolt-action rimfire market 1s the smallest
rices commanded for rifles in this category are

point, mass produced rifles. In fact, there is a
in price between the Mid Priced and High Priced

or a platform that draws potential buyers up from the Ruger and
&, also drawing potential buyers down from the high priced

21
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Kimber
The Kimber 22 has received reviews by some§
being the finest American made bolt-action
introduced after departing from the bolt-a
22 has gained popularity. Boasting guarani

determined this ¢laim to be somewhat
by placing the action alone in a vice

America version.

Cooper Arms
Founded by former Kimber
known are based on many of
hias been said in some small
bolt-action rimfire rifles “uses
to detail under which currefit
diminished. The Coope

“rifles while not as widely
the Kimber line. Tn fact, it
rifles represent what Kimber
that the scrutiny and attention

snvailable in sporter and varmint
'00d and finish.

Nako .
Operated under tl

Anschutz timl; %e §'th gdard for bolt-action nmfire rifles. Well known
and respected:throughoutsthe world for world-class rifles, the Anschutz
lass of its own.

Wholesale Pricing Comparison
ich Priced Bolt-Action Rimfire Rifles
SEEATERTIER IR LTI R 1T HEga b R RS UL B ALY H RE R Y B E A0, R W EE g
n%ctpui’—eﬁ—sﬁa—&—x "ade‘p*%*ﬂf*”ﬁ*me—ﬁm&:m%%*r
BpkpBudsfrindatydpunininirdelaYnianndednnansbunadninishudndninds
I S S S S S S S b AL b b & L s aitl
imber Hunter 22 $500
imber Classic 22 $700

Subject to Protective ¢ fiims v. Remington
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Kimber Super America
Cooper Arms | Model 57 Classic
Sako Finnfire
Anschutz 1700 Series,

Product Strategy — 2003

Model 5372 Fieldmaster
While no additional catalog offer
Fieldmaster, this firearm is slated to be t

of the year for 2004. This will re
The NRA banquet gun will b
combed w alnut stock zmd fore

slanned for the Model 572
f the NRA banquet gun
the 4™ quarter of 2003.
1 with a satin finished, straight

g rooves like those found on
“receiver will feature an
Remington will not be
uharged by Baron’s tor th ] . Quantities are expected
to be between 900 — 1000° ly doubling typical production

for this category. Consideration will be
ies provided they meet a threshold

ng on Remington’s core competency in building
g:for the price in bolt-action rifles, the Model 504
ame features found on higher priced platforms. The
il initially be offered in .22 Long Rifle, .22 Maguum and .17
unfire, Key product features are:

ceiver with rear lock up, bedded by two take down screws
nfled barrel (221LR features 3-R rifling)

23
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Product specific fire control, fully adjustable b

Dual extractors

cartridge

Platform is expandable up to the .22

Egh grade grip

ball centerfire

GusuinsssniulieinseeasusefiasearzusuEaanusuinss RENEHEEEEERIEE
RS SRR REI SRR SRS I ER RS ERE A R REREE AEHERRLNBEERAY
srarurErkusafbauatezousazsfiyarasurssnapesrursonyys sErenEzaTEY L
wysesbusunnalsendvenaavatsvurnsarenapbanunys e : HUMEURNEREE S
sanggiEiiysofisauarepnngnfevanegpopsinfisn snbfrerr 5% Wk B R 5 R RS B8
&zx’tﬂfi i@af_@ikgﬂzggumg BEERLEE SR MM} gﬁgiﬁlﬂ?c&l
34 22LR 45000 [ $ 230000 | " 33% 3000
304 J2WMR | $ 49000 [ § 230,00 [ 4.4 37% 1000
S04 JTHMR | & 490,00 37% 1500

Low Cost Bolt Action Rimfire
alone show over 35M umits o
nearly one third of the sales
Remington has been, and is T
manufacture a product that
point. Remington need
rimfire rifle that can be:
with the Remington by
of the Remington br

of Sale data at Wal Mart
rmfire sold. Of that figure,

1ie to be the inability to

olesale to hit a $100 retail price

iy a low-cost, no-frills bolt-action
the Remington brand or co-branded

frsnasnsarenunsss asssg;nz;wazﬁslzﬁanxuszﬁagwmﬁﬁ imiilindsenusiatuiainiudesnl
RELEHSZUSHBAHRREEY PHEFERERAFESYIHE LIRS RS EER L1 T ;ég;ﬁf EEETES R R ES S AR L ER RS T
brnzzsrazssRagies 23 sEERASE ssznizesRipgREsiEpsiznapicrezeprazse s i NIl IR a sz
hrstueglatgny Mgii;zgx;ggfwg PETE L] wg%i!gﬁéA telg‘gg pHgdglgigtastgaliglaty
busErizraRauzay speaspzbausivasarusprasezazupesrzenizusneycnz s WO lmI@ e s en
FEARTFRIEERRAS A, X z&.w;z@MgtrWHnwﬁwgun;m?‘i&%‘jﬁ FEFATARARKRGIATRENANFUR
- - 3 - - o Bt - - .
I5M - 20
§93 | $65 | 20% | oMM
o Units

dams v. Rermington

fins - Pricing will be reviewed annually in order to
effective pricing strategy from year to vear.
gonditions are constantly changing, making meaningful
ecasting méaeels for pricing marginally effective at best.

Market

Pricing

24
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strategies will likely continue to be driven by necess oppbttllnistic

events and conditions.

25
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Centerfire Rifle Market Summary

Market estimates placed the 2001 LLS. tota
at 960M units.” Given an average retajl
places the market value at $336MM.

siterfire rifles
er unit, this

SAAMI’s 2001 report of factory shipr
in centerfire rifles of approximately 2%
SAAMI data 1s not a comprehensive ¥
include figures from some key plaver:
contrast, the Remington Arms C d a 25% increase in
centerfire rifles shipments in 20{ res. This increase was
attributed primarily (o the introdiiét sthe new Model 710 bolt-action
rifle, produced in the Mayticld

Marlin Firearms. In stark

atic in 1995, the new Model
by nearly 40M units in 2001.
those of 2001. Ilion factory

710 grew Remington’s cen
2002 order positions for th

strong over the last three vears
1e for the Remington Arms Company.
mington Ultra Mag beltless magnium

across the mdustry.
With the introductio
cartridges beginning i
Additionally, high: for high margin all weather stainless
resulted in healthy profit margins.

bined analysis
angl Remin

ATF production figurcs, SAAMI Industry Shipments Report. NSGA retail sales
¢ Distribution analvsis
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Category
Bolt Action
Repeating”
Single Shot

III)IIQIIIIIIIIXII‘I
BO“AC”OI’I MANSNERASRRANRERRN

Arninnnnnnnann o
wanysepnaznannsnnasennapPlhsnsdaka

¥
2 4 ¢
{
£

EHREEREAECBTHEERATEEHERE
i -xlZ§§§§§E[EIE§E§2§2‘;§§§;
REFERAVERERRNAREREARART,
BEpEREARERARpuRREREREa
i!%§§§l§§!i!§§t!1§§!ii§§;
VEnsrtplatyindsntiabutnsay
BEAMERFEYERUSUGRULEERVARYS,
BiEHAEEERREEPUACEERIRERHRY,
Fipfpfzivlpintptadndatintats
AU XN AV RS ESESREALEAURBIRNRYES
Enugiﬁ&Mﬁnmuiwwu“igﬂi
RN TEFAYEBEONOREARITRBN IR AT,
.j*ﬂﬁﬁ%*ﬁﬂ!_lEﬁilﬂ*ﬂﬂﬁg.ﬁ&#iﬂiﬁiﬁlx
EYEHEUSAETHERA U R R ERG SRy

40% 50% 60%

[LEELLLEL]

vk BAY

(JLELLEE R LELY ]
WpASANRGRaRanNN

Repeating

Single Shot i
)

30%

In contrast to the
the centerfire catep
units. Centerfire i

Units (M)
225
182
140
% 101
Other (Imports) | 100
Savage 90
Browning 67
H&R 33
Weatherby 25
Total 263

Parmp & Lever Action
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Compiled market data suggests the foll
manufacturer as a percent of units sold.

