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EXECUTIVE SUMMARY

or accessories has
or the world ¢lass
p]‘m:;e Remington in an
ice and new product
ased on sound product
he world firearms marketplace

Jowards that goal.

Vision Statement - No other manufacturer of firearms, am
the rich history, the brand strength, the length and depth of pr
personnel of the Remmngton Arms Company. Thes
industry-leadership position in terms of integrit
innovation. A solid, thoughtfully executed
management will ensure Remington’s dominar
over the long term. This Strategic Marketing P

Mission Statement — When charting a pat :
principles will be three fold:

I. Manage the cwurent product ofiaximum  profitability, maximum
sustainability and in accordance ded s trateglc framework

Buwild a new firearms portfolig
considerable technical talent ag
Service the needs of the 1
future.

Pa

tad

Business Objectives, Shotgun
shotguns are:

e Autoloading §
advantage of

market share from 28% to 38% by taking
launching a serious quality improvement

pump action shotguns the goal is to gain at
ugjh a two-pronged approach. The first phase of the plan
the cosmetic appeal of the Wingmaster and the
Purpose lines. Phase two is a cost reduction effort in
ill be reflected in price to take share away from
St competitors.

otguns/Special Product Opportunities — The goals m
/Under shotgun business are to grow market share from
1% to 6% before 2006 and to buld sustainable margins into the
n addition, special products such as a price-point bolt action
/ill open new and lucrative markets for Remington.

Shotgun Barrels — In the short term growth in the extra barrel
ill come from expanded oiferm;:)s m 16 gauge and more accurate
- barrels. Long term growth in extra barrels will come from
or the Model 2100 New Gas Autoleading Shotgun.

rifled
- offer]
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Business Objectives, Rifles — Tn summary, the three yea
are:

Subject to Protective

ves for rifles

in the marketplace
ally, the objective
units annually to

through a continued focus on quality and value. A
is to grow the Model %97 busmess from the curren

through a comentrated effort on prod
specific needs of customers th
Manufacturing will also be challeng
597 through cost reducing efforts
value to the consumer.

s Manual Action Rimfire Rifle
bolt-action rimfire market through th
The Model 504 will provide |
while filling a current void

makeup opportunities.
ve profitability on the Model
wal or positive impact on

ketplace for a hl gh quallty bol‘r action
: Modcl 504 must scream value by
$s  performance and quality
iced platforms. Market share
objectives for the Mod % share of the total bolt-action
rimfire market (7.5M ally) by 2005,

* Bolt Action Centerfire Riffes ington will protect and maintain the
market share and mag ons enjoyed by the Model 700 series of bolt-
e accomplished through a continued focus
cturing throughput while responding in a
ual needs of the customer. The Mayfield
ity levels to accommodate a 20% - 25%

providing  outstanding
workmanship found only

v not adequately meet the standards and expectations of
respect to reliability (particularly the Model 7400) and
pum capability). The short term focus will be on
n the category, with a longer-term (3year) focus on
a new autoloading centerfire rifle platform which
xpectations of the market while providing Remington
]umes in the 30M — 50M unit range.

uzzleloading Rifles — Despite an early charge upon the
& Aﬁe Maodel 700ML, volumes have deolmed and levcled off in

liEims v. Rernington
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Shotgun Market Summary

According to estimates the 2001 shotgun mark
million units in annual sales volume with a retail
2000, NSGA studies reported 1.22 million purcha

repmsenﬁ_’ ppmx:mately 1 1 5

7% 1 umts and 3% in dollars from the previ
warse, down 14% in units and 15.2% in do
Remington’s autoloading shotgun categor.s

gt rmmpal product categories:
ther types such as Bolt Action that are
w0f volumes averaged over the last

The domestic shotgun market is coms
Autoloading, Pump Action, Break Ac

typically low-volume specialty categogi
three years by category are:

un Safes Volume
'pe in Units®
Units (M
216
573
106
221
34
TAL 1150

rmation System for 2001
f SAAMI Reporting Year End 2001, SMRG Marketrac Report, NSGA

Subject to Protective liEims v. Rernington
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2001 Shotgon Market Share by
(% of Units)

Other, 3.0%

Single Shot, _
19.2% o
t:lll i ll_li_: ,
O/I.Jq 902% ' : ..'. !IIIIIIIl' # ‘

Pump Action,
49.8%

The shotgun market in the U.S. d

‘World

(% of World Sales 11¢ Ex-USSR & China)

Europe, 25%

- United
States, 0%

corldwide are still focused heavily on hunting and other sporting

uses, ersonal defense segment in the U.S.

Subject to Protective ms v. Remington
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SHOTGUN INDUSTRY ANALYSIS

The shotgun market in the U.S. is comprised of 6 major
total over 90% of domestic sales. They are: RemingtonG
Repeating Arms Co® (USRAC), New Englan
Richardson® (H&R), Beretta® and Benelli® (
Group, but they are perceived as separate et
offerings). These six differ significantly in terr
brand perception, Additionally, the big six diffg
the amount of print advertising they buy and the'subsequen
from it.

ers, who together
x®), Browning®/US
Fy/Harrington &
y “owned by Beretta
different product
ir prlcmg, customer profiles and
gmselves from each other in
fefits they apparently get

1. *Customer Profiles”

customer has been conveniently
; old, living in the Southeast or
an anhual income level of $20K-$50K
and who purchases a s “ for hunting purposes. The problem
with such broad de [ 1
segments of the buy
concentrating on what
product outcom
together using ¢
result. With
importance
Simply put,
be to more

¢ Traditionally, the typicd
categorized as male, a_rmmd

ne what product traits are the most important
ast satistied. More on this in the section titled
ities”, page 112.

shotgun product value among the big six 1s highly
nost telling indicator of value in today’s shotgun market is to
“recent average price points among the various product
ompared to sales volume in units. Based on this, the
neralizations ¢an be made about the big six;

ton — Most Remington shotgun products are considered a
value for a relatively moderate price. The fact that all
ington shotguns are American made is still seen as favorable to
jestic customers. The Model 870 is considered the standard for
p action shotguns but Remington autoloading shotguns are
biting symptoms of a life cycle in decline,

Subject to Protective ms v. Remington
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o Moessberg — After exiting the auto
discontinuing the Model 9200, Mossberg |
solely a low-cost pump action igh
products are the choice for the ¢
as possible when buying a pur

otgun category by
irned to its place as
turer. Mossberg

o Browning/USRAC ~ The p
considered high quality a
shotguns are typically
Beretta/Benelli in price
the many uscful features.

'l,ml brand names. These

o NEF/H&R - N
Firearms/Harrington
action, single shotsh
domestic single
mports. :

Marlin, New  England
rdson manufactures mexpensive break

o Beretta — Beretta™s
quality shotgy
taste. Higl j

enelli s now a major competitor in the autoloadmg and
ion category.  Benelli and Beretta together control a

Subject to Protective ms v. Remington
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3. Advertising Expenditures by Manufactur

2001 Shotgun Advertising Exp res by Brand*

(% of Total B Spen
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s spent by major manufacturers totaled nearly $5.7MM
onmnng.m,/USRAC (31 % of total), Beretla Gruup, which

Given

-f:séndlmres wete only 8% or $0 48MM of the tota
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2001 Shotgun Brand Share (%
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Remington still maintams a dominai
autoloading category. Looking at the
1s somewhat mitigated by bott §
autoloader offerings.  Any : :auufacturersy
Beretta/Benelli have similagly broad shot g portfolios.

In terms of shotgun distigbution
the following data for um

omestically:

¥ Distribution Chanpels
% of Units)

Subject to Protective ams v. Remington
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only BrowumgﬁfU SRAC and

nalysis of NSGA and SMRG reports reveals
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This represents a change from 2000 distribution of unit sa

» A 1% ingrease in sales by Mass Merchants.

A 3% decrease n sales by Sporting Goods Stores.

A 2% increase in sales by Specialty Sports S

Virtually no change in other distribution c}

Additionally, 2001 Distribution data for dom

2001 Shotgun I_)istributi‘

. Mass
.- Merchants,
15.0%

] Special
ﬁisll;gﬁm.imw.ivil!ﬁ‘x Iiﬂilllllﬂil*ﬂl\lIII‘I:I:IE peCIa ty

REFREARERIASERRERSATAIAARARNATAAR NN 2 —Spo]‘t Shops’

peeEiEsi f!!fl!lllli! & 21.0%

Sporting
Goods Stores,
58.0%

This represents a 2000 as follows

Subject to Protective ms v. Remington
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Subject to Protective O

Market Category Summary

AUTOLOADING SHOTGUNS

_combined analysis of
1ly with a retail sales
ated for the last three

The domestic autoloading shotgun market, as es
NSGA, SMRG and US Customs data shows 210-
valug of $110-120MM. Sales volumes and m
years of the domestic market are:

OM unit:
hare as estim

BRAND

Remington

Browning/US]
Beretta

Benelli 47
Other _12
220

hotgun Brand Share

_ Remington,
' 27.9%

Browning/
USRAC,
21.7%

12
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Remington Segment Performance

adel 11-87 and the
This represents a
vals. Worldwide

Remington’s autoloading shotgun line includes the Model
SP-10. 2001 sales totaled over 54M units, or $27. 8M
26% decrease m units and a 24.7% decrease in reves
Remington performance for the autoloading categor

'+ Autoloading Shotguns::|-1998 Actual |- 2002.FGCB T 02:P.0: 1
Units Sales {M) 59 1 52.8 518
Sales Dollars (SMM) 257 24.7 24.3
Standard Margin {(SMM) 11.2 10.5 10.3
Standard Margin % Sales 43.6% 42.3% 42.3%

Competitive Qutlook

« The domestic awoloading s
changes. During the last t
has managed to climb to
for several years. As recer
position, staying steady
data from the past 3 veat
to 27.9% mn 2001.

+ NSGA Marketing

domestic shotgun ni

other words, wheﬂ

as undergone significant recent
Yerscas manufacturer (Beretta Group)
fshare and hold a dominant position
y0, Remington enjoyed that dominant
: units. Unfortunately, the most reliable
adV decline in Remington autoloader share

t the autoloader percentage of the total
vhen viewed against a 5 year history. In
oun market fluctuates, the percentage that is in
mained steady at 18-20% of the total
ever, has continued to shrink,

-

and Benelll T hese ﬂzree manufacturers, together wztk
Y of all units sold in the U. 5,

13
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Beretta/Benelli (Beretta Group)
Bereita’s key antoloading shotgun products are the AL
and the new A391 Xtrema. At this writing, the AL39
Walmart. Since its introduction two years ago, the 2 347 chambered AL391
Urika has gained sigmficant favor in the auto shoggun market®H:features 12 and 20
gange self-compensating gas-operated actions, seléé woodéynthetic stock and
fore-end, and is available in field and competitionzgisior

“exclusively to

The A391 Xtrema is a 12 gauge 2 32°, 37 an
shotgun that is available in wood and synthe
Xtrema has been too recent to draw an
However, according to sales trends across:
market has experienced a significant downturit:
shotgun manufacturers with 3 2™ guns
product. Beretta’s introduction of a 3
strategic move,

pable gag-operated autoloading
e, 2002 introduction of the
nclusmns about its market acceptance
dustry, the 12 gauge 3 4™ shotgun
he past two years causing most
ns of various kinds to move
ader at this time is a curious

un and like the Urika 1s chambered
agship of the Beretta auto shotgun
Fand fore-end versions covering six

The ES100 Pintail is an inertia-opej
for 2 %7 and 37 shells. The Pintg
ling, but 18 now only available
SKUs.

Super Black Eagle (SBE), M1 series and
autoloader, and 1s a 12 gauge only, 3 '%7
ood and synthetie versions. The M1 is also
ge field. The MI comes in field versions,
al shotgun platforms. The Montefeltro is a
gauge, wood and blued metal otferings. All
xtremely simple inertia-operated action that is

s main autoloading

Benelli’s

37 chambered gun tha
Benelli shotguns are;
renowned for its reli;

g shotgun design that Browning offers.  There are
sthe same gas-operated action, “speed loading” feature and

. Brownmg has separated this gun mto 37 and 3 57 model% and
ion with a “Classic” that sports a semi-humpback receiver

ster) discontinued the Model 1400 nearly 10 years ago, it had
mtil the mtroduction of the Super X2, This gun 1s essentially a

rsions and will cycle 2 %47 and 3™ 12 gauge loads.
14
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Net wholesale pricing information for the major autoloads

FETTRERERIRENtRERRRtRNenTRIN S et L inenaranenstnarinEr ttaaiiaiatie erinie
VTG UER VAR CAEERIE)
Beretta
Beretta : -819
Beretta $500-$691
Benelli 207-$1017
Benelli 696-5902
Benelli $663-5686
Browning $599-5839
Winchester $512-5743
Remington $325.$529
Remington $441-5554

S.W.0.T Analysis (Stl: i
Threats)

Remington Autoload

» The Remington ghotgui
relatively smaldisi;
minimal, It
they meet th
The lines of

] - compact, it allows the overall gun length to be
construction also minimizes the stock dimensions where

ders come in a wide array of standard options, including
law enforcement, and competition variations.

Subject to Protective liEims v. Rernington
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Remington Autoloaders — Weaknesses

¢ i1 its class. This
it all day.

o The weight of the all-steel Remington makes it the h
is a problem for youth shooters, women, or a
¢ Remington autos, particularly the 11-87,
desirable balance. The barrel contour on thy
make them heavier towards the muzzle th
swing on target.
» The Remington action and feeding desigg althobil - of the art in 1ts day is an
I his is a problem from a

¢ (Cleaning and Mantenance. The des , as system 18 not “self cleaning™.
The fouling that oceurs on the outsi azine tube requires frequent
cleaning or the gun may begin his is not perceived to be a
shooter-friendly trait.

» The receiver markings and er

not perceived as high quality

e currently used are dated and

o 1100/1187 Premier
Remington autoload

rtunities exist to improve the cosmetics of
ple changes that enhance the visual appeal

by reducing part :
o Longer term a ngw

he current Remington autoloading ling are the Beretta
ontefeltro/Super 90/Super Black Eagle, and the Browning
he Beretta and Benelli guns are stand-alone products,
1 5X2 is a virtual clone of the Browning Gold. All of these
in 12 and 20 gauge. The Bcretta angl Browningf’Winchcstcr

opting to chamber then new oﬂermgb in 2-3/4” and 3™ for their
t lines. Furthermore, the introduction of Hevi-Shot high
toun ammunition makes the need for 3 %" 12 gauge guns even

gauge pr

16
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» All of these competitive guns are generally consi
performance by the market place. Remington’s 4
reveals that while these guns are not flawless
outperform Remington autoloaders across the range o
termed “light target loads to 3" heavy magnumni

ity and high
ive offerings
: tley do tend to
ition that’s loosely

Remington’s strategy to regain a dominant
have three parts:

1. Build demand for the existing autol
reliability/lower cost and improvin
2. Expand the offering of custome
or untapped markets such as niche-¢en
By far the most important strat Initia
new gas autoloader that ouf
Introduction of such a prod,
plan, can place Remington

argeting of under-emphasized
nd collector markets.

e effort to design a revolutionary
npetition at a competitive price.
a strong marketing and advertising
utoloading shotgun market.

(8%

Autoloading Shotgun Ps

In support of the strate
for 2003 will include thie:

Model 1100 in 16 gauge. The first will be a
) blued metal, fine line roll mark/embellishments,
andféte-end, and will be called the “Classic Field”. The
finish version with synthetic stock and fore end. Recent
Model 870 16 gauge orders dictates inclusion of both
egy 1s as follows:

experience |
versions,

PR FETEIn s PP O £ L A L1 L P L
1100 16 $574 $453 2000 31%
1100 16 $412 $325 3000 36%

; ode 1100 chambered for 2-3/4” and 3" magmum loads will be
vork to make this modification is complete. This product will
on an exclusive basis to a large chain account like Wal Mart or
on-catalog basis.

17
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L MEOHEE L L L VSR LIS KA ik s Margin::
1100 12 ga. 3" Magnum $449 $354 29%

¢ In pursuit of under-emphasized markets, :
practical competition world. This will es
is competition ready right out of the bo;
reliable gun at a competitive price, as
this market in the last 3 years and haves
competitive shooter,

i oModel s VSR NSE L Yoo Vukeme: s Mareii::
1100 Practical Competition NTa 2000 34%

e A Model 1100 Tournament 8 EJW' be offered for 2003, This will be based on
: O-gradéiwood, 26” barrel and “Model 1100
e of ¢l plain receiver.

