Iz comrion with mest other ranufacturers, Reming-
™ feor nany yearz relied upcn their desipgners' knowledee or
conuumers' pretferences in sportlng arms--augmenting this scurce
with inforneticn received from Remington salesmen snd Trom
Sportsmen's letters and eccmments.

In 1937 and in 1941 the Psychclogical Cerporation
was enpleoyed to eonduct consumer surveys. These surveys dealt
chiefly with the problems of marketing Remington products and
touched cnly lightly upon metters of Aesign. .

The study reported herein wav-underta cen late in
194L to obtain sdditinnel informaticn cn what features spovts-
nmen went designed into sporting arms. Except for the cuestions
ir the 1937 ard 1941 mericet surveys, this. is believed tc be
the first cbjective effert by Reminston (eor, as far as we
knew, by any &rms company) tc mzke available spertsmen's pref-
erences ané copinions in respect tc the design of sperting amms.
Ls such, it ig 7=t least partly explorstory in nature =and wide
in its scope, ceovering almest 2ll of the ramified field of
shetgun and rific design.

The findinges summearized:

I“

1. Remington's positicn in the market, i.e.
mekes of guns owned

22 celiber rifles - lead the field , - most

cwned end Yest liked;

center fire rifles - &s a whole, a poor
second {(a few models
are tops in their
fields

shot cuns ) - Detter than center fire
‘ rifiles, hut still deep
in second place.

2. Consumer acceptancz eof Remington snortineg erms

relative tc cther _makes -- gecd, but Derhape a
shade below Winchester

relative to vhiat consumers think a gun sheoulld be-
, cnly fair {but still,
: genercsl abreast of com-
petition. Tast 1is, none-

~ 5.

~
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