Centerfire Rifle Brand Share
By Manufactugty nits)

4%,

Remington

DO O OO

18%

Ruger

Winchester

Marlin

Other

Savage

Browning !

H&R

Weatherby

0%

osition with respect to brand share
viiprimarily through sales of the popular
centerfire rifles. Additional share growth

was spurred in
entry level prig
mark at retanl
slippage in sak
90% of all.Ren

s of the Madel 710 were purely incremental with no
Model 700, Bolt-action rifles constitute nearly
aterfire units sold.

Sturm, Ruget
of the
much:

ally occupies the number two spot with a 19% share
seategory.  Unlike Remington, Ruger’s portfolio is
d with respect to “action types.”  Although strong in
ggory with the M77 family, Ruger maintains a dominant
pect to semi-automatic centerfire rifles with the Mini 14
h rifles.” Ruger also holds a fair share of the single shot
s with the No. | series.
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s/Winchester.
odel 70 bolt-
Model 70
oduct.  The

The number three spot goes to U.S. Repeali
Approximately 60% of the Winchester volume lies i
action rifle. Of that 60%, it is estimate

action repeating 11ﬂes a modem day Vi
old famous design.

competes solely with platforms based?
the Model 1895 series and variants there

their way into an additional 3% of;, i
of Harrington & Richardson (Hé&
single-shot rifles.

The “Other” category consis
rifles, Although the mmpo
market consists of importe
that nearly half of the 100M
surplus military fire
remainder of this rep
Remington, with the

rifles. In fact, it is estimated
terfire rifles are comprised of
be noted that the scope of the
be focused on sporting firearms as
ialized products for law enforcement
rticipate in marketing military style

Completing the |
Brownmg with

g tield 1s bit closer to level betwegen the top four or five
competition exists amongst this segment, primarily through

liEims v. Rernington
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lee Other segments WIthm the hlearms indiis} : price/value
Consumers place: a great deal of empbasis &
precision, and quality obtained for the dollar;
unlike the rimfire nifle market, centerfire
premium product in and amongst themsg
products exist in the centerfire rifle m try level price points
are sub $400 at retail as opposed to sub&FS0 a e rimfire market.
Centerfire rifles are by nature, view more specm ized tools for more
specific end use applications and theréf mtain a higher threshold price.

: Whlle entry-level priced

Essentially, the centerfire rifle ategorized under three

distinct headmg?s

. £ point repeating rifles, no-frills
bolt action offerings, a asiigly popular “ready to go” scoped
combo packages. Th ce point appeals to the casual big game
hunter, the new entr unting and the hunter with a limited
budget. Entry levelij gs in the centerfire rifle category
i retail sales in the 1LS. domestic

market.

Premium Ce
Appealing to
category in g
rifles that coiist
Featuring Sigher
polished t
to detail. The

criminating audience, the premium centerfire nifle
g firearms market consists primarﬂy of bolt-action
ﬂagshlp products of the varlous manufa,cturers

re category features products that are penerally highly
specific end use. Examples would be heavy barreled long
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utilize state of the art materials such as aramid

sersrefiiforced stocks,
titaniwm alloys and in the case of the Remington

700 EtronX,
éo be included

domestic market.
Customer Profiles

too broad in this category to draw an
to specific demographic trends. Perh:

report, nearly three fourths of tf
market are purchased for
¢xperience, this writer belie
fact, the actual figure for
remaining 15% of the sportifigice
categorized as target shogte '

under two broad headings, “casual”
he category 15 estimated to be skewed

asonably be assumed that game types and
¢'do not vary a great deal for the “casual” hunter.
chosen with consideration given to widely available,
ompetitively priced ammunition types, Consumption

ave the income at his or her disposal to rationalize
i iigh dollar scope/rifle set up. In fact, he or she may
d by either budget or need to one rifle. The “casual” hunter
be categorized as technically savvy with respect to
fixunition, and optics technology making products which
o use and quick to set up attractive. The “casual”™ hunter

2001 Annual Report

o

3
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¢lds accuracy
less than 200
farity with the
ombo centerfire
juiting minimal

would expect a ﬁmctionally sound products
capable of taking medium size game at t '
yds A product category gaining i

“casual™ hunter profile are the “grab ay
nifles, with scopes pre-mounted and,
modification by the end nser,
The “dedicated” hunter 1s more vgrsed i fircarms, ammunition and
optics technology than his “casual® cot
hunting situations may vary gignificantly within the “dedicated”
segment as he or she may trav varied destinations to hunt. The
“dedicated” hunter places greater vali hanced product features
such as detailed metal worlehigh ock materials and the
mcorporation of high tech ; such as synthetics stainless stee]
and other alloys to tailor a
situation. The “dedicatgd®
for different situations
“dedicated™ hunter wi
or better with a veryii
would not be uncommon fcir
in excess of $700 fo

‘likely a great deal of overlap of target
sdicated” hunters. Target shooters are

respect
critical

ns or replacement to name only a few, A large
tom rifles are purchased by target shooters on an

ims v. Remington
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Brand Perception

Brand perception within the centerfire rifle

price points that make very strong cas
less.” That being said, there is a trem
the category, provided of course thy
consumer expectations with respect t

o Remington ~ Remimglon 1
reputation in the centerfire , primarily due to competencies
exhibited in the manufacturiiy; -action rifles.  No other
manufacturer builds andi&g {ifiction centerfire rifles than
the Remington Arms C ki a day reputation 1s based upon
the foundation estabf odel 700 series bolt-action
centerfire rifle.  Firs 962, the Model 700 series is
perhaps the most popular'b enterfire ever built. At the end
of 2001, over 4 m » s had been built. Known for its

0 the Model 700 rifle rates very high

a consumer perspective, It 1s not

lished with respect to

acturers are judged.
o Sturm, Ru sdecond to the Remington Arms Co. in
centerfire mark Ruger participates in this segment primarily

nterfire rifles are priced comparable to that of the
700. Although regarded as solid performers, the
not have the following ot the Model 700, nor the
1¢ market. Ruger also maintains a very healthy
peating centerfire rifle category. Based on U.8. M|
A/Mini 30 series of autoloading rifles are by far the

terfire rifle market. As a result, the Ruger brand is
zed, aiding to pull product through the marketplace.
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Although perceived as a fair value for the prig relies heavily
on advertising dollars to continue to
hands of the consumer.

o Winchester — Winchester establishe
nifles and a reputation for quality m
04 series of lever-action repeater:
staple in the Winchester ling, it
series of bolt-action centerfire ri
surge of the Remington Model,
viewed as the finest boli-
Winchester seems to have a
predominantly residing in
the United States. It is 1nt
by SMRG, Winchester d
64% of respondents st
mfluential in their pu
these criteria than the
when compared to Wiz
advertising dollars spent™
perhaps more loyak
CONSUIMETS.