FEM R {11 /| (b ] §1§§¥£ﬁfi§fﬁmiﬁiiﬁﬁﬁﬁgiﬁif
1100 Tournament Skeet : : 1000 36%

¢ Model 11-87: A commie
Earnhardt, Sr. willibe off

del 1187 Premier featuring a tribute to Dale
gun will be similar in quality to the Sam
er polished blue metal, high gloss walnut stock
sellishments including Earnhardt’s portrait and
ect, a portion of the proceeds can be donated to the

and fore-end, and
signature. As;

Pricing Con
no planned

Subject to Protective Ol ams v. Remington
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Looking beyond 2003, the long term development strat
will be two-fold:

1. Model 2100, New Gas Autoleader: R
operated autoloading shotgun with feat
autoloading industry for the foreseeable
be positioned as a premium-end prod
(Average net wholesale price after FE
will be offered, a 26”barrel and 28”ibasrel. These two offurmga will be wood

‘ gtion. It will initially be 12 gauge, 2

o Make this the lightest we
high tech materials/m

“between the hands”
o Despite the light
advances and innowv;
gver been done befi
recoiling shotgu
o A new action s
malfunction w

‘1e recoil to a hl;jher degree than ha‘s
ffect will be a dramatically softer-

o The new gun
second to n. I ter, point better, balance better, and perform
NN urgton has done in the past.

o ust be much more robust and wear-resistant than
y d. A compensating device will be part of the
mitigates fatigue on the gun.

v ys and case studies will be done before the design is

the most important features that the gun will need to be

B RN RN TR R I NI NN BB BTN LRI NN BB R B YR AT B S HE A HEY RS EEE AT

NP NP S e Wk Mareing
$699 $551 10000 45%

FEHTHIADEEE EHE B

19
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Low Cost Model 11-87: The second part of this long te to introduce
a redesigned, simplified and muoch cost-reduced Modj
industry rumors that Mossberg will reintroduce the Mo
gauge in 2004. If this comes to pass then the need to lowet
become even more important. Naturally such a fusgdamental
require significant redesign. However, this shoul
redesigned gun is positioned as a low-cost autolog
Model 2100 mentioned above, A symbiotic relg
is the goal, and places Remington firmly at
market. The best areas in which to concentra

2" capable 12
st of the 11-87 will
¢ in the 11-87 will
ategh vision well if the
nts the “high end”

ificantly fewer parts than the current
£, savings from a purchasing,
sourcing of the new parts can
applied to the process. Marketing
d Purchasing to explore these

o A simplified fire control that us
design and can provide 51gn1 1Cant
tnventory, and assembly per
yield significant cost savi
will work with Thon Engisig
possibilities. i

ded. Remington currently has six
dltferent g,a:, z,ystem optmlm itoloading shotgun line. 1f possible,

o Alternative recg ring methods will be explored. The goal
here 15 to 1de ake the 1187 receiver without resorting to

ek, This should reduce raw material cost,
requirements.

11-87 will take some time. The redesign of the gas
rnative machining of the receiver, the simplified fire
ossibility of new parts from new vendors will all require
ime, planning and significant testing. A Law Cost 11-87 is
Jorecast for introduction until 2005. Proposed pricing will

L MSEL L LINSE lﬁYﬁﬁcYEimﬂmm?ﬁﬁ
$429 $375 15000 50%
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i_;_lc}sely tied to
The guiding
nereasing marging

Pricing Considerations - Pricing changes for 2004 and
two factors; internal cost fluctuations and external
strategy for all Remington shotguns will continue to be
without pricing the product out of the market.

ve dramatically and
urrent bottleneck in
nufacturing and high
hanges in price on Remington

Internally, production costs including operating o
in relatively short order. Obstacles to product
Ilion’s barrel shop can ¢ompound the probler
scrap rates spiral out of control. Because
shotguns are somewhat speculative,

In terms 01L external mﬂuences thougpht duct comparisons with competitive

shotgun products in a very unpr
Califorma provides the most recen
lock mandate can chanige the face
necessary to include a state-tested
on-board system that can pas
options increase the cost of

le of how a seemingly simple gun
market guns i Califormia it is now

y mean an end to sales of repeating firearms
action can potentially outlaw the purchase of
le cartridge. According to the proposed law, an
sqamd ammunition including reloading supplies, in a
e Furthermcne individuals who already own a firearm
e another. Tf (his style of fireanns regulations spreads to
mington will face losing a significant portion of its

Despite these caut iportant to attempt to anticipate changes in the Consumer
Price Index ay ; "

| 2004: Y Increase | 2005 Y Inerease
“1.0% +0.5%
“1.0% +0.5%
+1.0% +0.5%
“1.0% N/C
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Market Category Summary

PUMP ACTION SHOTGUNS

0

The domestic pump action shotgun market is esti 62OM units annually

with a retail sales value of $110-120MM,

Sales volumes and market share as estimated fi wee years of the domestic

market are:

BRAND
Remington

Browning/lJSRA

Benelli

_ Remington,
' 36.7%

(]}
RO )

v
x

Mossberg,
41.6%

22
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Remington Segment Performance

th the Wingimaster
in revenue. This
om 2000 actuals.

Remington’s pump action shotgun line includes the Model
and Express versions ”’001 sa]es totaled 22’%M units, or $

[ PLME Acton Shotgans: | |- 1990 AGLUSE | : Stual 2002 F LB 2002 1.0
Units Sales (M) 2721 256,56 281.4
Sales Dollars (3MM) 58.6 60.7 66.7
Standard Margin ($MM) 20.0 20.3 22.4
Standard Margin % Sales 34.1% 33.6% 33.8%

Competitive Outlook

¢ Remington
Remington still enjoys a well &
870. Long considered the.standar
been copied both in tg
manufacturers over thy years. Bet

and and loyal following in the Model
smp action shotguns, the Model 870 has
ion and appearance by numerous firearms
¢ the pump action buyer is generally not as
870 has not been as sensitive to life cyele
870 Pump action shooters seem to value

16 Are only so many ways to make a pump-action
average pump action shotgun 1s in the $190-$200

innovation. In
shotgun., The e
range, wlnc,h:
product, fulfi
to gain sharés
shotgun s,

petitors in the domestic pump action shotgun market are
AC., and Benelli. These three manufacturers, together with
% of all units sold in the United States.

23
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Mossberg

After discontinuing the Model 9200 autoloading shotgus
action business has made it the leading producer of this ¢
offers three main models: 1. The Model 835 Ulti-Mag, whi
capable pump gun that 1s primarily a synthetic camgmﬂag,e 0
5KUs of plam synthetic and wood.  The softness™of e pauge market has
prompted a promotional push from Mossberg in first { this year. All Ulti-
Mags come with ported barrels. 2. The Model which is @i economically priced
pump gun that is chambered for 12, 20 and 41 e Model 500 is offered in 32
SK.Us, and comes in wood and svnthetic, fie iakidelense versions (known as
the Persuader/Cruiser). 3. The Model 590 is a special purpose cylinder bore 12 gauge
that features a 9 shot magazine capacity. qn also comes in a double-action only
version, and is intended to appeal to the liabi cious law enforcement market.
Mossberg also sells the super low-cost i sump action shotguns. These
are only available m 12 gauge with k and fore-end. In addition
Mossberg currently has the shotgun contra S, Atmy.

Il gun Mossberg
2 gauge only 3 A7
r, but includes two

Benelli
A notable exception to these state
pump action qhotgun in 1 999

g introduction of the Benelli Nova
7 synthetic stock and fore-end and a
eir standard rotary lock-up design.
flerent stock and fore-end geometry that
enelli product. This new gun has been an
more than an 11% share in pump action
1d reports indicate that the gun’s weakness
nd in the action bar/fore-end assembly,

almost immediate SUCCEess
shotguns in less than 2 ve:

PER PR pninnannnan s Net Wl Price: s
N el AR TR

: 835 Ulti-Mag $208-$322

500 $167-%$247

590 SP $221-$346

Maverick $122-$144

Nova $292-5413

870 Wingmaster $342-5390

870 Special Purpose §328-$349

870 Express $196-5296
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S.W.0.T. Analysis

Remington Pump Action Shotguns — Strengths

ihd reliability that has
. enforcement agencies,  This s
s ting shotgun community

made 1t the first choice of Amernca’
significant because of the message it s
about the soundness of the design.

e At its core the 870 18 remarkably su
tolerance for dirt and debris that niaks
conditions.

e The Wingmaster is widely viewei
action shotgun designs of all tim

and easy o maintain. Tt has a mgh
smuitable tor more demanding field

most visually appealing pump

Remington Pump Action /eaknesses

hotguns

t pump gun for the public who wants
et segment, however Mossberg has the
tg shotguns are priced well below a
share for Remington a challenge.

for the 870 Wingmaster have decayed
finishegs that used to make it a gun with a

e The 870 Express is intended
a no-nonsense shooting t
dominant share. On
comparable 870, whic

¢ On the high end,

somewhat so that the
premium feel are

improve the Model 870 market position are:

pose:  Cost reduce the 870 Express/SP without

y or functionality that have placed them where they are
high wvalue to the marketplace and protecting

Gins 18 a vital part of this plan.

Improve the aesthetics and handling of the Wingmaster,

intaining its reputation as a high quality firearm.

il order opportumtics with wholesalers and chain accounts,

thy in terms of seasonal specials and hunting combos.
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Remington Pump Action Shotguns — Threats

Pump Action Shotgun Product

o Mossberg contimiues to threaten Remington’ s pump
undercutting Remington’s Express line p
Maverick line. Tn this market segment, cé:
reliability, as evidenced by Mossberg’s hig
marginal in terms of looks and handling.
cost imports such as the Charles Daly pu

» The Nova has the potential to gain sha

design and lower its price.

Pump Action Shotgu

Express/Special Purpose:

be to hold market share whi
Express guns. Recognizing

Model 870 must be preser

* Wingmaster: Lmprovements

rebuild its aesthetic a
embellishments and b

* Model 870 Express ™

he use of MIM parts where they make sense will help in
vement in Express wood stain and a new camouflage
lace the current camo guns at a significant cost savings.

. Significant reduction of our current
Hes S possible it ‘r"ocus is applied to the process.

savmgs are estimated at $20M annually.  Additionally, a new
itkey shotgun will be introduced. This will be an adult turkey
¢ a“¢ollaborative effort that dovetails with the mtroduction of 20
t® turkey loads in 2003 by Remington’s Ammunition Group.

otgun business by
with its low-end
re than looks or
f a product that is

Renegotiated

Subject to Protective

T BB Py ey
urkey Gun | 432 $335 2000 37%
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ome  cosmetic
receiver will
furing tasteful and
stock and fore-end
r. The advent of

s Model 870 Wingmaster - The Wingmaste
improvements in 2003. The original fine line ral
return, along with some “sculpted engraving”™ op
understated artwork. Another improvement opportunlt _
18 a return to the “Fleur de Lis™ checkering p
laser checkering now makes this technically

ressure mentioned above, the only
d” Wingmaster at +1.0%.

Pricing Considerations - Due (o the compe
price increase in pump action for 2003 s fi

Product Deletions — A 2003 product del list is inci:udeci in Appendix A.

Pump Action Shotgun Product Strate 004 and Beyond

¢ Long term, the path for the 87
effort that harnesses modern;:

include a continuing cost reduction
”" and design. By accumulating
“concrete steps towards the goal of
position for pump action shotguns,
price increases for the 870 Express
st come from cost savings,

' law enforcement products to maximize
ans.  Exclusives with wholesalers and chain
nt will also be part of this plan.

* Another priority will b
volumes in this segmeit.of pi
accounts in the perso '

o In an attempt to inck i g
demgn effort mll be msert-molded or overmolded rubber on

he Winchester SX2 for 2002 has a r'ubber

. d ngmaster will mcorporate changes that 1mprove
it of impact when using SAAMI sight picture,
o New recod] will be explored to reduce felt recoil. Provided that

the cost
mntroduced

rget cost for a high performance recoil pad is 55. It’s
s will command af least a $10 premium per gun.

- 2004 and Beyond
T S00E W Tadrease | J0US Wi dnerense
Wingmaster +1.5% +0.5%
Express/SP N/C +1.0%
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Market Category Summary

BREAK ACTION SHOTGUNS - OVER/UND

The domestic break action shotgun market 18 ¢ mar ts, the over/under
shotgun market and the single shot shotgun m

markets will be analyzed separately.

The over/under (/1)) market is estimated tos
sales value of $78-88MM.

| Browning/
-~ UUSRAC,
35.9%

h- Ruger, 8.9%
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Competitive Qutlook

»  Remington
Since the original Model 32, Remimgton has had a nun
market including the Model 3200, Peerless, Madel 396
All of these products have missed the mark &
because of a host of factors including:

o Overweight product

Incorrect handling/balance

Poor wood to metal fit

Incorrect Pricing

Unacceptable malfunction rate

o Substandard aesthetic appeal

+ [ifforts to re-introduce a high quali
have been hampered by sever
customer expectations and poor®
Manufacturing. Success with tli
autoloading shotguns respecti
O/U production. For one,
obtain with the mass prod
polish and bluing, wood to méta

assembly are only a few g

forays into the O/U
¢ Model 300 Tdeal.
le ciistomer acceptability

(eI e B B o

hotgun in the last few years
g imsufficient knowledge of
ication  between Marketing and
odel 11-87 as pump action and
ansfer automatically to successful
ions of fit and fimsh are difficult to
F Attention to detail, including metal
ring, engraving and repeatable 100%
pectations of a higher priced product

the O/U shotgun market and looks torward
this level of customer in the years ahead.
lobal marketplace with the hikes of Beretta,

The largest share in
offers the popular
Together they con
annual sales.

chester has the Feather hne of O/U shotguns.
36% of the market, which represents about 40M units m

The Beretta Groy :
than 30% of dome

O/U arena includes Beretta and Franchi, enjoys more
awhich translates into nearly 35M units annually.

Brown

lhe B the largest selling O/U in the domestic market today at 35M
units tori 15 available m various versions of field and target grades
coveri KUs. The Citori comes in 12, 20, 28 and 410 gauge, and is

“and 327 barrels.
29
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Target/High-Grade. The Field guns are the 525, Ligh
Feather, and offer polished blue metal and various styles
gloss wood. These are the less expensive O/Us 1 the Bro
the majority of sales. The Target/High-Grade gu
Privelege and Esprit, and offer select wood,
stocks and some with engraved sideplates.

d fore-end in high-
e, but account for
. Gran Lightning,

The Winchester brand of O/U is the Supreme, dower priced O/U than the Citori
field grade guns. It is offered n field and spog W royvering only 4 SKUs. The
Supreme comes in at an average $250 less than‘the comparable Citori product.

Beretta
A close second 1 terms of volumes 1s;; - -32 l\/l units so]d annually The

SKUs. The 686 family is comprise
Whitewing has the lowest price i
with checkered A grade gloss-fim
also comes in 12 and 20 gauge, 3
and Schnabel fore-end. The Silver Pi
select walnut and Schnabel foreend.

1shes. The Silver Pigeon 11 1s offered in 12
fas select walnut, but w1th an oil fimsh. The

highly selected waln
Schnabel fore-end.

Ruger .
There are esseitf shotgun offerings from Ruger. the Red Label and
Label features 12, 20 or 28 gauge actions with pistol grip,

Woodside models.
English straight.eg: clays stocks. It 1s the least expensive /U model in the
Ruger line. dside 15 a 12 gauge 37 chambered gun only, and also comes with a
pistol grip, E hostraight or Sporting Clays stock. Ruger’s Engraved models are
essemlall ' Red.Lat els: red with engraved stainless steel receivers in 12, 20 or 28

with pistol grip or Sporting Clays stocks.

30
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Browning

Field Grade

Browning

Target Grade.

Beretta

Beretta

Ruger

5813-$960

Ruger

$1098

Winchester

$909-51018

Remington $906

S.W.0.T. Analysis

Remington Over/Under S| trengths

only truly embraced one O/U design from
ation is the sincerest form of flattery, then
ent, as it 1s based directly on the Remington
d the fact that high quality gun makers like
n 15 evidence that the basic design 1s sound.
and dimensions of the original Model 32 are the
offering, the Model 332.

Model 32. The K-80 is g
Krieghoftf would co
Recagnizing this, the
inspiration behind R¢

shotguns — Weaknesses

I shortcomings have been;

balance for the application for which the guns were designed.
etics like inconsistent wood/metal fit, poorly executed
s and lines that lack style.

jon rates when compared to the competition.

o high given the weaknesses already listed.

3
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e price, Remington
lace to support its
des the best chance
uct life cycle with

introduction. Based on its pedigree status, the new:d
for Remington’s re-entry into the O/U market.
multiple offerings is the goal.

Remington Over/Under Shotgun

1. Well-established O/U product
Ruger prowde the buyimg pubhc W1
equally varying price levels. .

Om Bmetta Browning/USRAC and
de variety of O/U shotguns at
“already a lot from which to

choose. ‘
2. The perception from the publicithat: ington 1s irresolute with 1ts QO/U
shotgun plan creates hesit ' 2 until it 1s clear that Remington

will not change the basi
3. Controlling the cost o

INg year.
is extremely important. The most
& line is profitable is to significantly
reduce the cost of manufacty erruns can kill the product.

prae ¥ of paramount importance. The buying
fU unless the functional and cosmetic quality

s Remington’s

sustainable pr
o To atfect thh
o Establi

wt-reduce the manufacturing aspect of this gun. This is
ant to the long term health of the category. Various tactics
m lpyed to bring the cost of manufacture down so that solid

towards allaying public skepticism about Remington’s resolve in
oducts.
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Over/Under Shotgun Product Strategy — 2(

Kkly.to formulate a
ill benefit from the

¢ 2002 introduction of the new Model 332 came abot
strong marketmg plan for this gun. The 2003 plan, hm
exposure 1n print advertising that is taking plig
sufficient resources towards print media exp
worthy successor of the original Model 32
» An effort will be initiated to improve thg
barrel version.
e 2003 will be a cost reduction year f
streamline the production process wilk
cost to improve margins.
s Marketing will continue the commumca
in regard to quality standards. (n
Quality Audit Team will be OngBi
especially as the cost reductio

ed in 2002 by the Model 332
m,ure that standards are being upheld,

de gun, This model of 332 will have select
\, and engraved sideplates that follow the

to expand the O/U lin
grade walnut, high
Model 332 heritage
and a high grade gun

forcing cones will be available as well,
ecomes more cost-effective, the next best way to validate
tplace is to introduce a 20 gauge version with a small,
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The domestic single shot shotgun market 18 estini 240M units annually

with a retail sales value of $20-23MM.

Volumes and market share as averaged domesg [ three years are:

BRAND
H&R/NEF

Other
23%
NN l:!::lg;“ ‘_

Browning ?;(};'fgium -g:‘;l;ﬁﬁ

2% SRR ::*égéatﬁ?‘g%;.%‘%i o

e P i fﬁﬂ?;@:u;lf Wi f;lﬁlfi‘ OO R .x:

o ORIy NEF/H&R
‘ (Marlin)
75%
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Competitive Qutlook

H&R/NEF s still the market leader in the sin
majority of single shot products are low priced,
price is under $100. Browning is the excepti
trap gun whose market sector is clearly sma
Small volumes and high cost of manufactu
single shot trap gun, the 90-T, in 1999.

