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During the last several years the m<11;;;:1~~~.:.,;i,~f lR.~~:~~ton' s marketin ° 
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communication dollars have been spent on brm1~i:i#dve1tising:··:::w,m1e effective efforts 
like NASCAR have been employed, the firet1r.fffi.ff!J'f§/rJess has lac/ied core product 
advertisi11g which promotes awareness a~//:i:#il:/tili~(l:J9!lJ~Umers to buy. New 
products introduced Vlrithin the last 24 months are a1scP~ij:fl:ering from a lack of 
investment grade advertising. As a resu'~~ij~:~,U~tlrrough at retail for these products 
have been less than robust. A prime exainpUFd®M@~';~~:Jlemington's new Model 597 
rimfire rifle. New products which coLtlg __ .{.l.].~9,,Jijl:U:\~~f,~!i::~fiis trap are the Model 700 
Muzzleloader and Model 11-96 Euro Tu~i1~JW~igliF·;·;·:,.,,,.,,,,, . 
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For 1998_, Remington 1m1~e:@nvest''ifPy~'re benefit advertising whiclt 
provides the consumer a compef#iffj' rea$,Q.p to p,1rchase our product. A review of 
core items indicates that this effqfil':~''s ne,~4~<l fop'fue 11 ~87, 870 Wingmaster, Model 
700 bolt action rifle, and 7400/1:i~gm·r~~~~ting;':rm~es. In addition, major advertising 
campaigns are required to launch t1foH$9i?:'i':Nmft#i rifle family, introduce the new 870 
Express 3 11;" Super Mat,'11Ul]::::~n4:Jh~, .. ~~~W'M,o/ cost synthetic versions of the model 
7400 and 7600 repeating ri-~~~~~::'}:::::::::::::::::::::·,i!!:.:.:;,; 
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Remington has util.:w;tpate prlbtions on the model 870 Express for the 
past three years. In I 9_?.7, Am&q,!.:gqg~ph action rebate was tied to the purchase of 
ReminI:,rton branded c¢,~~~tfirn an1fr\H111filon for the first time. The measured success 
of these rebates have,,k·eJiWfrji:th1tli:t:Lat best. While they provide an excellent selling 
proposition to the t®ae, th.e a"C'fifaf:#/demption rates have been disappointing. For 
19981 Remington/milt a.k@Mon rebates 011 both shotguns and centerfire rifles. 
Our resources WJ.it:'.!Jf! t¥fthmmeled toward producing higlter grade advertising 
and initiating in~~~M,~~(iJllix;lwndising for key categories. 

Our mMk~tW,f,}9,8f:P:1J1iilication focus for 1998 should be targeted on the 
following areas for Jlf~~~nx 
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• C~;~t¢:-:-{l!!:~tvre benefit campaigns for the key categories mentioned above 
Vl'.l~~.d1''d'~~~lml::::the position of perfonnance and value for Remington's 

_,,:::i!i~~lffi~,pro"dtfois. 
f!f''.Devel&pfi'~~w advertising campaigns that succ-essfully introduce new 

:H!i[ products\U&at were neglected in 1997 and are planned for 1998 
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