Marlin — Mar

, the Winchester Model 70 was
sweenterfire rifle mm America.
Howing of consumers,
outhwestern regions of
te that in a survey conducted
- other manufacturers with
fehester’s brand name was

acing greater emphasis on
ionship**.  This information
place position with respect to
at the Winchester conswmer 1s
il than are other centerfire rifle

cipates in the centerfire rifle market
action repeating rifles. Marlin also
nce in the relatively small single-shot
gh the acquisition of Herrington &

toward the casual hunter with a limited budget or
end a great deal of money on a hunting rifle.

ike Marlin, Savage focuses marketing efforts toward
level, or price conscious consumer. This is
vage CEQ’s statement in the 2002 product catalog,
ild on our reputation for accuracy at an affordable
#e" relies on therr bolt-action Model 10/Model 11
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reputation for being an accurate product.
position on the price/value scale.

Regarded as a premium brand, Browgii acco % of thc
U.S. domestic centerfire rifle mg Not unlike Wmchestf:r,
Browning has a very loyal custong his theory is reinforced
by the results of the same S
care‘gvorized Browm‘ngj as las

h respect to the
wning rifle based on the
price/value relationship. lnatead d gmphasis was placed on
brand le(,ogmllon and dealer.advigs: ' '

not surprising as Browning dealer direct strategy to a large

extent.

2001 Total Print Ad Expen

. Ruger $1.1

Weatherby
§0.3

e
) Ill!ll#lllllll}
o 'l'lalllltl'l'l'lali

Remington

- Marlin $0.5

1ger, advertising dollars spent on supporting the
re relatwe]y evenly dlsmbuted between the top

This figure is significant and should not be
pger is working aggressively to penetrate deeper into the
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2001 Remington Centerfire Ad Expenditur

Model 710

Model Seven

Meodel 700

Madel 700 EtronX

FEWERY

EEEEARINER
FRERUBEREERE

fHadzindu¥oieivdy
EREET RN RS R R R 2L

$161.90;,

CEES R EES 4
REHERENET|
AEREEAER
R F SR
AREIMIRGEZERESNE
Hefadafzd)
HEEFAFURH
£z HEREEE
FREERED
FEEELELS

Sales % of Total Units

' Marchants
22%

Dealers 35%

dams v. Rermington
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From a wholesale distribution perspective
follows: ;

Remington Centerfire Wh

ARERERERAFEAE

," "-\ ,
Wholesaler Dealer 6%

89%

mined the U.S. domestic bolt-action
mately 560 units annually with a retail
own by manufacturer is listed below:.

timated Sales by Manufacturer
(Units in M’s)

anufacturer | Total
Remington 164
Ruger 98
Savage 90
Winchester 87
Browning 45
Weatherby 25
Other 21
Total 560
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2001 Bolt-Action Centerfire R
(% of Units

2001 Bolt-Action Cey
{Brand Share by M:

Other 4%~
Weatherby 4% .
Browning 8% .

Winchester o
15%

Yy
RN e e o Ed ey

i u‘aﬁ:i:i':':'i':‘:f::a:u:a'i'a:::::z';’a‘u"m's:if £
RN o Al ha B

Savage 16%

ominant brand position in the bolt-
2001 was of great significance as
timated 6%-8% brand share with the
) ifle. The Model 710 provided Remington
colume, with demand levels exceeding Remington’s
e market. Short term objectives are to continue to

Remington curreptly o
action centerfire

introduction
with incremen

Model 710°s.  An ongoing and longer term
integrity of Remington’s reputation for quality
es through continuous improvement imtiatives that
distinet competitive advantages with respect to
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rifle. 2001 sales volume consisted of 194M units oF
Overall volume and revenue changes from 2000 to
of 28% and 26"% respectively. :

in revenue.
ere increases

Madel:710 Sportsman |- 1098 =5} 1090 oo} :: 2010
HFRRETEARIRaVRUCIFARAFERUTRARI{AERECHER FEERANFEARE
EEEEOFELEUBEEELYEERISN AR NNEEY #A:Qti!ai ﬁ& a4

TEERE F
a3 !im; RS
EERE FERE
HUEER ERE

Unit Sales (M) T 0 0 4]
Sales Dollars ($MM) 0 0 3103
Standard Margin ($MM) 0 0 $4.7
Standard Margin (%) 0 0 45.4% | 45.1%

i E*iﬂi’éﬁtﬁs*%%ﬁ!‘}ﬂiﬁli

BEREHREENEIRASEIAGRIIRER

T mim’“*{%c&{“:mu@g:g

smﬁrff@{fﬂ@ﬁmfahln B3 ] R i!

¥IAEEEISKTEFASEAT
sgzmas&unuuwuzumswusg i Ara g lr e

Unit Sales (M) 1215 (01.5 | (290 | 1290
Sales Dollars (3M) $38.8 §375 | $482 | %481
Standard Margin ($MM) | $17.7 $17.7 | s221 | $22.1
Standard Margin (%) 45 7% 473% | 45.8% | 45.9%

*Includes Model Saven Regular

R T M Y Y WO 71

1;@’;:%&%“ gigg& ii &xﬁsﬁ 8 k3 sdEiptipBatabind
t #ia& *:é!iﬁg;@éi%wﬁ!i&éi?iﬁw

Eiisi%i!&xﬁ
BLEWAVLLURYYRPAYSREABY R YY Ef&

Unit Sales (M) 473 | 3090 41.4

Sales Dollars ($M) $£23 .1 $21.2 $229

Standard Margin ($MM) $12.1 $10.7 $11.5
Standard Margin (%) 52.3% | 503% | 503%

**Includes Model Seven 8

! s 20U oo 200080 0o 200025020025
rees : 'Am’*'“};é’ﬁciaiak;uﬁc Y %!mm
Umt Sales (M) 58 5.8 12.0 6.9
Sales Dollars ($M * $2.0 $2.0 $4.5 $2.6

$0.9 00 352.0 $1.1
455%, | 44.9%, | 43 0% | 42.6%

A e Y R Y

Aetmals: A otual o Aetuals s BOST 100 0PO s
o s 3.9 RS 51
o SI5 | $17 | 8§37 | §22
. $08 | $09 | s21 | $12

o 54.58% | 57.0% | 35.2% | S48%

ties clearly is the dominant player in the bolt-action
'teggory for Remington. Accounting for approximately 75%
category, the Model 700 family continues to make a strong
parketplace. Like the Model 700, the Model Seven is an

Y
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Thion plant based product. While undoubtedly me niche market
product, the Model Seven has shown a drastic spike in
introduction of the Remington Short-Action

cartridges, first introduced in the Model Sev

series of scoped
successful new product
Higsentry level market
Merchants and Sporting Goods
srajected order positions tor 2002
the Model 710 resulted in
action centerfire rifles

New for 2001, the Mavfield based Model
bolt-action rifles was perhaps one of |
launches in Remington’s history. Targs
and distributed primarily through Mas
Cham stores, order positions in 2001
gasily exceed plant capacity. The introducts
a historical all-time high shipment. positis
approaching the 200M umit mark;
Model 710 resulted in an estimated
Remington Arms Company.