1 ategory. The vast
vo]ume guns whose average retail
its BT-99, which is a single shot
0 the lower end product.
causel Remmg:torl to discontinue its own

It’s interesting to note that H&R/NEFs,
imports from China and the former US
vears of 83%+ share for H&R/NEF, the 11
1997, leaving H&R/NEF with only 7

n recent years as lower cost
ads domestically. After many
doubled their market share since

Remington does not compete in
near future. However, there ma :
be ntroduced that is low enough cost s positioned properly. Most likely this

4 rhead low. The design would have to
ild a sin gle shot shotgun based on the very
one in 1891 with the Model | and Model 2
work with R&D and Manufacturing to
on’s strategic framewaork,

be simple and safe. One po
simple Rolling Block actio

determine if such a product fits

A Remington single shot sk {d have to come with a cost of no more than $40
and a net price of less than | ehieve a profit margin of 34-35%. This would
vield around $20 projit:per gun. First year volumes could be expected ar 30M
HRITS.
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EXTRA SHOTGUN BARRELS

Market Summary

The extra shotgun barre]l market 1s estimated to.} M “units annually and

includes the following three manufacturers.

BRAND
Remington
Hastings
Mossherg
TOTAL

... Remington,
53%

Il. EEELERERY LR ELLRY S 3™
_;ll'.l_lullll!llim!ll!!l"“"

fit, extra shotgun barrels have some of the best margins n
products, with a SGM of almost $72 per unit, or over 50%.
36
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“manufactures
wning, Ithaca and
els of quality and
hotguns. Hastings
el 11887, and come with

Remington’s main competition in this market is froms
extra barrels and choke tubes not only for Remington bt it
Beretta shotguns as well. Hastings has a reputation for 'g
enjoys respectable sales with 1ts replacement barrelgif
barrels are offered for the Model 870, Model 1108
interchangeable chokes. The Hastings Paradox® e is con of fully rifled 12 and
20 gauge barrels, and offers rifled sight and sco unt optiohs, The Hastings barrel
line for Remington shotguns spans over 40 SE arries a distributor price after
discounts and terms of 5%-10% less than comyis ton product.

mington shotguns, but only in 12
.7 SKUs and is almost entirely
unts and terms is around 5%
d low quality of the Mossberg

Mossberg® also offers replacement barrel
gauge and only for the Model 870. Their 1
made up of deer barrels. The distribut |
less than comparable Remington barrel;

e 2003-2004; Extra barrel
gauge slug barrels for
gauge VT RC barrel will

rt term will include the addition of 16
10 Wingmaster and Express. In addition, a 16
: retrofit to the “old” style 16 gauge guns. In
6 gauge will be introduced.

; sic direction will be closely tied to the
100" New Gas Autoloader. Tts design will allow for
rifled and have provisions for scope mounts and

mtroduction of th
replacement bar;

echnologles will be explored that have performance
gonal and mwrogroove nﬂmg will be eva]uated for

 for 2003-2004 are as follows:

A0 S0 MR RIS NG el Priee: UISEY Gae N ki Mara
i ; A $142 $103 1000 30%
$101 $73 1000 37%
5181 $131 1000 45%
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SPECIAL PRODUCT OPPORTUNITIE

Model 710 STug Shoteun

710 rifle has qulckly gamed a reputation as a
If the design can be converted for a specialty

Remington’s ammunition group is in the <&
p&n ]‘ormance %lug round called the NX"% or Ne

wou]d therefore be a c-ol]aborative effort*
some very attractive profit potential,

The North American Hunting Ch
laws for hunting big game. Witk
hunters. A price point slug gun feafor
high magazine capacity, inherg
beat the competition hands d
are:

fhere are an estimated 2 mﬂhon slug
gh performance slug round, relatively
uracy and a pre-mounted scope wﬂl

Assuming a 28
A bore-sighted

PEEHIBEY IR HABESHES B O AN R E NN SR EH AR HAYE R R EHEREREEE

P Lo NS P T Year W ohume »Marsin::
$300 15000 42%
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Challenges

Subject to Protective

¢ The conceptual new slug round is still in the early stag

esigning a package
that can deliver high down-range energy wi
time. Due to the required energy, this wil
designed such that it will not fit into a
product is therefore not expected to be r

best gauge to use that will 1i
a simple development effort
bolt head/extractor, 1

require a full R&D
development effort i

Severa] des%n challen;&es a,round the
barrel etc. This will also take time and
ngton R&D is scheduled to begin this

what the rifling should be for this new gun.
NXS ammo, it 1s not yet possible to predict
sate will provide the maximum in accuracy. As the
1t progiesses these questions will be answered, but will
g to qualify the design.

Obviously there i I8
Because of the unk;
what rifling geomet
ammunition dgiel
require signif}

39

liEims v. Rernington

MAEQ000083¢8



Rimfire Rifle Market Summary

The U.S. domestic rimfire market is estimated to be in the
(mnualbr The retall sales value of tlm market is af mxlmate

f 680M units sold
MM at an average

category.

The nmfire rifle segment is domunated by the ginoly ifle, con‘;titutin;: Tle’il"l‘y 70%

Drstribution takes place primarily through m
category leader with nearly 30% of total sl

Product sales by these two manut
market. Total 2001 sales volumes b

Manufacturer)

UNITS (M
219
217

84
35
50
39

9
0
679

' Combineds 3 roclucnon Figures-1994%, SAAMI factory shipments — 2001, Remington actual sales data,
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Compiled market data suggests the following brand shar acturer as a

percent of units sold.

Rimfire Brand Share
By Manufacturer (% ot U

Ruger pnwnw s s n  nnnnnny nnnn

Marlin

--------- W 12.4%.

FRESBaELEAIYANARERE HEN)

Savage

Remington |

Wirchester HBLS

Broveing |

0.0% 0% 30.0% 35.0%

early performance issues with respect G azine box and feeding, coupled with a

retail price position close to th Ruger hive caused the Model 597 to fall short of

dgm longstanding market dominance of the
arded widely as the standard for autoloading
itself in the marketplace through broad

Model 10/22 autoloading rimf
rimfire rifles, the 10/22 ki

At a retail price of just over $100, the Model 60 is often

60 autoloading it :
lar 22 in the world.”

referred to as “the
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RIMFIRE RITLE INDUSTRY ANALYSI

two players, Sturm
in units of the total
¢t. The Remington
g it 8 1% of the total
in the mfire rifle market.
Czech Republic have made
g that at face value, appear

The U.S. domestic rimfire rifle market as a whole is domi
Ruger & Co., and Marlin Firearms, each with just ¢
market volume. Third is Savage Arms with 12.4%
Arms Co. is a distant fourth in the rimfire ritle
market volume in units. Imports also play a
Former Communist Block countries, particy
significant inroads into the U.S. with lower-cg
to deliver significant value for the money spern

Ilmﬁre market. Low-cost rifles in
Aaumits of imfire mifles sold by
s retailing at a price less than
nufacturer s to protect their precious
ositions which translate into low

The price/value relationship plays a key roles

this category appeal to the masses. Tn 2001, of the
Wal*Mart, 62% of said volume was cong
$160.00°. The result is an intense strugih
share of the market by maintaining mmpe
prices at the retail counter.

-end” rimfire market, there 1s a
ling to pay premium prices for high-
re “aficionados,” product offerings
and’ the newly introduced .17 Hornady
n rimfire rifles command higher prices and

In stark contrast to the highly
significant, albeit smaller portion
end rifles.  Appealing generall
chambered for 22 Winche
Magnum as well as premiu
higher margins.

1. Customer Profiles

» If one were to
demographic
would be di
manner. Fog
geographic d
attribute
categoriz
of rimfire rif
groupé.

other than being predominately male, the age, income, and
15 would be so broad that targeting any one particular
tifcult at best. Rather, it is much more effective to
sed on the intended usage of the products. In the case
asonably be assumed that there are two distinct customer
can be categorized as the “plinker” and the “enthusiast.”
‘plinker” by in large makes up the predominate sector of the rimfire
t. Typical end use would range from casual target shooting
casional small game huntmg Purchase decisions by the “plinker”
. be influenced by price, value, and brand recognition. The
17 would often select a product based on the recommendation of

rifle

- confidential
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a friend or relative, or through ample e advertising
medium. The “plinker” would expect ag e
hit small targets such as cans, pie plates af ame, with relatively
few malfunctions across a broad range ' ' '
(especially price point ammunition).§

¢ The “enthusiast” can be classified

customer base. The “enthusia
competitive target shooter, or vg
firearms technology and

more discrinunating
mpetitive or semi-
itively well versed in
capabilities. Accuracy
; e | Minute-of-Angle or
for malfunictions of any kind. While

id. expectations, the “enthusiast™ 1s less
«to make their purchase decision

1d word of mouth throughout

less with a very low toler
more dlscrlmmatmg m tastes

elite f,hootmé> urcles.
2. Brand Perception

e Although no known com
measuring brand perceptio:
drawn from Sports Market
(centerfire & rimfire) m as through general knowledge gained
through discussions with and the monitoring of internet message
boards. Listed below, :ummarg Remington’s brand perception, along with
the perception of th ands within the rimfire rifle category.

s, Remington has established the reputation

alue for the money. The SMRG 2000 study

this as the price/value factor was the number

of the Model 522 Viper and early stumbles with the Mode|
sagued the product with a reputation of unreliable feeding.

sidered as low-cost, prlc& point pmducts, but as high on the
lue scale. The results are products which successfully penetrate

00 Annual Report - Rilles
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the “plinker” market, while maintain
“enthusiast™ sectors of the market. SMR;
very strong position from a brand recog
their dominating position with respect to adv
< Marlin — Marhn is without a doubg:
rifle category. Tied with Ruger w’
has been very successful in ma
Model 60 as the most popular ty
rifle. With entry level pricing
to be very popular with the “
is a reasonable assumption
While Marlin does offer sor
more to the “enthusiast’s,” they”
entry level rimfire leader

o Savage — While third 1 hare, Savage is a distant third with just
t, Also regarded as a low-cost, entry

over 12% of the total i

From this writer’s
level rifle seem s

__Remington,
g2

I —Savage, $o.01

e I TTIL I B

FLEMEIEENY
EEEHEEHEMT
HIEBEANEEENT
MEFEEHEZRENIEE BB 32 5 W
CERLEA RS 1 EE IR EE 2R 1 B

-~ Ruger, $0.30

*2001 A
’ Thid

rtising History

Subject to Protective O ms v. Remington

Marlin dominates the “plinker” segment.
ipecialized bolt-action products to appeal

within  the
% Ruger with a
ective, supporting
xpenditures.

gader in the nmfire
gtal market, Marlin
i} by establishing the
autoloading rimfire

Perhaps Savage’s shortfall
Of all the major S firearms
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The chart above paints a clear picture of the emphasis
protecting their brand share in the rimfire market thrg
dollars. In order to successfully gain share in the rim

Ruger place on
" advertising
, Remington must

provide additional advertising support to generate impression ¢ consuming public.

Listed below 1s the mstorical and current forecast of.
Remington Model 597 Autoloading Rimfire Rifle

EERAEHIHERCERERY
AT HIRBEBOEAR Y

Listed below 15 the total retail distrib
reported by the 2001 NSGA Re Ty °

Rifle Disteibotion
uf Total Uits

o~ Others, 15%

Specialty Sports
Shops, 7%

*._ Mass Merchants,
2%

Subject to Protective ms v. Remington
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Listed below is the total 2001 retail distribution for Remip

2001 Remington Rinfire Rifle Distributi
Retnil Sales % of Total Units

Mass Merchanly, ——-’M

1% o ELTL

A AN OF2KATHIRDBIY
“.' LT ER LR A

rimfire rifles only, it is the bel
distribution more closely resemblé
the NSGA Study. It is also importa _ at the “Mass Merchant™ category in the
case of Remington is made up usively by Wal*Mart.

2001 sales estimates havi the U.S. domestic autoloading rimfire rifle market
to be 473k units annuall

ing Rimfire Rifle Market
mated Sales By Manufacturer

UNITS (MD
194

162
53
42
16

Other

Browning _6

TOTAL 473
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2001 Autoloading Rimfire Rifle Brand.Share
(% of Units)

2001 Autoloading Rimfire Rifles
{(Brand Share by Manufae

~Remington, 1%

Rugor, 31% — PR

HEEHAZANN

SHEWAZAE NI

TXLILLELL
M

Muorlin, 34%

Remington Segment Per_'for" Hogs :utoloading Rimfire Rifles

fire rifle segment with two product families,
MM in revenue. Volume and revenue
9% and 10% respectively.

2001 sales consisted of 3
changes from 2000 to 200¥%

FERURFFAdAFERUAYFANRRERU AT RIRAY

sennsssy Vhodel SO Teisneraave g FOF

HERZIHZIANZBNECRTBT LR LN R BANAR

Unil Sales (M)

3 ' EER S =R F R4 FEEMNARER EEEEI R ERER T ER R L]
!Q;‘”m(ggmwum#zml!uﬁmu&%m}gﬁw s TOA P

" &%m&c{wﬂ%m%!z:s‘\ﬂﬂﬂliwu%lﬁéﬁﬂél anant
57 5l 47 50

Sales Dollars ($MM) %6.9 $6.3 $5.6 $58
Stangdard Margin (§MM) $1.3 $1.0 $07 $0.7
Standard Margin (%) 18.8% 15.5% 12.6% 12. 1%

The Maytield b mily dominates Remington’s presence in the category,
ume of the 53M autoloading rimfire rifles sold. The

d of the Ilion based Model 5352 Speedmaster.

odel 597 has reached a plateau in its product life cycle much
97 problem for Remington is one of complexity. With razor thin
2%, Remington must focus on increasing profitability while
category. For a product which competes in a highly price elastic
a formidable task.
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The Ilion based Model 552 Speedmaster, while boastig
Model 597 of 23% comprises only a small portion of categ:
of a niche market, the Model 552 ig not a serious competito:
rifle market. While the moderate volumes of 2M M-umts P
the growth prospects for tlus rifle, mature in its pro

ppealuw to more
autcloading rimfire
. remain attractive,
imited at best.

Competitive Qutlook

Principle competitors 1o Remington in the A ¥e Rifle market are Ruger,
Marlin, and Savage. Listed below is a brief symmary of prinéiple competitive offerings
from each of these three manufacturers.

Ruger
product is the Model 10/22.
as established a reputation of
red to be the standard by which
s offered in wood, synthetic, and
less configurations,  Heavy barrel

tremendous value for the money a
other autoloaders are judged agai

target versions are available as is

Marlin
Marlin’s dominant product
away the Model 60 and 1
Model 60 is commonly .

¢ most popular 22 rifle in the wmrld_
. the Model 60 15 offered 1 standard wood
stocked, carbon steel m

versions also availablg, M

scope. The stain
Wal*Mart stores.

Marlin also offer
shot magazine, ‘tt
carbon steel and stainl

Savage
Economically pf vavage Model 64 series of autoloading rimfire nfles feature a
detachab Fal &ind are available in wood, synthetic stocked versions with a

inless steel actions. Like Marlin, Savage offers a scoped version
and synthetic stocked configurations with carbon steel actions.
e scaped Model 64°s feature an inexpensive fixed 4X scope.
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Remington
Remington’s mainstay in the autoloading rimfire rifle
Available m four 22L.R and three 22WMR sku’s, the
over 95% of Remmgton s sales volume n the category.
shot detachable magazine box while the .22WMR
shot magazine box. All Model 597 rifles am drilled
are designed with a “last-shot hold open™ featurg:s
position after the final shot is fired.

adel 597 family.
amily constitutes
sions feature a 10-

fscope mounts, and
sthe action in an open

Model 597 — The base 597 is chambered for .
with a blued action with iron sights. Thi
70% of all sales within the product family.

¢s a gray synthetic stock
ion of the Model 597 constitutes

Model 59785 — Chambered for 22LR
action with iron sights and the standard

78518 equipped with a stainless steel
¢ stock

row, laminate stock with stainless steel

I similar to that of the 597 L5S, the

Model 597 HB ~ Featuring a brown™
7y gan barrel. Chambered for .221.R and

597 HB is equipped with a hea
22WMR.

Model 597 Magnum - Ides
WMR.

odel 597 22LR, only chambered for .22

Model 597 Magnum [

received a mixed reception due to early issues with
lastic magazine box and excessively heavy trigger pull.

Priced in be
dlftlcultv '

category standard Ruger. The to the low margin position of the
must find ways to deliver distinct product differentiation (o the

e adding profitability to the line.
49
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Subject to Protective O

As stated earlier, Remington also offers the Model 552 Sp utoloading rimfire
rifle.  Equipped with a tubular magazine, the 552 Speedmas the only domestic
autoloading nimfire nifle capable of shooting and .22 Short
ammunition. The Model 552 Speedmaster featn ed finish and high-

gloss walnut stock and fore end with cut checkeri

Whaolesale Pricing:

Manufacturer. oo Mo i Nei Whise:
A Fa R adiee s Pyfegrree e
Ruger 5139 - $174
Ruger $290
Marlin $99 - 5160
Marlin $104 - S135
Marlin $95
Marlin $127
Savage 388
Savage $149
$91 - $99
5111
$149
$186
5181
ilel 597 Mag $220
del 597 Mag LS $258
del 597 Mag HB | $273

S.W.0.T. Analysisi=Model 597 Autoloading Rimfire Rifles

Lbartel. produces an inheritably accurate product
o Widel¥Gem through a broad range of distribution
anufacturing facility produces a consistent product

ams v. Remington
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Weaknesses

» Early incidences of maltunctions have given thi
proven difficult to remedy

¢ Product is also plagued by the poor reputation and pro ilure of the Model

522 Viper in the autoloading rimfire rifle cat

* Low-margin position yiglds poor profitabilit

e [ow visibility in comparison to Ruger witl

ack-eye that has

SINg CXposure

Opportunities ,
»  Growth opportunities exist with Wal%h

» DPast performance with special make &
volume and can result in improved. maggim
e Speed to market with the ne
Remington in the market with the |
this round

ities have yielded significant

ynady Magnum Rimfire could place
aloading rimfire rifle chambered for

Threats
» Continued pressures from

» Increased pressure from i

e Increased costs of mateg
597 aver the thresho

to protect market share

ased costs of manufacturing could drive the

Product Strate

Model 552 Speedmgs!
No new product |
should be p]aced

ns are planned for the 552 Speedmaster. An emphasis
ing manufacturing quality to protect the small but

Model 597

' atur bolt action rlﬂes chambered for the: 17 HMR. If executed in
ington has the opportunity to present the first autoloading nmfire
s new round. The 597 Magnum .17 presents the following

Subject to Protective liEims v. Rernington
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597 Magnum Synthetic ~ Standard 597 Magnum c¢hambeted. f
597 HB Magnum — Same as current 597 HB Magnuwm e
397 (17 HMR Conversion Kit — Marketed under il
shotgun part order barrels, the sale of .17 HMR Model : I would allow the
current owner of a Model 397 Magnum 22WMRifo conve ir fircarm over to
accommodated the 17 HMR.

