Subject to Protective Of

SALES/MARKETING/ADVERTISING

From: Brian Felter
Re: LE Sales and Advertising Materials
Date: June 16, 2004

With the new emphasis on the law enforcemer
advertising efforts must form a system of sales t our target market
a variety of mechanisms (mail,

t provide our customers with

3. Produce Three Trifolds (
and Ammo) using the advertising
4, Produce Four Initial Sp 4
easily modified to fit various 51zed ad
Requirements: A one- il
required (produce at least 2
using three of those photog
copy and jpegs).
Results: The adve

WO hree real LE officers for the photos
&), in-house development of three space ads
n-house development of two fri-folds (hard

ermined, space ads are ready for use in
ns, and two inexpensive tri-folds are ready
‘al spread.

ady made for perfect power point presentations).

L GM¥MERVIEW — From the initial steps the following sale tools are
g d at shows, mails to prospective customers, emailed at will,

og w/Cube Sized Poster ag Center Pull-out
D (very inexpensive and use the information already

ster {make it a vearly poster that will become collectors items)
d Ballistic Information CD (can be power point and

pictures L little streaming video)
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COST-EFFECTIVE APPROACH - The initial steps use lo
and produce sales materials that are so inexpensive to reproduce
information spread using all media available. :

ADVERTISING
1. THE APPROACH — We must generate a ng t our message,
information, and images The approach must,build on our reputition and commitment,
while working on a new direction on how wg h our customers and sell our image.
Let’s show them something new and graphicall our message in new ways,

a. Sell Image — Image is very important i ‘re talking “Systems for
LE.” Photos and word images are critic tead of long-guns use
longarms — the longarm of the law).

b. Educate the Customer — We 1
make our features stand out. They
most important features and bene

stomers with sales materials that

. The Dick Cramer drawings are out, live
“What they see in real situations and
on;varms firing our bullets, and what our
such as ghosted officers in the background
£ 'mportant connection.

‘of our bullets in use, Slow-motion of a bullet
showing it already opened in just 27, They will
ontinues through a body. Show the cartridges in a

close up, in tront of a much smaller ghosted picture of an
~handed stance or searching. .. connecting real officers

showmg our 10ngarms a
action photos are in. O
how they see it.” Show.
bullets do. We must i
with information in

a4. Ammunitio
smashing throug
imagine what it,
magazine read

e lungarm Nothmg elbe is thWH of the altuauon Just an
arm caught in a hi-stress moment. This i1s very powerful
stomer’s mind place the action somewhere in their reality, in

BE WHAT WE DO — We need to describe our overall duty and
line and cur longarm line in a way our LE customers can grab a hold
ms approach” to our products...one that speaks to officers.
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a. Ammuuition — The approach must usc the “Street Sys
on product education, We want our customers to know we have
proven duty and training ammunition, in whole syste
enforcement, and then educate them in the features and:

1. “Street System” — By naming our co
terms that law enforcement can identity with, w ; whole system that serves
L,E officers both on the street and in their trainig his i i
ations. .. what works

; further break it down into

“duty and training” to hi-light moh part w1th call-ou s, and benefits, We

educate in the main features. The questign: :

Chief?”
b. Longarms — We must push our |

action rifles with an emphasis on th

0, 11-87, and 700) that officers
have depended upon for decades s new with the 870 MAX
package and the new 7615 pump
2. Individual Features ¢ all the individual features that malke
t stand-out in our customers’ minds,

eatures are shown in crystal detail in

of company people and distributors which
ery” 10 be able to reach a much larger
percentage of our target a fine catalog is used for particular purposes,
while tri-folds (one fo e for longarms) can be sent out like popeorn
their so inexpensive t ¥ can also be g-mailed.

requires the sales tools ¢

" t0 put everywhere that shows who we are and
“image” of what our products can do for LE officers. (Two
unique tag lines: Camlebak’s — “Hydrate of The” and H&K s
.Some Men Don’t.”)

he LE Community - We must use these few words to

an image that we want our customers to take away.

hts — Listed below are some tag lines thoughts that try to
aton LE products. 1 focused on “impact” and then “real

ers in these possible tag lines.

_ C‘han&,e .Your Impact Power Shouldn’t

then You Need It Most

h. Some Tag-
connect an In’lamﬁ

1 Impact Power
Ballistic Sandwich (just kidding)

L
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7. When Time Stops.. Deliver Real Impact Power
8. Impact Power for Instantly Changing Situations
9. Deliver True Impact Power (TIP the scales igiyour favor,
10. A Fight Shouldn’t Be Fair... TIP the Scale#;
11. True Impact Power . Ready Whenever
12, On Target Impact
13. Remingtonn T.E... When and Where Tt
14. Remington. .. Setting Standards Since
I5. Remington. . Building America Tr
1é. Sniper —~

a. On Target, On Time, On

b. Long Distance Impact

c. Precise Power When and Where It Col

6. Call-to-Action - We need to present;
the prospective Customer to Action.”
catalog and within the trifolds. Ex:
LE.. See Why,” “Find out What R
the Best to Your Officers.,..” “Y
“We Stand Ready to Work Wit
Call ”

ipelling information and then “Call
¢ "n several sections of the full Iine

\_,:e the Best...Find Out Maore,”
“Find Out More.. Give Us a

7. Remington’s “Street Syste,
Remington, we've put togethi
ammunition your officer
10 prepare your of‘ﬁcers f
sure you have the ber,t '

et pretty ugl out there, pretty fast. At
street system” package of the longarms and
on the street and the training ammunition
emington’s taken the extra steps to make
ce the following impressions that are

he new look, feel, message, and image to show the

ght Golden Saber as premier LE duty round, our
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d. Cube-Sized Posters — The tri-folds become perfect cu
are readily put up in officer’s cubes or on walls everywhere. The
helps officers decorate their area with our information ¢

e. State Other Tangibles - History, Commitmen
Products, Continuing Testing and Development.

9. Posters — We should produce one new regular
regular size new poster each year thereafter, whig
should also place a smaller, center section, posy
side longarms) in our new catalog that can be

oster this year. Then, produce one
e collector items. We
one anition and the other

moved and put

10. History and Commitment — We must bt
to the law enforcement community and our Country
The following statements help build that feeld

* Remington’s History of Service,
Long Standing One

* Committed to Service Since
service to law enforcement professi
firearms and ammunition manyfa
and performance standards for al,

* Committed to the Law Exifo)
commitment to the law enforcement ¢
ammunition, and support fort it
commitment had never heen
know what tomorrow will
challenges ahead. Reming
with the features, Improy
challenge. We've listened 1
evolutionary process i

of history and commitment
prospective customers,

fiforcement and onr Country is a

i a long and proud history of
tiy. We are the oldest and largest
Htates and have been setting quality

nity — Our longstanding
provide the best longarms,

roud to be a part in helping to meet the
ipromising quality, reliability, durability,
sments you've asked for to meet that
ment community while continuing the
ngarms and ammunition possible.
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