Bolt-Action Centerfi ition/Shipment Trends

EAR N ETHAREHE RS VY E RN BN NI AR SN E N S
AR EERAE R NARIEBA R PRI NN IREVIEERBES
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300000+ 345,
250000 7

200000 YL e IO
ERRALN LEL e s b :
150000, ; BB )« o
# TR FEELEE: 2+ EEE] W

s ‘REE] T 25 An 1 sl 5 5

i LR e, EERLRE: o ¢  CEH
wHR RS LER:

i 1T LI TR v PR

L3 5 3 4 AL =

L ALLLLE] AN EEETHS 1Y LT

2000 2001

¥YTD ¥YTD

Bolt Orders @ Total CF Bolt Shipments

f the past three years, Remington has enjoved order
tion centerfire rifles far in excess of plant capacities.
se positions were a strong market in general, coupled with
{ the Remington Ultra Mag family of cartridges in "99 and
sduction of the new Model 710 m 2001, While order
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“levels, Ilion

positions for the Model 710 remain consistent Wil

is mdicative of current market conditions,
back order positions with respect to riflg;
Ultra Mag calibers have been filled.

Issues critical to the continued success,
o lmproving and maintaining prody

o limely fulfillmeni of orders

s Ability (o respond quickly g
makeup s :

o Muaintaining compeliilive
pricing

o Product centered advefl§:
product through the nieh

portunities and special

respect to product cost and

Competitive Qutlook

The following section
rifles as stated earlier
they relate to bolt-actie;
the bolt-action ce '
Ruger, Savage,

within the catega

emium, and Specialty specifically as
s from a competitive perspective. [n

; offering consumers with a platform that is ready to
he box. Scoped combos are available in wood and
ing, with and without detachable magazine boxes. The

41
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Remington Model 710 competes directly with Savag oped combo

arena.

Winchester ; #
The Winchester Model 70 is similar to the § _ 700 family m
that variants exist to compete at various Sprice points, del 70 variants
with “controlled round feed”™ based on th tyle action are placed
in the high end, while less costly “push £ e up the lower end
of the spectrum. On the entry level fip Wmches et oﬂers the Model 70
Black Shadow. Featuring a syntheticisg ith floor plate magazine, matte
blued finish this “push feed” design 1s
hunter. Winchester also offers an ;
Model 70 Black Shadow in caki
Mag to Wal Mart. Intended to ¢
Model 70 scoped guns are a
Model 710, Non-scoped vers:
primarily with the Remingt
indicate that the Wal Mar
of Winchester’s total Model 7
scoped packages were putch;

lel 70°s account for 40%-50%
In. 2001, 22M of the Model 70

Remington 3
Remington compete el category on two fronts. The first
product offering is the Madel; DL series of bolt action centerfire rifles.
The Model 700 : s a walnut stock with blind magazine,
polished blue finj ! 'ltb The more popular and price competitive
Model 700 ures a black synthetic stock with blind
magazine, ma ; iron sights. First developed in conjunction
odel 700 ADL Synthetic has proven a worthy
hester Model 70 Black Shadow as an entry level

competitor
product.

The second an cent product offering from Remington in the entry
level Gy ¥odel 710 Sportsman series of scoped combo package
guns. ed in 2001, the Model 710 is economically priced and cost
efteutlve acture, affording Remington the opportunity to more
’ e true entry level bolt-action centerfire category. The
ies the reputation of the Remington brand with the price tag

ata - CONFIDENTIAL
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of the traditionally lower priced Savage package gu
most suceessful new product launches in Remington
Kentucky manufactured Model 710 has drawnyiid

years of existence exceeding plant capaciti
710 was presented the 2001 Field & S
Best” awards.

SRR e e Whise
L NT O AT e S 0 X [ H
Savage | $277-8312
Savage $287 - $393
Winchester $335 - 8353
Winchester $325
Remington $382 - $400
Remingto $331 - $349
Remingt $290

Theavily with the Remington Model 700 and
ories. Like the Winchester Model 70 Classics,
three-position satety and Mauser type extractors
i ceding.  All models feature a hinged floor plate
alnut stocked configurations are available in full size and
ith blued finish,  Stainless steel versions are available
hetic stocks as well.
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Winchester

The Model 70 Classic series represents,,‘w
premium category of centerfire bolt-action
safety and Mauser style claw extractor fi
Model 70 Classic has enjoyed quite a fi
plate mag,azmes emd are avallable i

position in the

70 Classics are produced in non-sighted or”
Model 70 Classic is typically magked:a

and firearms to suit them
Winchester Ammunition an

lusively in the premium bolt-action
ocked variant of the A-Bolt, the Hunter
series 1s availablg ™ty 8, Hunten Medal]ion and Gold Medallion
with each iner i
metal work.

steel and blu
throw, ultendé
plate mag‘i

steel versions. The A-Bolt fcatures a 60 degrcc bolt
the time to cyele a round as well as a umique floor
be used as a detachable magazine. The A-Bolt
ge of calibers, including the new WSM caliber
inciple competitors are the Remington Model 700
1 as Weatherby bolt-action centerfire rifles.

0, BDL Custom Deluxe is the core product of the Model 700
atures a high-gloss finished American walnut stock with
¢ piece and hinged magazine floor plate. The BIDL sports

44
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fl‘els six left-
) BDL is also

a high-polished blued barrel and receiver. Reming
hand skus in the Model 700 BDL Custom Deluxe.

box. The DM version, while cosmeticalfy
Deluxe, utilizes a unique receiver and
removable magazine box.

commodate the

¢ stock to

In 1981, Remington began a vearly
700 Classic. Chambered primarily I
significance, the Model 700 Classic ha
amongst collectors. :

ng of a leited Edition Model
: libers, or those of historical
to_be a popular offering

detachable magazine versiof:
steel feature 1s the Model 700
stainless steel actlon begdsd

uing the lincage of the stainless
ted Stock, Stainless) boasting a

attragtive and durable gray laminated
ilable in three left-hand skus.

features all the benefits of the regular
Model 700 models with*the addedd:benefit of a slender mountain contour
barrel to reduce :
stocked, blued
with stainless a
with high cou
In 1983 Re
Model 700
the Model ;
appealing ti:s
callbers the

well

'oduced the Model Seven, a compact sibling to the
ring the benefits of the legendary Model 700 action,

shooters, Available in most popular short action
sen is available in a stainless synthetic platform as

| on SA Ultra Mags were introduced in a magnum
odel Seven SS and LS platforms. The combination of these
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Wholesale Pricing (“omparison

gﬁ{i &iﬁ%ﬁ:iiiiiiiiiiiiiw éiei eirsenabae i EHOR 5 e
Ruger M77 MKIL 4 $393 - $424
Ruger M77 MKIT St 393 - §424
Winchester 7 (
Winchester $512 - $531
Browning 5442 - $600
Browning $461 - $535
Browning $586 - $622
Remington $452 - $479
Remington $484 - $512
Remington 5549 - $558
Remington $498 - $531
Remington $463 - $508
Remington $481 - $527

Specialty Centerfire Bolt-Action Rifles

Ruger

Like Ruger:Brommng’s primary focus with respect to bolt-action centerfire
(flgg:d . ¢ premium category. However, Browning does offer
firearms in the A-Bolt Eclipse series. The Eclipse is

sporter barrel and a heavy target/varmint barrel. The

Fms v. Remington

MAEQ000037C



truly unique feature about these products is their spec inated
“thumbhole” target stocks.