T Rl R TR A Valume
e b 2, SR,

597 Magnum SYN .17HMR 5000

597 HB Magnum .17HMR 2000

597 Magnum I 7THMR Conversion 2500

‘ ped combo has proven to be
f Sale data from Wal*Mart indicates
levels, The rifle comes with an
e and 5/8” tube.  Significant
itegory with a similar offering, only

tremendously successful at Wal*Mart;
growth in volume for this sku in 200
inexpensive fixed 4X scope witl
opportumty exists for Remington
with a scope perceived as a greate
17 tube from BSA has been identil
to make this product an exc

7;%%;;g%a;iém%’lﬁée’%a;@%% .+ V] _ aNSP;{Wﬁﬂiéhflﬂa}’{&y% ;%st;!f{#;&‘/&@lﬂ]ﬁje«%

597 ScmpedCombo 40007 $ 130.34 7500

competitive perspective, there is every

the Model 397, especially on the 22LR models.
597 has held for two consecutive years despite rising
on the Model 597 are poor and a price increase for 2003
ce increase is recommended across the line for 2003.

argument not to take
However, pricing o
manufacturing cost
is a necessary action.

Product Deletions - dix A for a comprehensive listing of product deletions.
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Product Strategy — 2004 & Beyond

Model 552 Speedmaster
There are no new products planned for this item. Conslderat be given to special
make opportunities provided they meet a threshold i
Model 597
The key to the continued success of the Mog
reducing manufacturing costs without sacrifici

v lies in maintaining or
lity of pmduct delivered to the

ation of the receiver dovetail cut
: receiver by redesigning the
B2

sponsorship with Dale Eargy
volume in previous years
these special runs were not
alternate sources and solg
this partnership.

* Maintaining flexibil

capitalize on oppor

y vendor yields and inconsistencies,
L&D has been challenged with finding
1 allow Remington to again capitalize on

kly to changes in market trends in order to
such as the recent introduction of the .17
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MANUAL ACTION RIMFIRE RIFLES

Manual action rimfire rifles can be categorized as pump
action firgarms. 2001 sales estimates place the total manu
domestic market at 204M units.  Of the category
volume, accounting for 75% of the category volume
down by manufacturer is listed below.

er action and bolt
rimfire rifle U.S.
jon nilggidominate the total
Nanite annually. A break

2001 Manual Action,

BRAND ACTIONEXRPE  UNITS (M)
Marlin 55
Savage 42
Henry 39
Other (Impor 33
Ruger 25
USRAC 9
Remingt L
TOTA 204

%% of Units)

il Action Rimfire Rifles
rand Share by Manufactarer)

Remington, 0.5%
1

o Marlin, w70%

~Bavage, wo.H%
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Remington Segment Performance

tent. Currently, the
ump-~action rimfire.
is, this product is

Remington’s presence in this market category is essentially
only product offered by Remington 1s the Model 572 Fieldm
With volumes ranging between 1M and 1.5M umi
not a formidable competitor appealing to a sma
perspective, when the 541/581 series of bolt-ac
Remington maintained approximately 10% of t

Competitive Qutlook

As stated earlier, save the specialized lever-aet
Winchester, the manual action category is
Remington no longer possesses a core &
fircarms, hence the following discussio

d by the bolt-action rifle.
weancthie manufacture of lever-action,
on the bolt-action category.

in three basic price categories — Low,
ussgion of each of the three categories.

Bolt-action rimfire rifles can be cat
Mid, and High. Listed below is a,

Low Price (Less than 3250)
Low price bolt-action rimfire rifles
rimfire rifles sold mn the U.S

“approximately 60% of all bolt-action
arkét. Distributed primarily through mass
s are attractive as entry level rifles, or rifles

Savage
Savage Arms participat
Mark-1 series and the g
market and are stron

22LR rimfire category with the single shot
=] series. Both are priced right for the entry level

firearing. Ava
steel/laminated

ble magazine. Also available in a variety of stock and action
gavy barrel varmint versions,

h
LA
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Marlin
Marlin competes in the bolt-action rimfire market withs
price point as well as with products priced at the top ¢
“Low™ price point category. Product offerings are available 1
i the new .17 Homady Magnum Rimfire, As ong
descriptions below, Marlin has by far the greates
bolt-action rimfire rifle market.

fue entry level
we refer to as the
, .22 Magnum, and
e product offering

The Model 15 series consists of two single-s
and one with a stainless action. Both are fitt

Rounding out the entry level price p
and 837TS .22 Magnum. The 8
capable of handling 22LR, .22 1
equipped exactly like the 81TS, &
22 WMR ammunition.

Marlin’s premier ling of 2
series. The Model 8805Q
miended to enhance accug
contour stainless steel barrel®
stock and 7-shot detachat

oth models are equipped with a synthetic

sists of the Model 882 and Model 883 series
shot detachable magazine, while the Model 883

Marlin’s premier .22
rifles. Model 882
sports a 12-shot tul

me in the way of the .17 Hornady Magnum Rimfire
ont between Hornady Mifg., Marlin Firearms and Sturm
one of the most popular topics at the 2002 S H.O.T. Show.
HMR with two heavy varmint contoured barrel ofterings, both
razine boxes. These offerings consist of the Model 17V, a

cartrldgc A
Ru ger, the

Subject to Protective O lams v. Remington
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Wholesale Pricing Comparisen
Low Priced Bolt-Action Rimfirg

m iﬁé BELBERCESE g@zﬁgggigﬁgﬁn_ 2 &j;!i?g%i!&zg,
dfﬂﬁu 'H,ﬂlsl'@l’é PEETFEEL I T B)Et@ AsrEnEasEaif
EEEEE R RS SR LN RSN ESRREES R RS LN RFR SRR R REE S
ISR R R IR E RN RE AR R R IR IR R RN R ] i

Savage Mark -1 Single §
Savage Mark — 11 Repea

ter

Savage Mark -1 $136 - 31'57
Savage Model 93 ‘3111 §139
Savage Model 93 Mg, HB .~ 5188
Marlin 1 111

Marlin Model %1258
Marlin Mode] 23 $113 - $133
Marlin 5129 - $149
Marlin $114
Marlin 5139
Marlin $169
Marlin $178
Marlin $174 - $185
Marlin $181-192
Marlin $144
Marlin $216

Mid Priced ($250-3500)
Accounting for approximate
domestic market, rifle
market.  As a result,;

bolt-action rimfire rifles sold in the U.S.
priced category appeal to a more discriminating
command a higher price. Rifles in this price
wres found on popular bolt-action ¢enterfire rifles
higher grade wood and superior finish. Remington used

such as adjustable fig

to compete in this with the Model 541 and 581 series of rimfire rifles.
Ruger
Based on the po @méfhm ufle series, the Ruger M77/22 shares many ot tlw

styling characteristi
: T80, the 77/22 has gamed quite a foothold the mld priced

.t%()l"v Models are available in 22LR, 22 Magnum and the new .17
imfite.  Available in walnut, la.mmatedl and synthetic stocked
otli"blued and stainless actions available. The Model 77/22
v style magazine found in the 10/22,  Another nice feature of the

ge, the .22 Hornet. The .22 Hornet offerings have proven very
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CZ (Ceska Zbrojovka)
In the mid 1990°s importation of the CZ ZKM 432 seri
began. Manufactured as at very low costs in the former ¢
Czechoslovakia, the CZ product is a no-frills albeit sturdy platl‘
a following the U.S. Domestic market. BATE impi)
units are imported into the U.S. on an annual hj
Amgrican, and Varmint configurations, the CZ
steel receivers and hammer forged barrels with

i rimfire rifles
ist block nation of
at has gained quite
mdma‘m some 6M-10M
m European, Classic
tcaturc urkish walnut stocks, cast
: matte finish.

Wholesale Plicmg .

Mﬁxﬂifﬁﬁiﬁ«ép zaNet Whsle:
GYFARUBAELRLEERYRIEAS CEEEERE T Y RS T ET Y I
FEIAsYLEGHEREESY & & _Eﬂ_@ﬂf‘?f
Ruger 29 - $348

| §225 - $250

High Priced (Over $500) _
The high priced segment of 4
far. However, prices commy

rimfire market is the smallest category by
in this category are far from the $100 price
a significant step change in price between
i rimfire rifles. While the Mid Priced Rifles

while also drawing |
in the High Pric
relationships.

Kimber
The Kimber 22 has - sreviews by some promingnt outdoor writer’s as being the
finest Amer on rimfire rifle available. Recently introduced after
| ction rimfire market, the Kimber 22 has gained popularity.
he-box accuracy of 5-shot group sizes not exceeding 0.40”
ber have deter mined this claim to be son"lewhat misleading

eahhv pnces The Kimber 22 is available in “no-frills™ Youth
he mid-line Classic version, and a highly decorated Super
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Cooper Arms
Founded by former Kimber employees, Cooper rifles
based on many of the same features as the Kimber line.
small circles that Cooper rifles represent what Kimber bolt-a
be™ 1mplym g that the scrutiny and attention to déta
product i1s manufactured has diminished. The Co
and varmint configurations with varying srades of}

¢ly known ate
 been said in some
1fire rifles “used to
h current Kimber
fvailable in sporter

Sako
Operated under the umbrella of Beretta, Sakg .in the High Priced bolt-
action rimfire category with the Finnfire rifle” The Finnfi based on a scaled down

version of the Sako 75 centerfire rifle. U volumes are estimated to be less

than 2000 units annually.

Anschutz
Anschutz truly sets the standard for b nimfire rifles.  Well known and
respected throughout the world for ithe Anschutz 1700 series stands
in a class of 1ts own.

il‘/ﬁ’f”“‘“f"’_* 1y

FEREREANTEAREY

o :::‘:iaﬁ:ﬁ;@:ﬁiz*:
$500
$700

ric $1300
del 57 Classic $1000
Finnfire $600 - $700
00 Series | $1000 - $1300

Model 572 Fiel
While no addlt' erings are planned for the Model 572 Fieldmaster, this
ends of the NRA banquet gun of the vear for 2004. This
in the 4™ quarter of 2003. The NRA banquet gun will be equipped
t combed walnut stock and fore end with finger grooves like
ADL” wversion of the 572, The receiver will feature an
tent provided by Baron’s. Remington will not be charged by
1 enhancement. Quantities are expected to be between 900 -
doubling typical production quantities for 2003, MSP will be
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Product Strategy — 2004 & Beyond

Model 572 Fieldmaster
No additional ofterings are planned for this categor
special make opportunities provided they meet a threg

Madel 504 Bolt-Action Rimfire — Development
action rimfire from the Remington Arms Co
pricing pap between the Mid Priced and High
will 1s being designed and positioned a
Remington’s core competency in building ¢
action rifles, the Model 504 will boast man
platforms, The Model 504 will initially be offe

.17 Hornady Magnum Rimfire. Key pr

fway for a new bolt-
void i the current

Dual extractors
Satin finmish walnut stock
medallion and laser cut checke
¢ Platform is expandable

s & > & I

EERERER IS EEE LR LR RS
G IR EIGFGREA[EREREFE
ERFRUARREVIAIEREUERE
EEEEEEEEEEER ]
%5 Fi 2 B[ T

¥2 :ssw;u%s;*a&;;a]\[ﬁpgiﬁ; srzgsasuiiines
& EEEREER TR EFR N RS EE R FEETE RS EEEEEEE-F
§§§§$§§333§E§i§i%ﬁw5§ HERTHYSAERNERE
E] CHEBEEAERT UGS F i M E 2 EELESEERFE R R3]
5 %Xﬁmi%ﬁﬁiéﬁm}ﬁ%? S5 Mg B0 5
E8 3 RE G E EXF

$ 43794 40% 3000
504 § 72000 [ § 45582 42% 1000
504 % 22000 % 43582 17% 1500
Low Cast Balt Acti ¢ Riffe — 2001 Point of Sale data at Wal Mart alone show

over 35M units
sales were yout The challenge for Remington has been, and is likely to
continue to be the 1 anufacture a product that can be sold at wholesale to hit

“¢an be marketed under the Remington brand or co-branded with
ke, Mohawk by Remington), With the strength of the Remington
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Low Cost B.A. Rimfire

$93

$65

20%

hERLY ihigdu iy
ERFZHIRTMEN RS

kpdiddplid p e by

AM - 20M
Units

Pricing Censiderations - Pricing will be revie
most effective pricing strategy from vear to ve
constantly changing, making meaningful fo
effective at best. Pricing strategies will lik
opportunistic events and conditions.
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CENTERFIRE RIFLE MARKET SUMM

ire rifles at 960M
the market value

Market estimates placed the 2001 U.S, total market fo¥
units.” Given an average retail price of $350 pe
at $336MM.

SAAMI’s 2001 report of factory shipments show: ¢
rifles of approximately 2%. It should be note
comprehensive view of the total market as
players such as Marlin Firearms. In stark
showed a 25% increase in centerfire rifle
This increase was attributed primarily to the
action rifle, produced in the Mayfield Kentucky'
the introduction of the Model 700 ADE
Remington’s centerfire rifle business by#ig
for the Madel 710 mirror those of 2001,

2000 levels.

over the last three years across the
ngton Arms Company. With the

Centerfire rifle sales have been
industry.  The same holds
introduction of the new Remin
1999, category growth has b
for high margin all weather
healthy profit margins.

g Additionally, high levels of demand
ifles with synthetic stocks have resulted in

rder positions exceeding plant capacity have
sitions remain solid, it appears that the
ed a plateau, at least as far as the near term

Market momentum has s}

The centerfire rifle s ssentially composed of three product categories. 2001

volume estimate:

l' Category | Units (M)
Bolt Action | 560

Repeating” | 361
Single Shot | 42
Total 963

& I;c\ 21 Aclion
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In contrast to the rimfire rifle
centerfire category, commandi
Centerfire rifle unit sales for the U

Subject to Protective O

Bolt Action |

Centerfire Rifles by Action Ty

Repeating

Single Shot

10%

LR TR T EE EE L EEEPEE L
R sugrivasnsnbsbubRsntudzany
l’\l”n3@5;&ang:uzw;gg“uma;agg

Il[flEI%&@!ﬁii&ilﬁ&EiiQi%%lé
&’&?&‘é?lﬁ&ﬁ#ﬁilh#i'&?
R 2 E QRS R R AN ER NG
;Hﬁl FhEEEEEEiATEYE
EER TR R EE R EEEE
GERRERUERGAGERUY
ib&f—mw w5 Hm,f;

20%

50% 80%

HEms v. Rermington

t are as follows:

UNITS (M)
225
182
140
101
100
2
67
33
25

963

olt-action rifle dominates the
of the sales volume in units.
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Compiled market data suggests the following brand shar anufacturer as a

percent of units sold.

Centerfire Rifle Brand
By Manufacturer (% ofU

Remington I

B L L LR LN DL L YR R e S R Y
Ruger [y i e g o e e g

NNRRARNS e
llllll 19%

Winchastar

N IR ez uEa s u s R ARYREELEY
Marlin [§s:ssnesssusepsnossengensy

Other (REssgdp¥n¥snhadriadatanas &

EAS RO RNEER Y FQ A
DBAVAGE [KSI2rnrsssasIsRREsREny

4

Browning

HER 3%
Waatherby | ¥k
0% 5o 20% 25%

th respect to brand share in the
s of the popular Model 700 line of
‘growth was spurred in 2001 with the
ntry level priced scoped combo bolt-
i retail. 2001 sales of the Model 710 were
s for the Model 700. Bolt-action rifles

Remington maintains a domi
centerfire rifle category, prima
bolt-action centerfire rifles.
introduction of the Model 7
action uﬂe priced in thc suby

number two spot with a 19% share of the
ton, Ruger’s portfolio is much more diversified
. ugh strong in the bolt-action category with the
fis a dominant position with respect to semi-automatic
1 14 series of “ranch rifles.” Ruger also holds a fair share
y with the No. | series.

Sturm, Ruger & Com
centerfire rifle category
with respect to “acty

centerfire rifles wig
of the single sho

.5. Repeating Arms/Winchester. Approximately 60%
% in the Model 70 bolt-action vifle. Of that 60%, it is
he Model 70 production lies in 4 sku’s of scoped combo,
The balance of the Winchester centerfire category falls in the
gating rifles, a modern day varant of the one hundred plus

entry level prod
Model 94 lgver-

irth largest participant in the centerfire rifle category competes
‘based on the lever-action repeating design of the Model 1895
ein. Marlin also recently purchased their way into an additional
64

Subject to Protective ms v. Remington

MAEQ0000863



3% of the centerfire market with the acquisition of Harri
popular manufacturer of break-action, single-shot rifles. s

The “Other” category consists predominately of imports,” as custom rifles.
Although the import category 1s significant, a larggiportion o market consists of
imported surplus military rifles. In fact, it is estimiated: thiat nearty’ half of the 100M
imported centerfire rifles are comprised of surp vifirearms. It should be
noted that the seope of the remainder of this r e focused on sporting
firearms as Remington, with the exception of d products for law enforcement
and military applications, does not participa nilitary style firearms for
sale to the general public. '

Arms with 10% share, Browning
1 a 3% share of the marlket.

