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2% 12% 14% 16% 18% 

• Shotgun adV.~m~m.g_ by major manufacturers totaled nearly 
$5.3.MMjµ 20'm!f@i!?i9f::~l.Jat, Browning/USRAC (35% of total), Beretta 
Group, j,jijfoh )pdu'd'@H~th Beretta and Benelli (32% of total), and 
Mossb.~;g~:(14~~:::~ftotal) accounted for 81%, or $4.3MM of the cumulative 
adver:d~~ffg,.~~p~11ditures. 
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• Re~ijhtgt,~;,~;<~jj~~~ditures for shotgun advertising were only 7%, ot 
$0.J98l:JNJ:9;ftl•e fotal, which represents a decrease of nearly $100,000 
from 200T::I!:C'k~n the breadth of Remington's shotgun line and the 
'f~~~''tiikil:~§t~'ft;:~~ly losing share in the shotgun market, this number is 

''''t:Ht~~¢¢pmbly low. This trend of decreased ad spending is the opposite of 
,y4af~H8,~~J.tf::i~~ taking place and is an obvious improvement opportunity for 
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