Winchester

Winchester offers two “push feed™ Mode
configuration. The Model 70 Coyote feﬂ ires ; d stock and
stainless steel barrel, chambered in the, WSM cali ers, as well as in 308
Win. Similar in nature, the Model 70:5 tures a synthetic stock and
matte blued heavy barrel chambered for all bore varmint
cartridges. From a “controlled round. 4 ve, Winchester offers a
Safari Grade rifle chambered for d; s game calibers.

Remington

Remington offers perhaps th
action rifles. The Model 70t
heavy barreled varmint rlﬂes w
The Model 70(} VS (Var, ;

the Model 700 VSSF (Varmint
¢ a stainless steel heavy barrel with
re offered in popular short action

fluting. All varmi
varmint calibers

g'series (available in blued or stainless fluted
the same platforms as the Model 700 Varmint rifles,
action and magnum calibers.

hunting rifles, the Model 700 Titanium was
2001. Featuring a recerver of light weight titanium

47
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electric charge to a specially designed centerfire rifle
traditional percussion primer. Well ahead of its time, th
attract a significant following in the market.

1er than a
has vet to

MR ’a Whise:
: Manuiacturer | Db e
Ruger M77 MKIT™ $476
Winchester M70 Coyote 451 - $470
Winchester $512
Browning $754
Browning $733 - §751
Remington $539 - $557
Remington $482
Remington $649
Remington $539 - $557
Remington $668 - $677
Reminglon 5847
Remington $1,367

[ ]

s & & @

erformance

ged in the Market
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Opportunities
o DPotential Exists to Capture Additional N
. .
Products
» Updates to the Styling of the Line t

Threats
¢ General Softening of Market Cali
Margin Specialized Products

¢ Manufacturers that are Dep

e Changes in State Huntin
the Eastern United States

e Strong U.S. Dollar
Imported Firearms ari
Browning Who Rely He:

e Environmental fdition
Threatening Ge

planned for 2003. Sales predictions

mmer of 2002, Equipped with a 24 barrel,
*Mag and 300 Win. Mag. Both will utilize the
jon of the 270 and .30-06 versions. While the
. ed for catalog introduction in 2003, Marketing
iring will be prepared to announce and launch the
ks should business soften in 2003. Otherwise, the
hibers Wil be a 2004 product itroduction.

will be coimplete
calibers with

magnum

49
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Ciassansisionsss Nogel oo conso i MEP NSP:)
710 wiscope 7mm Rem Mag | $329 | $300
710 w/scope .300 Win Mag | $329 | §3

Capacity Expansion - Due to current ca
has been issued to purchase and instal
increase Model 710 ]i)roduction. This
operational by the 4" quarter of 2002
Model 710 capacities by an additional

Production/Quality Control — An:gssen

competition. A key elemer
understand the accuracy pe
statistical significance. M

Pricing Consideratior increase is recommended for the
Model 710 in 2003. ) Model 710, Savage Arms was forced
to decrease pricing by on select Model 110 Scoped guns in
order to remain compe elief of this writer that this resulted in
a significant : Savape's overall margin  position. From
margin/profitability | Savage may be forced to increase price for

[odel 710, Remington should be able to further
n in the entry level scoped combo market,

1al value at an affordable price.
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improve the
tal receiver.

Ixtruded Receiver — Exploratory efforts are un
perceived value of the Model 710 by means of an
Technology that will vield a dimensionally Streect
extrusion at little or no additional cost to the curves tic Yeceiver insert
is bemng evaluated by Manufacturing and R&

Model 710 Short-Action — In April of 2 n composed a poll of
visitors to the company website asking thgiques
you most like to see the Model 710
were received to the question. Nearl
see the Model 710 chambered for short a
responded with 243 Win and 2520 sespon
short action calibers are typica
sense to include one or two short
Model 710 family. The sh
introduction.

er 500M responses
1ded that they would like to
ddges. Specifically, 22%
i .308 Win. Although

iressee M itéliiig
710 w/scope ”’4’% W
710 wiscope 368

5 NG Vbl
300 | 3.5M Units
5300 | 4.0M Units

1 product, it 15 logical to explore the

Model 710 Youth
| QF the Model 710 to fit the smaller

appropriate.
correspond to

MRS e Ve
"""" R in | $329 | $300 | 5.0M Units

trol — It is important tor Manufacturing to continue
§ mental improvements on the Model 710 to improve
«efficiencies that reduce costs while not sacrificing quality or

erations — Tt is recommended that a $10 price increase
on the Model 710 be taken in conjunction with the
he Model 710 Magnum in 2004. Pricing should hold at

3

Fms v. Remington

MAEQOOQQO37E



mewhat price
maintaining

this level for two years. The entry»-level centerfire m
elastic. 1f Remington can hold pricing in tlus catego 3
healthy margins, the long term competitive pg '
better served. It is critical to remain cogniz
710 is positioned as value priced firearm
on opportunistic beliefs can quickly ch
the market as a price point firearm,

this prddu‘ct"s position in

Product Stratesy 2003 — Model 700

ifers vastly from that of
roduction capacity and
itire spectrum of the market, the
s strategies on maintaining
cting profit margins. This

The strategy for managing the l\/lodel 700'
the Model 710. With a relatively.{ixe
broad product mix spanning ne
key to the future of the Model 700
production levels within the Il
can be accomplished through
o Special make up

allowing  customers

o Concerted focus opg ency andiquality in manufacturing to insure
that product ent th t place meets customer cxpectations
i for bolt-action centerfire rifles.

ine through cosmetic improvements.

egfficiencies and reduce costs

[0 Improve

lied blued receiver and barrel with iron sights and a
he Model 700 ADL LS will be offered in 270 Win

.

e VUSRNSSR (W alMawt). [V oluaie ...
$419 $390 6000 units
5419 $390 6000 units
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Model 700 Titaninm Magnum — A logical exp 1sion of:
SA Ultra Mag cartridges is to extend them i
700 Titanium. This strategy provides the hunfe
in the ultimate light carry rifle platform. Thgié

w Remington

Titantum as currently configured utilize
steel barrel. The present design is |
created by a magnum round. Work i
high strength stainless steel alloy that wi
while mamtainmng the slim, moun
performance is currently unavail;

;;;;;;;;;;;;;;

ﬁMﬁﬂ.ﬁlﬁaQ,ﬁ%ﬁ»&ﬁﬁx@jﬁw%giﬂi 3
Model 700 Titanium 7o
Model 700 Titaniwm .3

............