Completing the list of top industry players are
with 7% share, followed by H&R and W

CENTERFIRE RIFLE INDUS" CANALYSIS

two manufacturers, Certainly th
field is bit closer to level betw
exists amongst this segment, pri
to the market through ne
construction, and by introdu

stry, the price/value relationship maintaing
segment. Consumers place a great deal of
ecision, and quality obtained for the dollars
e rimfire rlﬂe malket centerfire rifles maintain a
While entry-level priced
rifle market typlcal entry level price points are sub $400
0 at retail for the rnimfire market, Centerfire nifles are by

ized tools for more specific end use applications and

Like other segments withi
a great presence within

pmductg exist in tl
at retail as oppose

entertire Rifle (< $500 Retail)
erfire R1ﬂe ($‘SOO ‘}3800 Retall)
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game hunting and the hunter with a himited budget. En
the centerfire rifle category account for approximati
U.S. domestic market.

f 6fferings in
H sales in the

Premium Centerfire Rifle
Appealing to a more discrimimating audience, the
the sporting firearms market consists primarily
flagship products of the varions manufacturers
stainless steel, high grade stocks, polished b
perceived level of attention to detail. The p
approximately 50% of retail sales in the U

ire rifle category in
1 s that constitute the
turing hig rade options such as
1 work and an overall higher
efire category accounts for

=

Specialty Centerfire Rifle

___________ are generally highly focused
y barreled long range rifles with
inting, or extended range big game
tieidtate of the art materials such as
s and in the case of the Remington Model
om built firearms would also be

tes the remaining 15% of the U.S,

toward a specific end use. Examples
specialized target stocks for situations su
hunting. Products within this categery oftes

included in this category. This §
domestic market.

Customer Profiles
As is the case 1n the rimfire eral demographic studies are far too broad

1 conclusions with respect to specific

substance, but with curt,
at best.

Based on market tr
nearly three fourth

centerlire rifles purchased in the domestic market are
. 4 . . . .

tions”’, Based on personal experience, this writer believes
e and that in fact, the actual figure for hunting usage

The “hunt

¢ can be categorized under two broad headings, “casual” and
“dedicated. |

within the category 1s estimated to be skewed 60% toward

a year, generally in close proximity to his or her home. It can
umed that game types and hunting situations do not vary a great

001 Annnal Report
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shooter.

Subject to Protective ¢

[}

deal for the “casual” hunter. Firgarms are also cho
widely available, well known and competitivg
Congumption of a full box (20 rds) of centerfire a
would often be ambitious at best. The “casual”™ hunter:
may not have the income at Ins or her disposal: i
dollar scope/rifle set up. In fact, he or she
need to one rifle.  The “casual” hunte
technically savvy with respect to firearm
making products which are easy to us
“casual” hunter would expect a functi
capable of taking medium size gam
product category gaining immense pep
the “arab and go™ scoped combo centerts

ation given to
finition types.
within one season
not see the point, or
expense of a mgh
diby etther budget or
be categorized as
nd optics technology
ick to set up attractive. The
il product that vields accuracy
typical ranges of less than 200 yds. A
arity with the “casual” hunter profile are
with scopes pre-mounted and
:nd user.
rms, ammunition and optics
ame species and hunting situations
- swment as he or she may travel to
varied destinations to hunt. dedicated” hunter places greater value on
enhanced product features s l '
and the incorporation of hi
other alloys to tailor a pro
“dedicated” hunter likely

The “dedicated” hunter would generally
better with a very low tolerance for
t be uncommon for a consumer within this

It should be «

likely a great deal of overlap of target shooters
cated” hunters.  Target shoolers are perhaps the most
the centerfire ritfle category with respect to rifle and
recision accuracy is critical to the target shooter. It is
“he target shooter to purchase a factory produced rifle
he firearm to have custom work performed. Custom work

rifles are purchased by target shooters on an annual basis.
made rifles utilize actions from factory based platforms

fiims v. Remington
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Brand Perception

of emphasis on
e buck. This holds
t. make very strong
thére is a tremendous
particular brands are

Brand perception within the centerfire rifle market place
the value/price relationship or quite literally, the most “bang
especially true for the brands participating at lowerips
cases for the consumer to get “more for less.” Tl
level of brand loyalty within the category, providesd
maintaining consumer expectations with respect ;

o Remington — Remington is very well
centerfire rifle market, primarily
manufacturing of bolt-action rifles. }
bolt-action centerfire rifles than the
reputation is based upon the foundaty
action centerfire rifle. First mtr Model 700 series 1s perhaps
the most popular bolt-action centetfite ¢4 ilt. At the end of 2001, over 4
million Model 700°s had beg ‘ i
accuracy”'” the Model 700 rj
consumer perspective. 11
rifleg are the standard by w; ]

o Sturm, Ruger & Co. - Seconid
share, Ruger p'irticipate
14/Mini 30 series of ¢ : M77 bolt action centerfire nﬂer, are priced
comparable to that ofithe Remm Model 700. Although regarded as solid

. ply have the following of the Model 700, nor

the extensive depth n th er also maintains a very healthy position 1n

14/Mini 30 series ding rifles are by far the most popular in their class.
Ruger spends g fvertising than do any of the other manufacturers
participating i stic centerfire rifle market. As a result, the Ruger
brand 15 wi nzed, aiding to pull product through the marketplace.
Although pe : i i

e late 1800°s with the Model "94 seri¢s of lever-action
e Model *94 remains a staple in the Winchester line, it plays
Model 70 series of bolt-action centerfire rifles. In fact, prior
toe of the Remington Model 700, the Winchester Model 70
s the finest bolt-action centerfire rifle in America. Winchester
a2 loyal following of consumers, predominantly residing in the

whorized History of Remington Arms Co,  Peoria, TL; Primedia Special Interest
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Western and Southwestern regions of the Umted
that in a survey conducted by SMRG, Winchg
manufacturers with 64% of respondents stating that #'s brand name was
influential in their purchase decision, placing greater @ : itert
than the price/value relationship'.  Thi
Winchester’s fourth place position with r
indicates that the Winchester consumer is
are other centerfire rifle consumers,

o Marlin — Marlin Firearms participate

esting to note

ising dollars spent
al to the brand than

erfire rifle market only with
“ilso, purchased a dominating
tifle market through the
_(H&R). The Marlin brand is
d: (in comparison to Remington
ater with a limited budget or
unting rifle.

~marketing efforts toward reaching
is is reinforced by Savage CEQ’s

statement in the 2002 produc
accuracy at an affordable
10/Model 11 platforms tg
lacking high grade finishing
reputation for being an ag
price/value scale.

o Browning — Brownify
bolt-action centerﬁ

‘relies on their bolt-action Model
Regarded as “no-frills” firearms,
ils, Savage rifles do in fact carry a
“hm reinforces Savage’s position on the

dy 7% of the U.S. domestic centerfire rifle
wnm g has a Very loyal customer base This

‘emphasis was placed on brand recognition and dealer
dvice” response is not surprising as Browning follows a
ge extent.

Tnstead, a
advice. Th
dealer direct

Annual Report
et Catalog
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2001 Total Print Ad Expenditures — Centegfi

category are relatively eve
contrast, spent nearly twi
than did Remington, M

Subject to Protective

2001 Advertising Expenditures
Key Centerfire Rifle Brand

s
(% in Millions)

TYLED . Westherby, $0.3

Ruger, 1.1 -, aiciucond
BEr, ‘MIIII~!- \Q’ )

Marlin, 80,5

' E
T L ER LS i
L LTI YEEE

o Remington, $o.4

LA,

Winchester, $0.4

% spent on supporting the centerfire rifle
between the top four players. Ruger, in
dollars supporting their centerfire rifles

‘ili§2§8\
QEZTEAEEEE

EEhdEday
AESEAEYGE)
RERHERER
HEREAEREY

FigEptetpidtaty
FEGHAFRAEANGITER

sEREEdER)
EES R R E T
4 EEHEWARES
F. £ )

$20.00 34000 $60.00 $80.00 $100.00 $120.00
($M)
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Distribution Analysis — Centerfire Rifles

The table below portrays the estimated distribution through n tail channels in the

U.S. domestic market of Remington centerfire rifles

Remington Centerfire Riflg
Retail Sales % of To;

Dealers, 35%

o Chains, 48%

From a wholesale distributi emington’s position is as follows:

Remirigt Wholesale Distribution

__Mass Merchants,
’ 15%

o Chaing, 10%

LA AN LS 2
L e o

- Dealor, 6%

B
==

o |
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Distribution Analysis — Centerfire Rifles

The table below portrays the estimated distribution through n tail channels in the

U.S. domestic market of Remington centerfire rifles

Remington Centerfire Riflg
Retail Sales % of To;

Dealers, 35%

o Chains, 48%

From a wholesale distributi emington’s position is as follows:

Remirigt Wholesale Distribution

__Mass Merchants,
’ 15%

o Chaing, 10%

LA AN LS 2
L e o

- Dealor, 6%

B
==
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Subject to Protective dams v. Rermington

MAE00000871



Remington currently occupies a doeminant hrand
centerfire rifle market. 2001 was of great significan

p
el 710 rifle. The
with demand levels
i objectives are to
ity to fulfill more of
term objective is to

exceeding Remington’s ability to fully supply the
continue to grow Remington’s brand share through
the market’s demand for Model 710°s. An on
maintain the integrity of Remington’s reputatio
through continuous improvement initiatives
competitive advantages with respect to perceiy

Remington Segment Performance — Bolt-
Remington competes in the segment with thrée:d
Sportsman, the Model 700 series and the M

volume consisted of 194M units or $8

on Centerfire Rifles

iet product families, the Model 710
compact rifle, 2001 sales
enue. Overall volume and
ses of 28% and 26% respectively.

WL R TR STV L TR = RS T s e T4 B 7 S 12 A L
synuepEassErmaRgsHEnRnn Rap aptpule e “tgﬂgix snpEpaplreus s REM Tonspaananrsunnaye
Unit Sales (M) 0 ) 40 453 41
Sales Dollars ($MM) { S04 $11.7 $10.5
Standard Margin ($MM) 0 549 $5.3 $4.7
Standard Margin (%) 0 46. M4 43 4% 45.1%

sye i ez dnyn QéMkh s s M;ZHU(&MNMZQM&H

*9&5’“&9?1#* Mgﬁ%iiii%& iﬁm&i,ﬁﬁiﬁ%“ﬁﬁwﬂi
EX] FEEHE FEBHE HERBEASRIHSEEAEH

« febopled 0 e smpbinn o 2o xn

EEEEUAEER I EFREREABY RNy

sEussZesucscuzssusszEzEIes :
Unit Sales (M) 103 1 1015 1290 1290
Sales Dollars (M) & $37.3 $37.3 $48.2 $48.1
Standard Margin ($MM) $17.4 177 $22.1 $22.1

Standard Margin (%o) 16.5% | 479% | 45.8% 45,90,

“Includes Model Seven Regular:

s ¥adel AlG Stainess, oo

GEURFEGUAEEEFREIRUGD

N T YO T S W B (5 S ;ibﬁigﬂ;
; R U T A L0 1 T Lkah bl il 63 A SRS LE LS
291 338 47.3 39.0 41.4

Unit Sales (M)
Sales Dallars ($ 11.6 513.1 $16.7 $23.1 $21.2 $22.9
Standard Mang) $0.3 36,9 58,9 $12.1 $10.7 $11.5

Standard Margin (% 54.4% 52.7% 53.5% 52 3% 30.3% 50.3%

*#|ncludas Modek®

Jpﬁq“am auzmﬂhu agﬁibmlxsunmeﬁ@@?@unaQObMA
B3 NG | ER L afﬁfﬁiﬁf%g iiAMﬁFiiﬁit%Sﬂf;&ﬁia?&ﬁiiz&iiz
* 38 5.8 12.0 6.9
* $2.0 $2.0 54.5 2.6
* f0.9 $0.9 $2.0 $1.1
# 45.5% 44, M 43.0% 42.6%
EEEICE PRI R T VSRR RFREERFE. [ EEETERRS ) |1 FEELERES I 110 ERRL R+ |t F 1 £ EX]
bl AR KRR GBI R e
i ** 33 3.9 8.5 3.1
*E ** $1.5 317 $3.7 $2.2
*E o $0.8 $0.9 $2.1 $L2
o i 34.5% 37.0M0 55.2% 34.8%
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The Model 700 series clearly 1s the dominant player in.the.bol
category for Remington. Accounting for approximately
the Model 700 family continues to make a strong showmg
Model 700, the Model Seven 1s an Ilion plant based produc
of a miche market product, the Model Seven has shog
to the introduction of the Remington Short-Ac

cetplace. Like the
undoubtedly more
ke in populanty due
series of centerfire

rifles was perhaps one of the most successfi;
history. Targeted toward the entry level m
Merchants and Sporting Goods Chain store
positions for 2002 easily exceed plant capacity:
reSulted in a lustorical all- time high shipmgnt.pe

rcsulted m an estimated 8% plck P

Company.

300000 graes
250000+
200000

1999 2000 2001 2001 2002
YTD YTD

nterfire rifles have showed considerable softening,
‘Model 700 “Regular” category occupied by the 700 ADL and
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e of current

700 BDL blued, carbon steel rifles. This softened p
{ ith respect to

market conditions, combined with the fact that most ba
rifles chambered for the Remington Ultra Mag calibers ha

[ssues critical to the continued success within this categ;‘oly are:

» mproving and maintaining product quality :
Timely fulfillment of orders
Ability to respond quickly to niche market
Maintaining competitive positioning wii
Product centered advertising on cor
through the markeiplace

tunities and special makeup’s
) prodiuct cost and pricing
iinue to “pull” product

Competitive Outlook

The following section addresses the iple categories of centerfire rifles as
stated earlier, Entry Level, Premiumy;
action centerfire rifles from a compe
category, Remington competes pr

and Weatherby on various fronts

HAC

Entry Level Centerfire (< $50

Savage Arms
Savage plays primarily i
product offerings are the’

bolt action centerfire category. Primary
rics of firecarms., Awvailable in wood and
synthetic versions, with hable magazines, the Model 10/11 are known
not tor their styling, by : tion for solid performance at a low price.
Savage also set the preczed : sseoped combo package guns, offering consumers
+ to $haot straight from the box. Scoped combos are
¢ versions, with and without detachable magazine boxes.

ar to the Remington Model 700 family n that vanants
¢ points. Model 70 variants with “controlled round feed”

w in calibers .270 Win, .30-06, and 7mm Rem Mag to Wal
mpete with the Savage package guns, the Model 70 scoped guns
petitor to the Remington Model 710, Non-scoped versions of the
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Model 70 Black Shadow compete primanily with the (R
Synthetic. Reliable sources indicate that the Wal
account for 40%-30% of Winchester’s total Model
Model 70 scoped packages were purchased at retail

Remingion
Remington competes in the entry level categor The first product

es. The Model 700

h and iron sights. First
adel 700 ADL Synthetic has proven a
worthy competitor to the Winchester Model 707813 ow as an entry level product.

tom Remington m the entry level
of scoped combo package guns.
fy priced and cost effective to
more effectively penetrate the true
lel 710 carries the reputation of the
onally lower pnced Savage package
duct launches in Remmgton history,
has drawn order positions in its first
acities, OF further note, the Model 710 was
ine’s “Best of the Best” awards.

The second and most recent product;
category is the Model 710 Sportsm
Introduced in 2001, the Model 714
manufacture, affording Remington {

icing Comparison
terfire Rifles — Bolt Action

P Seritemmritivieibebt iba L A A 1L oW

T TR, CEIPERER FEEORE v 1 SEei
< [10/110 $277 - $312
110/111 Scoped | $287 - $393

M70 Blk Shadow | $335 - $353

M70 Scoped $325
700 ADL $382 - 5400
700 ADL SYN $331 - 8349
710 Scoped $290

32001 Wal L CONFIDENTIAL
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Premium Centerfire (8500 - $800) - Boli-Action Rifles

Ruger
The Ruger M77MKII series fields a broad array of produ
category. Generally priced toward the lower end
competes heavily with the Remington Model 700
Like the Winchester Model 70 Classics, the Ruges

gs in the premium

the Ruger M77
: odal 70 categories.
a:three-position safety

floor plate magazine. Walnut stocked confi
compact models with blued finish. Stainless g
or synthetic stocks as well.

Winchester

The Model 70 Classic series represents, stet™s position in the premium category
of centerfire bolt-action mfles. Featurin osition safety and Mauser style claw
extractor for controlled round fee 70 Classic has enjoyed quite a
followwg All feature hinged flog plate and are available in full size and

ure polished blued metal and the
Barreled action.  All premium grade
r “clean barrel” configuration. The
Remington Model 700 BDIL, & BDL

Model 70 Classics are produced n
Model 70 Classic is typically marked. a
SS product families. Followiig 't
Ultra Mag family of no
Winchester Firearms in
introduced the Winchester '
magnum cartnidges. T
development for the M

" Winchester Ammunition and Browning
(WSM) family of non-belted, short-action

ic fa 1ly of firearms.