WNSP [ 1 e Votume::
$896 | 400 units
$896 | 800 units

chambered for each
introduced at the 200

ween the two in excess of 5M units,
sadel 700°s chambered for the Remington
for 2003. These products consist of’

Tinninnimen s L NISEIENSE G LEUX Veliné:
mm RSAUM $s81 $530 2000 Units

300 RSAUM $581 | $530 | 3000 Units
i $764 | $697 | 2000 Units
$764 | $697 | 2500 Units
$626 | $571 | 2500 Units

himited edition caliber. The 2003 offering will be the
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ECEELEEEE

AT €

Model:cvosiiiiiiomnnio o MSPH NS
Model 700 Classic .300 Savage | $511

Maodel 700 EtronX Long Range — While nQ, ey uct introductions are
ider 1 be given to a
lpllSll this and support this
for each of the four
vide each sales rep
demonstratmn purposes at key

full court press sales effort. In ordel to;
effort, conslgned gun accounts have be
sales agencies. Sales agencies have bees instru
with a sample EtronX rifle to use;d
accounts.

¢tf) — Intended to reach a
gned (o appeal to the “walking™

calibers desirable, vet finds a
‘meet his of her needs The

Model 700 LYV SF (Light Varmin
niche market, the Model 700 L¥
varmint hunter who finds small bore™:
traditional 8 1/2 — 9 Ib varmin
Model 700 LV will featur
recetver, and a 22" mediur
fluting. Caliber offerings will g
250 Rem, and 223 Rem. The |
summer of 2003 as a 20()

* Rem, .221 Rem. Fireball, 22
V SF will be introduced in the

v MSE NS 1 Ve Volume |
$712 | $649 | 1500 Units
$712 | $649 | 1500 Units
$712 | $649 | 2500 Units
$712 | $649 | 1500 Units

mdemtmns — A grass roots etfort needs to evolve
ng, and mamtammg the quality and integrity of

v - Major issues from a consumer perspective appear
und the “roughness™ of the chambers being excessive,
of wom tooling. In the case of rough chambers, the
en scarring of brass and excessive bolt lift forces.

{Chambers - Crooked chambers impact the Model 700 from
y standpoint. Chamber casts of Model 7007s exhibiting
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signs of “crooked” or eccentric chambers actush MElnevenness in

tool marks and in some extreme cas
bore of the barrel. This issue ap
stainless steel barrels and has beey
700 Titanium rifle.

ibute to a large percentage
acy in the gallery.

ing “as good as” or “nearly as
can not be tolerated.

Pricing Considerations —'T
700 are to remain positiondt

vith respect to other product
wtain margin positions.  Internal

gies and past practices
s within the trade

somewhat, t
manufacturing siged capacity wise to fulfill order positions. No
changg siificance are anticipated with respect to raw material or other
’ al may negatively impact margin positions. It should be
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Based on this, there are no overwhelming issues froni | perspective

that require a price increase to maintain current margin

kétlogical sense
v levels are high
demand core offerings
o 01 share figures will

Externally, howewr there are factors at p y*-

with respect to long action Ultra ag S
appears stable. The upcoming release of

From a competitive perspective, both i
full capacity with strong demand levels

(WSM) calibers. Both are ]1ke (D
Browning, Winchester and Rug
over the past two years in relatio
writer that there is a price pari
Winchester Model 70°s in thg
average, Winchester Model ,
700. Entry level Model 7

fics are priced on a net basis
Winchester Model 70 Black

2003 s Tuctense
+2.5%
+2.5%
+3.0%
+3.5%
+2.5%

NC
+3.0%

700 Titanium
(0 EtronX
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ture will be a
ak levels at

its product life cycle. Focus within the category in the
proactive approach geared toward maintaining Volun
attractive margins. This is accomplished pf
improvements to the product line to kee

ly stuffed with foam to
duntered when the stock

ignied as a plastic version of the tlusted
where included in the molded design
synthetics have gained acceptance in

styling is dated.
wood stock, che
of the syntheti
the market pl

pearance as their wood counterpart,
rubber over-molded panels in the grip

eckering patterns. A great example is the

1ze either a texturing change or rubber over-molded
he grip and fore end areas

\ ust take advantage of new technologies currently under
valuation by R&D to create a non-slip rubberized surface
ugh the injection molding process

Must minimize or eliminate “swirls™ in the stock found in
he current synthetic stock
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The redesigned synthetic stock will be util
point B Synthetic models, providing further
from the entry level ADL Synthetic m

higher price
ifferentiation

e Model 700 Classic -~ The Model 708:( ntmue thlough
2004 and 2003, 2005 will mark th
Edition classic and will likely m
offerings for 2004 and 2005 are: ;

¢ 2004 - 8mm Mauser
o 2005 - 35 Remington

d.of the series. Caliber

e Model 700 ADL LS Shor
Reming gcton’s relationship w
be oftered in a short~ actl

nued focus to manage
t, the Model 700 ADL LS will
ive to Wal Mart in 2003,

PNl NGel) | Vilanie -
$390 2000 units
$390 2000 units

5

— In an effort to continue to improve
art; a third version of the Wal Mart

NEodEL. s
Maodel 700 _

M OLmE .,
4000 units

St on the firearm to appoint where the huntmg
EtronX will be available at retail for $800-$900. Also
RICS program intended to miniaturize and further
I the EtronX concept. The future of the EtronX
ies in Remington’s success or failure to effectively
henefits of the concept to the consumer through
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of the counter). To date, the EtronX progi een 4 major

product success hindered by a market accepta

Production/Qualify Control — Focus must,
manufacturing on monitoring and insuring
Model 700 brand.  Emphasis must
standardization within manufacturing
placed on cost reducing measures whic
from the perceived quality of the produy

the part of
; mtegrity of the
placed “on consistency and
Focus should also be
firs, but do not detract

d annually in order to
i year to year. Markel
~ changing, making meaningful
1 fective at best.  Pricing
cessity and opportunistic
rposes the following price
standing that the percentages

Pricing Considerations — Pricing will b'
detenmne the most eﬁectlve pnun- :

strategies will likely continue
events and conditions. F
increases per vear will be u
may fluctuation up or dow

12005 Y berense

¥Mtﬂ]ek¥*gﬁfi§?ﬁ?ﬂﬁ¥f%?ﬁ

Model Seven
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strategies with respect to manufacturing quality, d line item

effectiveness do apply.

Model Seven Regular — No new product intr ¢ plaithed for 2003,

Model Seven Stainless — No new prodi roductions “are planned for

2003.

es that apply to the
g topic description above.

Production/Quality Considerations
Model 700 also apply to the Model Sev

ipply to the Model 700
pic description above.  Pricing
‘ e as follows:

Pricing Considerations - The same.prine
also apply to the Model Seven
recommendations for the Model Seve

FHFEETREToweneyys

Lo lnerense:
+3.0%
+3.5%

vensigroduct deletions are planned for
cnsive listing of product deletions.

"

The same product:
Seven. The product ¢ will be managed to maintain margins and

eption in the market. Topics for consideration are;
adesign (See Model 700 topic above)
in the magnum products through the utilization of

e o0 o Tiierestsi 1 2008 Y Icrenss

+2.0% +1.,5%
+1.3% +1.5%

60
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Product Strategy 2003 — Other New Product Opport

e Model 600
iginally for .350

and 18.5 barrel with a full length, syn
firearms are widely sought after by coll

For 2003, Remington plans to introduce t neration rifle based on
the lineage of the old Model 600 Mg 3 :
Seven Magnum platform, the Mod
identical stock to the old Model 6
1eng‘rh steel ventilated rib. Th
in 350 Remmgton Mag,num ag

ent from the Annnumtlon
mmunition group to

LNRdel : sl MSPUENSP: LY Voluitie
Model 673 Guide ag | $619 | §565 | 1500 units
Model 673 Guid $619 | $565 | 1500 units

Other Product Qpportunities

¢ (C-BAR) — While the Model 700/Seven
ing healthy volumes and profit margins, both
ature in their life-cyele. The Model 700 will
s and drive a significant portion of the future of

te perspective and more cost effective to
current produets. As the next generation of premium
ion.rifles, the C-BAR’s design should take the following

61

Fms v. Remington

MAEQO0QQ038E



Subject to Protective

+ Accuracy capablity that 18 unprecedented in
bolt-action centerfire rifle through production n
product consistency and predictability s

» (risp fire control that sets the standay
performance, reliability and safety,

» Utilization of state of the art matey

strength, yet allow for a lighter

Use of high performance recoi

Designed for ease of 111a11ufacﬁ' '

on grade
that result in

t wi the next two to three years.
Although current centerfir po@itions are solid with the
Model 710 and Model 700
has taught us that displac
the next major product i

this regard.
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Centerfire Repeating Rifles

_riﬂe@g s estimated
sales value of

The U.S. domestic market for centerfire
to be 358M units annually with an
S1L4MM.

Sales volume and market share are es

2001 Domestic Repeati d‘Centerfire Rifle Market
Estimated Sales by Mianii rer'?
(Units in [

Repeating Rifles
Share by Manufacturer

~NMarlin 28%

O ERLEEE R R 3 &
LERROREROREEND h
it W EE B N

5

' Ruger 21%

¢ Winchester |
18%

BATF, SAAMI, and NASGW 2001 Data
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basic action

The centerfire repeating rifle category 1s comprlsed ‘
on type is as

types:  Autoloading, Pump and Lever. A b
follows:

Centerfire Repeating Rifle M y. Action Type

P LT T R T Y YR A FE R ET SR R S 2
W EREER TR L TR PR L
REGIYSHIEEEERBYERALE 8 REKD

EEEE SRR R ETEE ]
dEFSHoAEROYARTiEAGACTRYRERRRER R AN
t&tsassls#&a BEEEHATIAUAEEHUATRUEATUEY

@ EN
WATEPRATRRAARRAAASEED: ¥
I EERN ER RN FTY - o]
ENRSHAMASROARNREr D5
SEIBIOIESEGEZBRAIEG
S REFLUATFINATCEADRRERA
PEVIN LIV AFREEHE LA AR FHILAYANIRER

CEREREE RS E R RS R R RN RS ERER R R0 2 0 ]
: “ e W

" |= EEET

& BANREHAZEANA EEEE]

A K 4 $WEdnEd
*&%ikéis&a*k&kl&%#ﬁﬁ%i%i

'uuilnu|:nlluilluunlluulluullugq;
Whaasuuou s uaaRENRRUKNAARENERUKE B IUEE
HAMMPEN SO RN S RNEASURA NN RN RN YD

BREHUBHASURRREYR
BEREFHISRORES

) LEEERERE R R T
__E&Ei!ﬁﬂsilt&

EREERE
E!iiﬁxl;&&! EERE LR RS R R R R R R R RR 111
EpiptnipinipdatnlrtaEntaind
HEFFRUAEA SRRV RURBEEEER Y
LSRR SR RS RN R SR RO R 2]
FErEndntvEvsnEndniniadinE
BEECEEFRUAEVEREHUSHER L
FEEEEZIEEAITEGOTEEERIEE
SRR R R LR R LR
.aga*ugugkgngngﬁgg‘*gagugﬁga‘}

30% 40% .30%

3 across the category have diminished,
nd. autoloading nifle categories 1n which
erhaps the most significant and overwhelming
in market size is the popularity of belt-action

especially for Rei
particularly 1
Remington cor
reason for tl
centerfire rif
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) U R LR L e 4014 20023,
ST 4! AL HER
Unit Sales (M) 24. ) pAR
Sales Dollars ($MM) $7.5
Standard Margin (SMM) 27
Standard Margin (%) 35.9%
;w;;;g;g;;;g;;:g:zam:z:;*mm:z;: ZZ@IEIE:?‘ g 200
Unit Sales (M) 12.6 8.0 8.5
Sales Dollars (3MM) $3.8 $2.6 $2.7
Standard Margin ($MM) 80.9 309
Standard Margin (%) 35.0% | 34.1%

from Remmg:,ton § perspective
volume on a yvear to vear by
impending decisions with
category. Primary reasons
series are:

through advertising efforts to promote the
ORSUINCT aWareness

: fle category. It is important to note that the “other”
arfier in the section is comprised mostly of surplus military
d assault rifle type configurations. Due to the scope of

65
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The three
mmarized.

Remington’s business, only sporting rifles will be
basic action types (autoloader, pump, and lever) will ea

Autoloading Centerfire Rifles
Browning

The Browning BAR is the principle ces
BAR is a gas operated autoloading ri
sku’s. The BAR is available in vary
synthetic Stalker series, to the high- grad

polished blued metal with fancy:f
Caliber offerings range from 24
BAR is also offered in the 300 W
magazine boxes.

Ruger

fire segment primarily with the
riflesy Based off of the military M-1
erigs rifles are gas operated with a
able in wood and synthetic stock
s or blued steel. the Mini-14/Mini-30

Mini-14/Mini-30 series
carbine style, the Mi
detachable rotary
configurations and

0 series of gas-autoloading centerfire rifles are
cand wood versions., Both versions offer 22 barrel
s 18 157 calblne models Chambeled m short and

and detachable magazme boxes. While popular with

, the Model 7400 is also popular in Europe with
e comprising 15%-20% of total unit sales, European
nndled over the course of the past five years. Primary
decling are issues related to reliability with respect to

66
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feeding and to the growing popularity of the Bro

European manufacturers.

Wholesale Pricing C'o

R and other

s ¥rmedacturee; ;EZi::;i:i::::Mnﬁs : -l*m giii
Browning BAR SYN $566 - $618
Browning $660
Browning $583 - $636
Browning $583 - $636
Ruger $370 - $433
Ruger $393 - $433
Ruger $352 - %365
Remington $356
Remington $427

Pump Action Cente

Remington

category as a
followings pr
Total Mod
worldwide.
respect m

les volume for

2001 was less than 10M umtq
sign very similar in nature to that of the 7400 with
ire control, the Model 7600 is available in the

holesale Pricing Comparison
P‘ump Action Centerfire Rifles

o H R B PR IR YRR SR A S RN AN B RERRY
L LR L R PR L NP R R F LR P S LT
R R TR e e TR L e T R L Ry T TR T

Msgssguzmni@!q@g!uuﬂe [PETITY
SEZgEEEHTHE X ELOHEEE ST R ES T

- INet Whis

§§sb§§:§§ lﬁlﬂe@;u;u

BEEErazay

Model 7600 SYN

$331

Model 7600 Wood

$402

Subject to Protective
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Lever Action Centerfire Rifles

Remington does not currently participat lever action centerfire rifle
market, nor are there foresecable plang: owever, lever action
centerfire rifles are a close ﬂubstltute\moduct for“pimp action centerfire
rifles and it is important to at least und@stand the current offerings available
in the market place.