Browning
The Browning A-Bg
category. The woopd s

grades, Hunter, i

tes exclusively in the premium bolt-action centerfire rifle
o varant of the A-Bolt, the Hunter series is available in three

andGold Medallion with each increment in grade featuring
higher quality wood 1ced metal work. The synthetic variant, the Stalker series,
15 available 1 ] iiid blued carbon steel versions. The A-Bolt features a 60
degree bolt ended to shorten the time to cycle a round as well as a unique ﬂoor
plate magazi -\
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Remington
The Model 700 BDL Custom Deluxe is the core prod
BDL features a high-gloss finished American walout s
piece and hinged magazine floor plate. The BDL sports a
and receiver. Reming._,ton also offers six left-hand skus.
Deluxe. The 700 BDL is also offered in a detacha
configuration, allowing the shooter the conve
magazing box, The DM version, while ¢osy
Deluxe, utilizes a unique receiver and uqu
magazine box,

0 line. The
ack fore end nose
1shed blued barrel
700 BDL Custom
; del 700 BDL DM)
mquick-load removable
o the BDL Custom
40 accommodate the removable

L'mlted Edition Model 700 Classic.
rical significance, the Model
llectors.

In 1981, Remington began a yearly offering
Chambered primarily in vintage calibers, or the
700 Classic has proven to be a popular offering.a

The Model 700 BDL SS (Stainless Synt
as the Model 700 BDL Custom Del i
durability derived from a synthet

rs the same legendary performance

azine version as well. Continuing
Model 700 LSS (Laminated Stock,
d in an attractive and durable gray
ble in three lefi-hand skus.

the 1inéage of the stainless steel
Stainless) boasting a stainless stee
laminated stock. The Model 70

and improve portability, Ava
magazime and i a lami
have proven popular wi

of the legendary Model 700 action, the Madel Seven 1s a
se in dense cover and also appealing to smaller stature
yapular short action calibers, the Model Seven 1s available

series. Featuring
compact rifle interids
shooters. Available 1

carbon action.
action count il mington Ultra Magnum family. Available in both 7mm
and 300 ca
of the Model

Model Seven::
performa

~and LS platforms. The combination of these calibers with the
ve shooters a unique combination of magnum caliber
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Wholesale Pricing Compari
Premium Centerfire Rifles — Bol

EAEESEE R R R E R FSEER R F R (RS R E IR ER R FEEER R R R R RN T ] Y E
§231335?&?&Eiiﬁf?féﬂf&?i?ﬁ*?#ﬁ’@??Kfﬁi‘Sfﬁfﬁﬁﬁ'fﬁ%S?ﬁ FiphaEsdndpiatny

Manufacturer f::
Ruger
Ruger
Winchester M70 Classic

$474 - $493

Winchester M70 Classic Stainless 512 - $531
Browning - {6 42 - $600
Browning " $461 - $535
Browning $386 - $622
Remington 3452 - $479
Remington $484 - $512
Remington $549 - $558
Remington $498 - $531
Remington $463 - $508
Remington $481 - $327

While limited in scope, Ruger mited number of skus that would qualify as
specialty nifles in the M . Offermigsiconsist primarily of heavy target/varmint
barrel configurations, algite Jheavy'magnum version intended for use on

dangerous game.

Browning
Like Ruger, Browrii
centered on the premi
firearms in the
and a heavy target/v
specialized laminated

ary focus with respect to bolt-action centerfire nfles 1s

wry,. However, Browning does offer two specialized
sé'series. The Eclipse is available in both a sporter barrel
I. The truly unique feature about these products is their
hole™ target stocks.

Winchester

Winchest g h feed™ Model 70 rifles in heavy barrel configuration. The

satures a laminated stock and stainless steel barrel, chambered in the

well as 10 308 Win, Similar i nature, the Model 70 Stealth

k and matte blued heavy barrel chambered for popular small
From a “controlled round feed” perspective, Winchester offers

chambered for dangerous game calibers.
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Remington

bolt-action rifles.
0 barreled varmint
rifles with high grade lanmnate and composite stock ) VS (Varmint
Synthetic) features a heavy target barrel with matts jed in a high grade
H.S. Precision composite stock with aluminum beg | e left-hand skus are
available in this platform. Offered in the same stogk is the Mod 00 VSSF (Varmint
Synthetic Stainless Fluted) featuring a stainle heavy barrel with fluting. All
varinint configurations are offered in popular g i ‘

The Model 700 Sendero series (available
essentially the same platforms as the Model 700+
long action and magnuim calibers.

the line in 2001. Featuring a receive
additional weight reduetion, the Mog
composite stock and mountain riflei
available today,

with its specially designed
is truly the lightest production rifle

Designed to eliminate mechanigatt *hdmsma inor der to deliver the I‘aalexl lock-
time possible, the EtronX ri

designed centerfire rifle p

traditional percussioil primeru Well abead
of its time, the EtronX has yet-t;

nificant following m the market,
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Wholesale Pricing Comparisen

Subject to Protective Ol

Specialty Centerfire Rifle — Bok §
L e ke
‘Manufaeturercooee Model e o
Ruger M77 MKII Targ
Winchester M70 Coyote 0
Winchester M70 Stealth Y
Browning Eclipse M-1004 $754
Browning Eclipse Hun 733 - $751
Remington Model 700 339 - $557
Remington Model 700:¥ $482
Remington Model 700 VS! $649
Remington - $539 - $557
Remington $668 - $677
Remingtlon $847
Remington $1,367

Strengths

* Domnant Brand Pog

dams v. Rermington

-

could Tarnish Brand Tmage
Reﬂ‘.p()lld to Changing Market Conditions

Categary

:55 Opportunities for Customer Specific Niche Products
tyling of the Line to Create New Interest

] |
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Threats

» General Softening of Market Could Result in
Specialized Products

¢ Manufacturers that are Dependent on Entry Level Bum
Price Concessions in Order to Regain Volu
Overhead

¢ Changes in State Hunting Laws that Limit
United States or Other Densely Populated;

» Strong U.S. Dollar Contmuing to Cr :
Firearms and for Major Participants Su:: hias Winche
Heavily on Imporied Goods

¢ FHuvironmental Conditions Such as
Populations

High Margin

uld Begin to Make
ver Manufacturing

3. Sales predictions indicate that
capacities in 270 Win and 30-06

Win, Mag,
versions. While the magnu
Marketing and Manud
magnum variants sho
will be a 2004 produc

tended for catalog introduction in 2003,
prepared to announce and launch the
n in 2003. Otherwise, the magnum calibers

e MSP D NSP 1 '
ag | $329 | $300 | 6, TSM Units
$329 | $300 | 8.25M Units

Capacity Expansies:=:ue to current capacity constraints, a capital project has been
issued to ‘ '

&w equipment will be in place and operational by the 4% quarter of
o increase overall Model 710 capacities by an additional 10M
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Production/Quality Control — An essential criteria gequired _in mamtaining the
competitive position of the Model 710 is to monitor he price/value
relationship remains in favor of the consumer and ab mpetition. A key
element involved in this strategy is to monitor and understan uracy performance
of the Model 710 in a mammer of statistica Manufacturing s
implementing quality control procedures to monit :
performance of the Model 710 off of the productigs

Pricing Considerations — No price increase
2003, In response to the Model 710, Savage
6.5% for 200”’ on aelect Mode] lIO Bcoped o

d to decrease pricing by
emain competitive. It is
t blow to Savage’s overall margin
v be forced to increase price
ir market share. By holding

position. From margin/profitability perspective
for 2003, but will likely hold pmce mn order Q. pe

odel 710 Sportsman

The overall long-term str lodel 710 will be to continue to deliver
exceptional value at an affe ‘
Extruded Receiver — Exy
of the Model 710 by
dimensionally correc

18 are underway to improve the perceived value
]] metal receiver. Technology that will yield a
ough extrusion at little or no additional cost to

“In which caliber would you most like to see
ver S00M responses were received to the question.
oy would like to see the Model 710 chambered for short

the company w
the Model 710 ¢h
Nearlv half Tespon

308 Win h ‘;hort action cahbers are typ]cally less populat than long-action, it
makes sense to g ¢ or two short action calibers in the mix to complete the
Model 716 ’ rt action offering would likely be a 2005 introduction.

(S TR b PEY e Vitom
cope 243 Win | $329 | $300 3.5M Ullllb
v/scope 308 Win | $329 | $300 4.0M Units
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Model 710 Youth — As an entry level product, 1t is logica
a scaled-down version of the Model 710 to fit the s
product should feature a shorter length of pull stock w
A shorter 20” barrel would also be appropriate. Chambere
710 Youth would correspond to the launch of the }
20035,

troduction of
goter. Such a
grip and fore end.
3 Win, the Model
action platform n

del 710

¥ ear Volume

HHIESERRITRIEREY FEFBDRSESSRERERRARY,
ngagxwusrgw&;\d (T@lrfrxufww*wﬂ Msﬁ

OM Units

710 YTH w/scope .243 Win

. 0 price increase across the
ith the introduction of the Model
el for two years, The entry-level
emington can hold pricing in this
g term competitive position in the
main cognizant of the fact that the
. Annual price increases based on
oduct’s position in the market as a

Subject to Protective

maintaining production levels within the Ilion plant and
s ¢an be accomplished through:
opportunities allowing customers differentiated product

tor'Bott=action centerfire rifles.
current product line through cosmetic improvements.

ghest level of quality.
ctability and accuracy m order fulfillment through line item
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Model 700 ADL LS — Offered as an exclusive to Wal N

intended to replace the Model 700 ADL Deluxe in all"W‘_* M Featuring a

FVIOdEL ;L S E M8 Wil B
Model 700 ADL LS 270 Win | $419 |, $390 % 6000 umts
Model 700 ADL 1S .30-06 $419 4 6000 units

Madel 700 Titanium Magnum — A logical
Mag cartridges is to extend them into chaml
strategy provides the hunter with magnum pe
platform. The challenge to date is a
Model 700 Titamum without creating,
contour barrel. The Model 700 Tita
mountain contour stainless steel barrgk

nalty by adding a heavy mountain
surrently configured utilizes a slim,

/ 1andle magnum pressures while
maintaining the slim, mountain file. This level of performance is
currently unavailable in a productio

in the market.

2 4001.1111[5
$982 | $896 | 800 units

— Two Model 700 BDL SS sku’s chambered for

‘Order response was strong with a combined total between
s, Plans are underway to include Model 700°s chambered
in the product line for 2003, These products consist

| MSP NS 1Y e Velume
$581 | $530 | 2000 Units
$581 | $530 | 3000 Units
6 SF Tmm RSAUM | $764 | $697 | 2000 Units
dero SF 300 RSAUM $764 | $697 | 2500 Units
$626 | $571 | 2500 Units
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offered in a limited ed1t10n caliber. The 200 3 oﬂermg

HEE SRS RV RY RS T A ONAHER SRR YR TS
Mo(;cixmmwﬁymrw-wa??fxwgawwﬂ;wxrn;“_
Model 700 Classic .300 Savage

Madel 700 EtronX Long Range — While no ne
the Model 700 EtronX, special bOIl&-ldt?l‘dthll
effort. In order to accomplish this and suppor
been established for each of the four sales am:I
to provide each sales rep with a sample Etl:‘i':
at key accounts.

tions are planned for
to a full court press sales
igned gun accounts have

Model 700 LV SF (Light Varmint Staig

small bore varmint calibers desirabl
heavy to meet his or her needs.
composite stock, blued receiver
clean barrel with fluting. Calib

isist of .17 Rem, 221 Rem. Fireball,
SF will be introduced in the summer

1500 Units
$712 | $649 | 2300 Units
§712 | $649 | 1500 Units

ations — A grass roots effort needs to evolve around
mamtammg the quality and integrity of the Model 700
grently which must be addressed. These issues are:

improving, monitd
category. Specify

yor issues from a consumer perspective appear to center
“of the chambers b&ing excessive, exhibiting signs of worn

- Crooked chambers impact the Model 700 from an
Chamber casts of Model 700°s exhibiting signs of

iber and not the other,
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» Rough Rifling ~ Similar to rough chambers, rough.rfli to tool marks
and in some extreme cases, gouges in the lands wi i
issue appears to be more prevalent on stainless steel
with the high end Model 700 Titanium rifle.

e Crowns — llion is currently targeting 100%
appears that poor crowns contribute to a larg
to unacceptable accuracy in the gallery.

It is paramount to understand and uphold
standard for the rest of the industry. Bei
rest of the industry 1s a mindset that can not

as goad
‘golerated.

tegy for the Model 700 are to
product offerings within the

Extemal considerations are:

¢ Overall strength of the ny
» General condition of th
» Competitors strategie;
e Inventory positions

enterfire rifles have softened somewhat, the
i1s stll such that manufacturing 18 challenged
“No changes of significance are anticipated with
her variable costs that may negatively impact margin
however, that at the time this document was written, these
figures were not ye for budgetary purposes, so they are somewhat speculative

and will be revis

here are factors at play which make logical sense to take a
though trade inventory levels are high with respect to long
“demand for core olferings appears stable. The upcoming
002 Q1 share figures will confirm or raise question to this

—_—

price increase f
action UL
release
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tkely at full
VSM) calibers.
chester and Ruger
ars in relation to
ity issue between
jun centerfire bolt-
a $30 premium to the
ced on a net basis
tar Model 70 Black Shadow.
003, Price increases by

From a competitive perspective, both Browning and Winchester an
capacity with strong demand levels for the Winchester % :
Both are likely to mitiate price increases for 2003, Br
have all taken substantial price increases over the past
Renuington. It 1s the belief of this writer that theg
Remington Model 700°s and Winchester Model 767
action category. On average, Winchester Model 785
Model 700.  Entry level Model 700 ADL
approximately $10 below the push-feed
Remington must make up some of this prig
category are as follows:

Model 300 AL
Model 700 ADL

Madel 700 ;
Maodel 700:]

as the industry standard for modern day bolt-
the mature stage of its product life cycle. Focus
dtire will be a proactive approach geared toward
k levels at atiractive margins. This is accomplished
| improvements to the product ling to keep it fresh mn the
ested concepts are as follows:

The Model 700, while ¢
action centerfire riflesg
within the category .
maintaining velum:

ic Stock — The current Model 700 BDL Synthetic stock
rsthetics. A common complaint of Model 700 Synthetic
s hollow” and “cheap”. Wall thickness on the Model 700
elatively thin in the butt section and is currently stuffed with
some of the “hollow™ sound encountered when the stock is
. ation should be given to both increasing the wall thickness

ie 1 material. The Model 597 rimfire and the Model 710 bolt-
both sport very solid feeling and sounding stocks which are
per to produce than the current Model 700 Synthetic stock.
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its styling 1s
wood stock,

Tn addition to the “cheap™ feel of the Model 700.5
dated. Originally designed as a plastic versieny
checkering patterns were included in the molded
Now that synthetics have gained acceptance in the
prerequisite that they follow along the same
their wood counterpart. Changes in stock te
in the grip and fore end areas of synthetic &
of the more traditional checkering pattern
75 Synthetic.

place, 1t 15 not a
L to appearance as
iover-molded panels
ing to take the place
e is the Sako Model

Requirements for a redesigned Model 700 Syntheti
o Must feel and sound more difrahle and solid than the current stock
o Must utilize either a texturing rubber over-molded panels in
the grip and fore end arcag
o Must take advantage of;
R&D to create a non-shi
molding process

iologies currently under evaluation by
zed surface through the mmection

ized on the higher price point BDL
differentiation from the entry level

The redesigned synthetic stock
Synthetic models, providis

s Model 700
relationship “wi
action platfor

rennscans s MISES WINSE <M olumie:::
5419 $390 2000 units
LS 308 Win | $419 $390 2000 units

LS Ultra Mag — In an effort to continue to improve category
art, a third version of the Wal Mart exclusive Model 700 ADL
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gmm%}“a GELUEESIABULHEREpEIBGBa Y 2y m?‘/[spg

Model 700 ADL LS .300 RUM | $449

e Model 700 EtronX — A 30-06 hunting v
currently in test at R&D. The new design ¢
the firearm to appoint where the hunting 1
at retail for $800-$900. Also underwa 5
miniaturize and further reduce cost of _concept.  The future of the
EtronX concept lies in Remington’s ige to effectively promote
the benefits of the concept {tp the consﬂ" er through hands—on
demonstrations, product focused i
based promotion at the retail level (on™h
the EtronX program has been a major
acceptance failure,

S of the counter) To date,
iccess hindered by a market

Production/Quality Control - Focus
on monitoring and i msurmg the quali

Focus should also be placed on cost gy wasures which mmprove margins, but do
not detract from the perceived qualit t.

viewed annually 1n order to determine the
year. Market dynamics and conditions are
orecasting models for pricing marginally
cly continue to be driven by necessity and
r forecasting purposes the following price
increases per year will beise h the understanding that the percentages may
fluctuation up or dow ;

Pricing Considerations — P
most effective pricing strate;

: L DM A TR e s el ZONS T T eiciense: )
+1.0% +1.0%
+1.0% +1.0%
+2.0% +1.5%
+1.5% +1.5%
+1.0% +1.5%

NC NC
+2.0% +1.5%
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Product Strategy 2003 — Model Seven

adth of the Model
phasis in the short
f to manufacturing

While the Model Seven product category has nowhere n
700, the strategies for growth are essentially the same. Whil
term will be placed on new materials, the same stragegies, with
quality, costs, and line item effectiveness do appl

Model Seven Regular — No new product introdhy re planﬁe for 2003,

Model Seven Stainless — No new product intr

Production/Quality Considerations — The San
also apply to the Model Seven. Sce topic desc

Pricing Considerations - The same pr
the Model Seven. See topic descriptign
Seven 1n 2003 are as follows:

at apply to the Model 700 also apply to
izing recommendations for the Model

e THCT eI
+3,0%
+3 5%

YR

Product Deletions — No M. sproduct deletions are planned for 2003, See
Appendix A for a comprel e listi roduct deletions.