Marlin

le category ¢enters on the
iedeatures an exposed hammer,
tubular magazine fed actioj The Model 1894 series are
wood stocked configurat ,' 44 Rem Mag, 44 S&W
Special, and 337 Magnun i el model is available as well. An
1894 Cowboy series is he linéiip, targeted towards the Cowboy
Action shooting marlk

Marlin’s basis i the lever a
Model 1894 design. The M.

n is the Model 1895 Big Bore series
i 0 Govt. The Model 444 is essentially a
1 1895 chambered for 444 Marlin, Both the
ture an exposed hammer tubular magazine

Also based on the
chambered for 45
line ewtensmn of

- hunters is the Model 336 series. Also based on
Model 3 s6 series 15 chambered prunarlly n the

od QtOCR conﬁguratlons a camouﬂaged qynthehc
s well. The Model 336 is also offered in a stainless
1g with offerings from Winchester, Marlin lever action
compeutors to the Remington Model 7600, especially
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Winchester

gory with the
¢d on a highly
rs. The Model
with top eject.

Winchester participates in the lever action cegitgrfire I'lfl
Model 94. Like the Marlin, the Winchest 5
successful design that has prevailed for ov
94 sports an exposed hammer, tubular mg
Essentially available in the same princi
1894 (.30/30, 357 Mag., .44 Mag) as @
Winchester Model 94 is a principle g¢
7600.

rand 45 Colt, the

Wholesale Pru‘mg S0

Lever Actio 4 {les
Cireiiirisissaiansinasessesssist s fiiasaiseaieel s el WhISe: ]
MEHURCtREE [0 B of b |V i
Marlin i $243 - $286
Marlin $346
Marlin $341 -%375
Marlin $411
Marlin $£300
Marlin $367
Winchester $272 - $338

" reputation for functioning properly
Las less aceurate than bolt-action rifles
ccept magnum cartridges

6%
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Opportunities
o Re-establishment in European market 4
improving product quality (Model 7409:

e Expansion of French market oppo;
standard line item with 2-shot non-
Niche market opportunities in do

Entry and acceptance in the Law

Threats
o Lcpislative pressures to elimy
autoloading centerfire rifle

substitute product (Mo (
. Enwmmnemal S Chronic  Wasting Disease

the Remmgton centerfire repeating

Current product offerings are well
ct life cycle. The overall market for
pump and autoloa or slightly declining domestically. The

wotld market siz

n that utilizes many of the same components from a
ftort such as the G.A.S. (Gas Autoloading Shotgun)
ould have to be carefully evaluated closer to the
t in order to determine the feasibility of this

project. Suck
launch of
concept.

strategy for Remington’s centerfire repeating rifle
“to maximize the opportunity for sales of the Model 7400
Jithrough focused efforts to target product toward niche
n 2003, Remington will place a focused effort from an
ective to aid in sparking consumer interest and create some
I’ demand through the retail sector. There has been no

—_—
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advertising presence for this product category for a consecutive

years.

Remington
st:chambered for
a nickel-plated
cc. The Model 7400
how, with orders

receiver and barrel, designed for added w
Weathermaster proved successful at g
exceeding the forecast volume of 100¢ Despite the fact that the
product is not cataloged, the Model % hermaster 18 the third most
popular sku for 2002 from an order pers ‘ar 2003, the Model 7400
Weathermaster will be a catalog pr ] »70 Win and .30-06.

MdEL: e e UNSP S N Y lanig:
18427 | 1000 units

1500 units

Maodel 7400 Weathermasté

Model 7400 2-Shot Non-Di
Model 7400 1s popular m t

However, in order for th
must be fitted with a 2

azineg — As stated earlier, the
market, especially m France.
2 legal for sale in France, the nfle
gazine box that can not be removed
anvolved shipping Remington’s key
I'he distributor then must modify the
ston has devised a solution from the
factory ma modlf ;
in the magazine, at sand 1s pinned to the receiver preventing its

remowval.
Mo dei‘lm” . R ) N‘Sﬁ“@ﬁ’mﬁg iié?.i{*
"Model 74007 Shoth $449 | 600 units
: $449 | 600 units

he Model 7400 will rellably cycle and function
on’s European business 1s suffering as a result of poor
e field. A recent letter from Remington’s key distributor in
very Model 7400 received by them undergoes a rigorous
work by their gunsmiths at their expense. The reputation
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for poor performance has become so widespread th ributor, after
completing their evaluation and rework includes an in

stating the following.

We declare that the above mentic
provided for by law at the Nation
Trompia has undergone another

odel 7400%s that were
function with factory
ed. Ome of the key selling points
behind the Model 7400 is that the fi 180 ‘the shooter with the ability
for rapid follow up shots. The “ ture, of course, is lost when
the rifle will not properly cyel
absolute certainty, fungtio
leaving the Ilion facility.

The same letter indicated that of the Ll
received 30 of them or 12.5% .4 i

cliing sales and a softening market, no
ended for either the Model 7400 line

Pricing Considerations
pricing recommendatio,
or the Model 7600 lit

Product Deletions — N
Model 7600 for 2003

ons are planned for the Model 7400 or

- Centerfire Repeating Rifles

term strategy for Remington’s centerfire repeating
naximize the opportunity for sales of the Model
h focused efforts to target product toward niche
s strategy, along with efforts to mmprove the
, the focus will be on stabilizing order positions

A new product concept for a new centerfire autoloading
iness plan considering the state of the market. However,
and preferences do change over time and reliable
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autoleading centerfire rifle using state of the art el could spark

some enthusiasm in the category.

An evaluation by R&D and Manufacturing n
the resources required for such an effort, Tr
to a minimum, the C. AR, should utilize n

¢ Gas autoloading design
o Must function ammo ranging fmm

well as Remington Short Actie
o Capability to function
beneficial, but is not a prege
Detachable box magazin
2-shot non-detachable
Utilization of recoil
Synthetic and wood

.10 300 Win Mag., as
HoErtridges.
nington ammuntion would be

e %N’iﬁ;ﬂ " vl e
$511 25000 units
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Centerfne A11t0 Load

$529 | 10000 units

Centerfire Aute Loa

portunity presents itself, rationalization
0/7600 product lines will be difficult to
me level of increase will likely prove
For forecasting purposes the

Pricing Considerati.
for price increas
come by, In :
necessary in I | margins.

epeating Rifle Price Increases
2004 & 2005 _
egory: - 2004 Yo+ 3008 Yo +:

| Model 7400 | 1.5% 1.5%
Model 7600 1.0% 1.0%

73

liEims v. Rernington
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