The same product st
The product categof

in the market. Topigs
o Synthetic stock

* Reducing it

alloys for bar

Pricing str:
iereases wi

profitabilifyss:

2004 % Inerease - 3005-9% Increase:
1.5% +1.5%

Nn
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Product Strategy 2003 — Other New Prodi

Carbine bolt-action centertfire rifle. Chambered
and later for 6.5mm Remington Magnum, the M
beech and walnut lumber laminate stock and 18
ventilated rib. Today, these firearms are widel
enthusiasts.

length, synthetic
by collectors and

For 2003, Remington plans to introduce the'ig
the old Model 600 Magnum Carbine, Based 0

Model 673 Guide Rifle will feature a ne Mt
Magnum with a 227 barrel with a full leg
Rifle will be chambered in .350 Remin
Mag, It should be noted that the .35
Amimunition line for sometime wi
accompany the new Model 673,

ﬁﬁéﬁ&g[ﬁii‘xﬁi;ﬁ;i;::i’i;:Zii:?iiﬁ';m‘__
Madel 673 Gude Ri i
Model 673 Guide

MSPINSE LT Volume:
$619 [ $565 | 1500 units
$619 | $565 | 1500 units

Opportunities

difle (C-BAR) — While the Model 700/Seven categories
mes and profit margins, both products are relatively
Model 700 will certainly continue to occupy and drive a

New Centerfire Bo

mature in their lif
significant portig
Remington must-bg
manufacturing met
edge from g
manufactur grrent products. As the next generation of premium centerfire bolt-

look to new technologies, materials, and
tgn and implement a new product family that is cutting
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» Crisp fire control that sets the standard for the ind
reliability and safety.

¢ Utilization of state of the art materials that 3161(1 ui
allow for a lighter weight product. '
Use of high performance recoil reduction ¢
Designed for ease of manufacturing throug
caliber and assembly that is easily repeat
ProCesses. :

Tt is important to note that the realistic timeft:
exceeds the scope of this three-year plan, hoyever it is 1mp0rf nt to begin the
conceptualization of this project within the tiexl fwe.to three years. Although current
centerfire rifle order positions are solid with theiMadel 710 and Model 700, history
in the autoloading shotgun market has tang fisplacement within the
market is only as far away as the nex roduct innovation. Remington must
be proactive in this regard.
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Centerfire Repeating Rifles

The U.S. domestic market for centerfire repeating rifl mated to be 358M

units annually with an estimated retail sales val
Sales volume and market share are estimated as fallow

2001 Domestic Repeating
Estimated Sales b

BRAND
Marlin
Ruger

Wincheste

re (% of Units)

terfire Repeating Rifles
Hare by Manuacturer

L+ Marlin, 08%

;h ;'?:‘Eﬂ 1 : u

‘ h 8 : ij%‘sl&.p'*x] = :.I-I-.I

; " Ruger, 21%
Ninchesler, 15%

. SAAMI, and NASGW 2001 Dala
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The centerfire repeating rifle category 1s comprised asic action types:

Autoloading, Pump and Lever. A breakdown by action t

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

AEGninEnsihrnnsnsneadbinsafiong

SR Es 2y Eatpptntpigtigtigtaty &;ﬁ&ﬁl%l

A T T Y ARG AREAR A e Ae i SR ] m!

) U NS AN E RN RN E IIIIIIIIIII’? T
Autoloading [ChesssesasereasnsRasssaasveng ARERNAERANAEER TR RN 51
!QEI

e
fl['liﬁ’%lﬁﬁ’ii&!ﬁﬁgl!%ﬁi?kil’ii
55!!‘335‘355*!%#!3!55 :

HAEERERE BT AEY
[EEE SR RN L]
ERREREE SR A S fziavesudinssld
LY A, ] A (K LSS NN NN ) TN TENNE: & 54
IIIIIII!IIIIIII!I!IIII REMARANUDASNRAASRUNARE DS zEey
L RAEHAES FHERAENEINNNRAA RN AursnamarsunnsennadiBlba sl oza
ever AAFRARAFRAAASAARASAAAANERAN U] TIFRAAIZAAAATSAAMASEIF: 229
COOCEEEE R A EEEadiavasvaEAYERARERY
él%%%%§§§23KE$E¥E§%ES§KESE¥E§ A s RE RS SRR R RER S ]

EANF G E RS REREPERERS
f FEUEWRATRRRIUS
pi BEERUGRERAEAY
Rt s s enansn

Pump .IIII HREMEEREBAESH

EiPIOFEEEGEAPAEIEEA
BEURERLGRFESYAESAS R YN
BEERV LSRR S RAEREREE
REFEEREFSUSELIESRLIEREATEEY
ERRERERIEORREEGHFEEAAIRER

FREHUGEEHEERUERRAEY ELFERUBcERoRtEANERR ARG EY
(;]Eﬁiﬁlﬁﬁﬁ*ﬁﬁﬁﬁ%“:ﬁa*iiﬁlﬁi 3 REFHAAVFAUARCRRRGIRIRIN)
l%%ﬁﬁé%éiﬁ%ikéﬁ-§ CERTITIEA TR RS &%&%ﬁé*ﬁ%%{i%%‘ﬁ%*%%;l%?'

Remington. Volumes across
autoloading rifle categorie

mington competes.  Perhaps the most
for this decline in market size is the
This environment has been created by
rifles and compounded by the increasing

e category with the Model 7400 series of autoloading
pump action centerfire rifles. Sales volume in 2001

_ﬁ::::::maz:;;:;“*mqo::: ““Qﬁ‘it:é: sse 20T L 20D P

b P R T 1 r EERE RV a Ti) ERR LR . 1 [ E AR AL C - AR IR ERR SR R E-2 R0 ]

26,7 272 24,0 195 21.0 21,9
$8.4 $4.8 $8.1 $6.8 $7.2 $7.5
$3.4 $3.6 $5.5 $2.8 $2.6 $2.7
41,0% ), 5% 42.8% 40.4% 36.6% 33,9%

gﬂtiﬂ’}ﬂ““‘&tﬁiﬂ““ Mi mﬁgigaiiﬁ oL it LR SEE R TR

EEEBEEIEHE BN

nii Sales (M) 13.5 12.0 11.3 8.5 8.0 8.3
$3.9 538 $3.7 $2.7 $2.6 $2.9
$1.5 $1.4 51,5 $1.0 $0.9 $0.9

39.3% 38.0% 40.4% 38.4% 35.0% 3 1%
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Tt is apparent from the information above that the
Remington’s perspective. With an exponential declis
year te year basis, Remington is faced with some v
with respect to the long term future of the product catego
the decline 1 sales for the Model 7400/7600 series ai

o Favorable pricing for bolt-action rifle ; the traditional repeating
rifle customer '

e Dated design of the Model 7400/7600
offerings (i.e. not capable of handlinig

e Poor reputation for quality and reliahil

o Lack of recent focus through a, FeiE
generale CONSUMer awareness

ive with today’s product
cariridges)

darly in the Model 7400 series
10 promote the product and

Competitive Qutlook

ppetitive offerings in the centerfire
repeating rifle category. Ttis imp t the “other” category listed earlier in
the section 1s comprised mostly tary rifle imports and assault rifle type
configurations. Due to the sc ingtSii’s business, only sporting rifles will be
addressed. 'The three bast
simmarized.

The following section will bri

Autoloading Centerf

Browning
The Browning BA ¢“competitor to the Model 7400. The BAR is a gas

is offered in an unbelievable 46 sku’s. The BAR is

liber offerings range from 243 Win to 338 Win Mag.
New for 2002, the™8; offered in the 300 WSM caliber, All models feature

detachable magazin

autoleading centerfire segment primarily with the Mini-
carbine nifles. Based off of the nulitary M-1 carbine style, the
ios rifles are gas operated with a detachable rotary magazine.
synthetic stock configurations and a choice of stainless or blued
1-30 series of nifles are chambered for 223 Rem and 7.62x39
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fum  centerfire

Ruger also offers the Deerfield Carbine, chambered
ent chambered for

pistol round and a blow-back operated PC carbine for 1
A0 S&W and 9mim pistol rounds.

Remingion
The Remington Model 7400 series of gas-autolg
both synthetic and wood versions, Both versiong o
as 18 47 carbine models. Chambered in sh

rifles are offered in
ength models as well
-action calibers popular with
and detachable magazine
1 7400 is also popular in
20% of total unit sales. TEuropean
ars. Primary reasons for this
feeding and to the growing

nmnnmn SonnnifiNet Whise::
Manufacturer:|: MTIOEEPRN M ) T R
Browning y $566 - $618
Browning $660
Browning $583 - $636
Browning $583 - $636
Ruger 3370 - 5433
8393 - $433
8352 - $365
3356
$427

Remington
Browuin g’ §

al of the BPR from the market leaves Remington as the sole
p action centerfirg rifles, The category as a whole however is
ncentrated followings primarily in the Northeast U.S,,

sylvanm Total Model 7600 sales volume for 2001 was less tllaul
Wlth a design very similar in nature 10 that of the 7400 \M‘rh
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Wholesale Pricing Compari
Pump Action Centerfire Ry

SRR RS R ER R R RS R RIS LRSS RS SRR RS FE R R R RN g
FEA S RS S R R EEE TR RN S LRSS R R R R A I RN ER RS R R R AR 0] RO AL

Monwfacturer-Jioee o Model: -
Remington Model 7600 SYN
Remington Model 7600 Woo

Lever Action Centerfire Rifles

n centerfce rifle market, nor
n centerfire rifles are a close
and 1t 1s 1mportant to at least
‘place.

Remington does not currently participate |
are there foreseeable plans to do so.
substitute product for pump action cernt:
understand the current offerings availalie i

Marlin
Marlin’s basis in the lever action CEfite
design. The Model 1894 desig
action with side gject. The
chambered for 44 Rem Ma

category centers on the Model 1894
oqed hammer, tubulal magaﬂne fed

c1al, and 357 Magnum. A stainless steel
boy series 18 also o the lineup, targeted

1894 design, the !
available .30

wseries 15 chambered primarily in the popular and widely
though the Model 336 1s available primarily in wood
amouflaged synthetic stock model is offered as well. The
in a stainless steel version. Along with offerings from
ction rifles are formidable competitors to the Remington
; 1\! in the Northeastern United States.

Model 336 is &
Wincheste
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Winchester
Winchester participates in the lever action centerfire ritl
Like the Marlin, the Winchester Model 94 is based on

cessful design that
exposed hammer,
the same principle
Jwell as 480 Ruger
itor to the Remington

caliber offerings as the Marlin 1894 (.30/30, 357 ]
and 45 Colt, the Winchester Model 94 is a pxi
Model 7600,

IR ESER R R R SRR R R R R ERE LR LR IR E LR L EE R R LR R R R R
GREAHAEFREITE ORI ST ATURYAUNEFRIRTEO R AT AHY HEEEER m&@t& i%m
YN BRSPS A P BN B Y E B RN BRI B E R FEFHAAPFEPHEEEEHEEETYEETET S
B0 G 20 (11 6701 111 1 o %6 e ] PEEH f 1T A
Marlin $243 - 5286
Marlin $346
Marlin $341 - $375
Marlin S411
Marlin $300
Marlin $367
Winchester $272 - 3338

S.W.0.T Analvsis

Strengths

Strong brand regés

L 2

Weaknesse
¢ Dated desi

t of favor”

reputation for functioning properly
rate than bolt-action rifles
gnum cartridges
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Opportunities
» Re-establishment in European market through a%
product quality (Model 740¢)
¢ [Expansion of French market opportumtles through in
item with 2-shot non-detachable magazine
» Niche market opportunities in domestic mar
e Entry and acceptance in the Law Enforcem

Fon improving

on of standard ling

Threats

» Legislative pressures to eliminate or
centerfire rifles to the public

¢ Continued pressure from competitors

Growing popularity of lower prig

of pump and autoloading

ging market share
n rifles acting as substitute

product (Model 7600)
» Environmental conditions suc asting Disease threatening game
populations
Product Strategy 2003 —€ ents epeating Rifles

Developing & meaningful str
family is difficult at best. Ci
the product life cvele. The
slightly declining domests
150M units annually.
product family, requirin;
from a parallel developm
Shotgun project.

launch of the Mod

Remangton centertire repeating rifle product
ferings are well into the declining stages of
for pump and autoloading rifles is flat or
narket size for these productq i<s lesq than

Therefore, the near't
be to maximize;
focused efforts 1o
will place a focused el
interest and e
has been no i
vears.

for Remington’s centerfire repeating ritle business will
r sales of the Model 7400 and Model 7600 through
cttoward niche opportunities. Also in 2003, Remington
an advertising perspective to aid in sparking consumer
tum to “pull” demand through the retail sector. There
g: presence for this product category for at least three consecutive
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mveiled as a
§0-06.  The
civer and barrel,
thermaster proved
volume of 1000
00 Weathermaster
For 2003, the Model
i and 3006,

Model 7400 Weathermaster —~ At the 2002 SH.O.T. S
show special the Model 7400 Weathermaster ch
Weathermaster is a Model 7400 Synthetic with a nick
designed for added weather resistance. The Model

successful at the S.H.O.T. Show, with orders excegding the
units. Despite the fact that the pr oduc:t 15 not cataloyed
is the third most popular sku for 2002 from an o
7400 Weathermaster will be a catalog product,

VRO : %Y‘fﬁaﬁﬁfﬁmﬁi
Model 7400 Weathermaster .270 Win 1000 units
Model 7400 Weathermaster .30-06 1500 umits

ated earlier, the Model 7400 1s
However, in order for the Model
tted with a 2-shot only magazine
practices have involved shipping
. The distributor then must modify
vised a solution from the factory in a
ds to be loaded in the magazine at a
noval.

e VISP CNSE RV
$493 | $449 600 umts

$493 600 units

Model 7408 2-Shot Non-Detachable

7400 to be legal for sale in France
box that can not be removed fro

Production/Quality
repeating centerfir
Considerable emp!
reliably cycle and
a result of pooy

ory centers on the reliability issues with the Model 7400,
to be placed on insuring that that the Model 7400 will
istently. Remington’s European business is suffering as
the field. A recent letter from Remington’s key
vy Model 7400 received by them undergoes a rigorous
gun»mitha at their €Xpense. The reputation fc)r poor

Fabove mentioned rifle, after the forced test provided for by
: ional Proof House of Gardone Val Trompia has undergone
test using a congruous number of cartridges of the
¢ in order fo guarantee the corvect functioning of its semi
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ceived 50 of
Assues must be
s that the firearm
he benefit of this
mmunition. Each
witlifactory ammunition

The same letter indicated that of the last 400 Model 74
them or 12.5% did not reliably function with factory amﬁ
corrected.  One of the key selling points behind the M
enables the shooter with the ability for rapid follow up s
feature, of course, 1s lost when the rifle will not gpraperly ¢
Model 7400 must with absolute certainty, function " Fhigsdas:
prior to leaving the Llion facility. ‘ '

Pricing Considerations - Due to declining
recommendations are recomumended for eith
line.

softening market, no pricing
00 line or the Model 7600

Product Deletions — No product deletions are

d. for the Model 7400 or Model
7600 for 2003 i

Product Strategy 2004 & Bevon (Centerfire Repeating Rifles

As stated earlier, the near term
business will be to maximize th
7600 through focused efforts to t
strategy, along with efforts to i
on stabilizing order positions

New Cenierfire Autoloadi
unreasonable to assume
units in sales volume.;
manufacture of autoloadin;

—

An evaluation by
resources required fg
the C.AR. could
components and de
Autoloading Sheti

 Madiitifacturing needs to be performed to project the
effort. Tn order to keep development costs to a minimum,
y (but 1s not mandated to) utilize many of the same
ts generated by the upcoming Model 2100 New Gas
eral criteria for the C.AR. are as follows:

itilizing recoil reduction technology.
orammo ranging from 243 Win to 300 Win Mag., as well as

magazine, 2-shot mnon-detachable magazine option for
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EOAOE rusc5ivininsniransieninsrereninrsiianacrivessneni Phls
Centerfire Auto Loading Rifle — S/A & L/A
Centerfire Auto Loading Rifle — Magnum

mcreases m the Model 7400/7600 product line
practicality, some level of increase will hikely;
margins. For forecasting purposes the follow
with the understanding that the percentages
year.

necessary’ in order (o maintain
ncreases per year will be used
yp or down in any given

Centerfire Repeat
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In-Line Muzzleloading Rifle Market Sum,

Market Share Overview

Reliable information pertaining to the in-line m
come by at best. Muzzleloading firearms are ny
have representation in an industry association
fact that essentially all key plavers are private}

With the qualifying statement above in mind

writer’s opinion is that the U.S. domestic.snsh
250M-400M units at a retail sales value:;
by manufacturer 15 as follows:

: eloading market consists of
e $36MM and $90MM. A breakdown

2001 Tn-Lin 7 Rifle Market

Manufacturer)

UNITS (M)
75
75
40
7
_50
247
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Brand Share — In-Line Muzzleloading Rifles
Compiled market data indicates the following brand share by :

Remington 3%

CVA16% =~

In-Line Muzzleloader Ing
Upon examining the data, one poi
dominated by players whose bys
sale of black powder arms.
in the in-line muzzleload

us. The muzzleloading market 1s
ost exclusively on the manufacture and

ssover does exist, the three key players
mpson Center, Kmight, and CVA have
ce point segments. Knight dominates the

segment.

When the in-ling muzgl
boost 11 business t
rifles. In 1997 alos
ML rifles. When #
the shooter a fami
Stnee that time

sintroduction of the Model 700 Ml, series of black powder
'on produced and shipped over 653M units of Model 700
market first erupted, the Remington Model 700ML. offered
ith an established reputation that was easy o use.

¢ The marke

odity approach with the market for entry level priced rifles and
rter kits becoming the driving factor in the market.
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Remington had very good reason for not further exploitif;
market. The Model 700 ML rifle consumed regular Mo
which 1s relatively fixed m nature. In addition, theg
the same to manufacture as its centerfire counterp
unit. These factors when weighed against an
category resulted in the sound decision to utilize
bolt-action centerfire rifles at the expense of
Model 700 ML is perceived as a higher
competitive by today’s standards.

ne muzzleloading
centerfire capacity
hine cost essentially
gearly $100 less per
tion c:en‘relﬂre 11fle

Remington Segment Performance

u $2 38MM. This was an 119
rs due to a more favorable mix of
performance is as follows:

In 2001, Remington shipped 7.3M unit;
merease 1 units and a 30% ncrease -
higher dollar density stainless steel prsds

L P 7 10 1
w;’ﬂgmaha sy Fresfisonsninnnug

‘i‘. W!#ﬁ?f%ﬁﬁé ﬁ??si#&i §wgi¥

ﬁﬁﬁﬂﬁﬁiﬁiﬁikﬁﬂﬁﬁﬁﬁﬁﬁi!ﬁﬂi*ﬁ“gwaﬂﬁx

1Init Sales (M) AN 8.2 9.1
Sales Dollars ($MM) $2.1 $2.3 $2.6
Standard Margin ($MM) $0.9 $0.9 $1.0
Standard Margin (44) 41 0% 39.8% 40,1%

*Includes carbon and stainless sleel o

Competitive Dutlook

Thompson Center
The Black Diamond
with a patented “E
shooter the advar
featured on the B

the core of T/C’s in-line offerings. Equipped
rower” ignition system, the Black Diamond offers the
mg 209 shotshell primers as an ignition source. Also
nd 1s a 26” standard length barrel for greater velocities.

stainless steel,
offered in a clam |
are .50 calib

it and 1 a .45 caliber configuration. All other offerings
amond is positioned as a “middle of the road™ in-line

e higher end market is the Knight DISC Rifle. Utilizing the
hich consists of a removable plastic insert to held the primer,
hotshell primer ignition, The DISC rifle is available in both .43
urations with choices in carbon or stainless steel, as well as camo

106
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hich was subject to
tigation was
e. The DISC rifle
greater velocities.
Knights high-end

stock offerings. The DISC nifle also features a bolt»«actiq desi

offering, competing heavily with the Remington
The Knight Wolverine 209 is a traditional in-ling;

s fiber optic sights and a
tes with the Thompson Center

steel with camo as an option as well.
compact 227 barrel length. The Wolverit

¢vel offermg. With a traditional n
line action design and an ignition systé apable of using the basic No. 11
percussion cap, the American Kni ]
Knight is available in a 22” barrelg;

includes all the shooter needs § d Swith the exception of powder, The

American Knight competes primaril VA product offerings.

CVA

The premier offering from i se Firebolt Ultra Mag 209 ritle. Equipped
with a 20” fluted barrel ar oek, the Firebolt 1s targeted to compete with
the mid priced Knight rifles ught, the Firebolt is equipped with a 209

shotshell primer ignition:
design in the cocking

The first step dowii
utilizing a boh-action

Firebolt in the CVA ling is the Hunterbolt rifle. Also
mkmg mechamsm tlic Huiiterbolt features a 24” barrel

Subject to Protective O lams v. Remington
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A true entry level rifle, CVA offers the Staghorn 209
retailing just below the $100 mark. Equipped with a straig
and 247 barrel, the Staghorn affords CVA a seriov
level category by offering the consumer a low-co
primer capability and fiber optic sights. Althoug
serves its purpose well as a price point offering,

Remington

percussion caps,

Subject to Protective O

Model 700 ML and Model 700
ignition system capable of usin;
The standard M
Model 700 MLS Magoum is also off
premium product, the Model 7Q
Knight DISC and Thompso
volume specialty rifles.

oading rifle ¢

as

frisiei Model £ NetUWHISe:
e
Black Diamond | $214 - $290
DISC $336 - $384
Wolverine $208 - $248

American Knight $136

Firebolt $176
Hunterbolt $120 - $136

Eclipse $96

Staghorn $80 - $88
700 ML $284
700 MLS Magnum $365

Fms v. Remington

blued version
ocking mechanism
antage in the entry
stures 209 shotshell
g5 a “no frills” rifle, it

gory with the Model 700
f the same features of the popular,
bolt, action, and trigger, the
16 ‘alone. Regarded by some as
“oh the market, the Model 700 ML 13
barrel, as well as the stainless steel

¢s are equipped with a three-way
rimers, musket caps and No.
ilable in .50 caliber only, while the

11
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S.W.0O.T. Analysis — Remington In-Line M ding Rifles

Strengths

Design familiar to centerfire rifle users

Strong brand recognition with associatio
s Solid reputation for accuracy
o Utilizes many of the same components as Model 700

Weaknesses
» Lower margin earner when compaii lodel 700 centerfire rifles.
¢ High retail price point limits volume

Opportunities
s Pennsvlvania, a strong deer™h has recently ntroduced legislation
allowing in-line muzzlelpads
market size.

¢ More shifting of densg
weapons and shotgqn

e A renewed approach
additional “pull” iiEthe m

» Due to the strong cegrfis

been placed onpursuing
differentiated :

as from centerfire deer hunting to primitive
Id ¢reate additional market opportunity,

market of recent years, relatively little focus has
ake up opportunities to provide customers with

1i'low-cost/low-priced entry level and combo packages.
ate n-line muzzleloaders and muzzleloaders utilizing
wiers have been defeated, potential exists for these efforts to

¢ Increased it
¢ Although effort
e

tld force Remington to raise prices in an etfort to protect
1omal price mereases would result i further erosion of Model
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Model 700 ML - No new product introductions are plann 700ML family for
2003 as a result of a complete overhaul of the line in 2002 will be placed on
' s fallen short in
recent years. Efforts should be focused on areas
MI.. These efforts could include, but are
solutions to accessories packaged with the ri
mind immediately as opportunities to pursn

ipple/breech plug tools come to
ive stamped wrenches.

L 1s already positioned price wise at a
hould be placed on takmg cost out
¢k than adding price that will

Pricing Considerations — The Model 70
competitive disadvantage. As stated abov
of the product to protect and improve marg
certainly erode volumes.
Product Deletions — No product deletion

:}med for 2003,

Product Strategy — 208
Muzzleloaders

Bevond Remington In-Line

Model 700ML
In 2004, consideration will be
series 1f the opportunity is pres
sacrificing margin position,

adding fiber optic sights to the Model 700 ML
dditional value in the market place without

Experimental Ignition
Tlion Engineering 1s cu
1gmtion source. Shoy
ol a new, more relia

¢ potential to utilize a .22 nimfire blank as an
ve teasible and cost effective, the introduction
on could give Remington an incremental boost in
consideration and review w1ll need to be given to Federal

required for the beginning shooter to enter the sport of
wkit will be clam packed such that it could be effectively
dins and mass merchants. Consideration should be given to
der the Model 710 brand if the product can be produced at a
for adequate margin opportunity for Remington. Consideration
sourced product to fill this void in the market. Target MSP
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CUSTOM GUNS

Remington’s Custom Shop products include all customiz nd shotguns, both
catalog and made-to-order. Historically, custom centerfire ccount for around
98% of Remington’s custom gun business. The higk Lof custows firearms puts them
well beyond the reach of the average consumer why custom firearms
businesses everywhere are low volume affairs of the custom gun

Remington Segment Performance

*ﬁemiﬂ Mmﬂu»‘?améﬁimm&iﬁﬁim:nm' i *.. Hs&mﬁ“s siﬁdﬁ%s

gggf;ﬁg:;g;:gf;fgg;:;]gf;f::;g ; TEEEALES ue EE?(SVIGM Sgéﬁﬁia%iis
Unit Sales (M) 29 1.4 1.5
Sales Dollars ($MM) 321 $1.3 L3
Standard Margin ($MM) $0.2 $0.1 $0.2
Standard Margin (%) 0.5% 42. 1“’* 10.8%, 13.1%

*Finance has stated thal marging in (hese years wergds; grect standard costs v the SAP systenm.

Over the Jast 3 vears sales of Rem s have averaged around 1500 umits

annually.

Business Overview

Traditionally Remington’s
money-making enterprise.,

been more of a marketing tool and less of a
in the Remington Custom Shop have been
high standard costs are a direct result of the
ant which allocate overhead at a flat rate per
labor hour. Because tl
rates would not be expeg

Instead, the Custor

Remington has to
rest of the fircarimg b
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Core Sirategy — Remington Custom Shop

Strategically, Remington needs to be in the Custom Gun i
in this market creates a halo effect over the entire line.

mington’s presence

The most practical approach to define a strategy fi op is to understand
and accept the business for what it is. The Cus s Remington’s best
foot forward from a product standpoint, Itis a case and a xtenswn ot thc bales
and Marketing arm of the Firearms business
the Ilion Plant, if the Custom Shop is coveri
while generating a positive margin position, 1

“Although the Custom Shop products
ds, an emphasis should be placed

* Focus on customer service and
are typically long lead time, m

would be brief monthly upda : sustomer on the status of their order.
» Integrate into the website.: a model of a sector of Remington’s
business that could use th . 1t is the Custom Shop. Current

ns currently account for only 2% of the
case in the Model 700 and Model Seven
ntation of core Custom Shop offerings in the
ot over said business.

shotgun line wou
¢ Take an active |
to insure stand
monitor the t

and “skunk works” arm of the Marketing Department,
Custom Shop prowvides an effective means of ragmd
roduct concepts. Examples would be the new Model
1otguit and the proposed Model 700 Light Varmint concept.

pr ototype zmd ]:)1
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LAW ENFORCEMENT/MILITARY PROD

Remington’s Law Enforcement firearms are broken down
the Model 870 Police, the Model 11-87 Police and
catalog SKUs, the Model 870P comes in Wood s
well as various Tactical (147 barrel) options. The:
gun only, and has only one 14 version as a c¢;
synthetic stocked tactical ritle that is offered in
though they comprise a much smaller segm
Remington also offers a Model 40-XB rifl
Department of Defense with the M-24 Snipes

Remington Segment Performance

Police.

¢ main categories;
In standard
stock versions as

savasias =G0 Polieg s | 1998 Actual: v Fr 2001 Aoty | 2002-FECE8 T 02:P.0sx
Units Sales (M) 18.3 21.8 20.5
Sales Dollars (3MM) 3 52| 8 811% 71
Standard Margin (SMN) 2.7 3.3 29
Standard Margin % Sales 43.2% 402%[  40.8%
vinssens s BT Polipgroiviesi: ::pv 2001 Aot { 2002 FCE T 02:P.0: 4
Units Salss (M) 1.0 1.0 1.1
Sales Dollars (SMM) i 058 065|% 05
Standard Margin ($MM) 0.2 0.3 0.3
Standard Margin % Sales 51.8% 526%| 520%
Unit Sales (NI)

Sales Dollars (SMM)

Standard Margin ($MM

Standard Margin % S 53, 6% 53, 5% 53, 3% 52 1% o1, 0%

In terms of both d
Remington’s LE busin

@IlfOICGIIlE:Ill:

carrying the mo
perceived te:

veapon available.

Subject to Protective liEims v. Rernington

sales dollars, the Model 870 Police dominates
¢ are two reasons for this: One is that almost every law
hie United States carries a sholgun of some type.
hat when lives are at stake, law enforcement officers insist on
The Remington Model 870 is widely

The
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Core Strategy — Law Enforcement/Military Firearms

important part of
n standard margin.
t at best due to the
is largely made up
ts for a local police
idt’s even more difficult
ial make-ups, where a potential
he catalog structure. In
[1/01 can dr amatically change the face of
options that are needed.

As tabulated above, the LE/Military firearms busi
Remington’s bottom line, accounting for roughly $5MM pe
Despite this fact, forecasting and planning for the besiness is d
highly unpredictable nature of the market. The LE
of “targets of opportunity” that can range from
department to several thousand tor the federal g
from a planning perspective is that most of thes
customer will specify various options that
addition, unforeseeable events like those o
the LE/Military market and the particular fi

his business going forward is

speed and the War on Terror
the needs of the LE/Mlitary
% to purchasing inquiries, solid
5 of firearms product must be the
Teason, than servicing this market
Yemington’s patriotic duty.

With that in mind it 15 imperative that th.
Sflexibility. As the world continues to ¢
evolves, Remington’s ability to respond
communities will be paramount. [
planning with Manufacturing and ¢
cornerstones of this strategic pl
with speed and with the highest
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MARKET RESEARCH OPPORTUNITI

thods for gathering
s for acquiring this
jon and reliability,
: what 1'hey want”.
customer”s product
desires without the benefit of hard data. This to decisions based on data that
may or may not be relevant.

Recent innovations in market research have led to more eff
practical data on customer wants and needs, The traditional nig
information (ploduct surveys, focus groups, etc) Jack
leaving companies to often conclude that cust

To lay a foundation for more effective mark
initiate a plan that utilizes eutcome-based seg
methodelogy that does not separate custoruers by come, or other demographic
¥ These outcomes are sumply
llv want to achieve with a product.
This is not to be confused with produl;»t su i vhich are typically too narrow n
scope to be of much use as meay ng data. Too often these product
suggestions supplant real nov ¢ solutions, and short-circuit the
mnovation process. A better me
disciplined way to use proven res ! formulas to;

I. From a selected gro
ouicomes.

Rl

Calculate an ©
priority.

lopment Wlll take place by hamexsmg the power of the
this tool. To keep development costs down, every efTort
.emington resources to do all programming and setup. The

direction. Later, ﬂ
Tntemet as the fo

most accurate r
base system will b

: needed, and even then on a very limited basis. The
ging phase of the project will take the most time and 13
if 30 man-days. The first phase of the segmentation program is

Subject to Protective ms v. Remington
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STRATEGIC POSITION ON PRODUCT

1 troubled in recent
haintaining product
ve fit of parts and
All three of these
UOS 11008 ete) are

To those inside the company it is obvious that Remington
vears by quality concerns in its firearms busines
standards has been part adherence to process recy
assemblies, and part “know-how™ that was lear
practices have been neglected to the point that co

guality product line. Such a
: cause duplicahon of effort,
urces. Ultimately this plan will have
“Marketing’s position going forward is
d for shipment until all requisite testing
equisite testing is that level of test
¢ been changes or innovations that
. This position will help to avoid the
a h. some products that did not undergo
(gnuificant problems at the consumer level.

poor communication, and a drain on v
to come from Manufacturing, In suppeort o

necessary to confirm new degign
reflect on the safety or performa
problems that have been experienced

proper testing protocol and th :
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APPENDIX A:

2003 Product Addition and Deletion Sumin

The following is a summary by SKU of product a
2003, A thresheld historical volume of 230 un
deletion. :

New Products for 2003

Subject to Protective

Hgﬁg@%a*@ﬁ?s&éﬁﬁ%HENHﬂ'ﬁ‘(ss%%*%Sa”%f%éﬁ@&cﬁ?tt@nw&f Hma@?qge/gajlmgxnﬂ
4989 | Model 870 SPS-T Camo (Mossy Oakity 20
5245 | Model 1100 Synthetic Youth Camo (SKii iel) 20
5105 | Model 870 Express Super Mag Camo (Sk 12-3 172"
5175 | Modal 870 Express Synthetic Yoiift Ga xcel 20
8205 | Model 870 Express Synthetic C 12
5253 | Model 1100 Classic Field 26" 3 16
5257 | Model 1100 Classic Fisld 2 16
5317 | Model 1100 Synthetic Field 16
5355 | Model 1100 Practical Comg 12
9599 | Model 1187 Dale Earmharti 12
5241 | Model 1100 Tournament Skeet 12
TBD | Model 1100 Sporismard 12
5869 | 700 Classic : 300 Savage
4689 | Model 673 200 Rem SAUM
4887 | Model 673 350 Rem Mag
TBD | Model 700 Titanjum 7mm Rem SAUM
TBD | Modal 700 Titar 300 Rem SAUM
6323 | Model 700 Sender 300 Rem SAUM
6329 | Model 700 Sehdero SF 7mm Rem SAUM
6434 : y 7mm Rem SAUM
6436 300 Rem SAUM
6438 300 Rem SAUM
6458 270 Win
6459 .30-06
6464 280 Rem
64638 280 Rem
4681 308 Win
5681 300 Rem SAUM
6514 A7HMR
6516 b JA7THMR

liEims v. Rernington
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Product Deletions for 2003

SRR e L Caliter i
5233 | Modal 300 ldeal 26" 12
5231 | Medel 300 Ideal 28" 12
5229 | Model 300 Idseal 30" 12
4812 | Madel $P-10 Magnum 10
9906 | Model 11-87 SP Magnum 26" 12
9805 | Model 11-87 8P Magnum 28" 12
5379 | Model 1100 Synthetic Youth Camo (Reg 20

Model 870 Express Super Mag Camo {
5104 | Advantage) : 12-3 1/2"
Model 870 Express Syn. Youth Camia
5091 | Advantage) 20
5089 | Model 870 Exprass Syn. Camo (Realt 12
*S7TT | 700 ADL 7mm Rem Mag
6343 | 700 Classic 221 Rem Fire Ball
5799 | 700 BDL 7mm-08 Rem
*5797 | 700 BDL 280 Rem
5805 | 700 BDL .338 Win Mag
6412 | 700 BDL 338 RUM
6414 | 700 BDL 375 RUM
9696 | 700 BDL §8 338 Win Mag
9728 | 700 BDL S8 375 H&H
6277 | 700 BDL S8 375 RUM
6389 | 700 BOL S8 RME 7mm RUM
#6360 | 700 Titanium 260 Rem
6356 | 700 Titanium 308 Win
9675 | 700 Sendero .25-06 Ram
9679 | 700 Sendero 7mm Ream Mag
9681 300 Win Mag
6199 .25-06 Rem
7502 7mm STW
6317 338 RUM
5849 25-08 Rem
*5845 | 700 Mounta 260 Rem
6971 | 700 BDL DM’ .300 Win Mag
6907 25-08 Rem
6911 280 Rem
22-250 Rem
7mm-08 Rem
223 Rem
223 Rem
22 WMR

cnd invent

Subject to Protective

liEims v. Rernington

'.] m 2003 catalog, noted as Catalog Subject 10 Stock in price list duc (o projected 2002 year
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