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Subject to Protective 

o Savage - While third in brand sl1'~i~~@§~y#g~ ·i·~ .a distant 
third with just over 12% of the total ifiiiti¢.: market. Also 
regarded as a low-cost, entry'!'!~¥@} brandf'~yage has not 
gained the following enjoye<J,J)Jf!NJ~~#t:<Jroffi this writer's 
perspective, those who pur91,i~~e a s~\;~g~:::~~ an entry level 
rifle seem satisfied with)!~¢,. product. ·Perhaps Savage's 
shortfall stems from bra.:!iijW~~gµ~Hon. Of all the major 
U.S. fireanns manuf<!.~Wters:<::::giy~g~:,:, spends the least 

·"·'"· 4 .......... 
amount in advertising .%BH'.1Is . 

y,.,-,.,-,y,.,-,y,',-,, 

2001 Total Print Ad Expenditures ~~l~h~i·km.~ by Key Brands 

201)1 Adv~ii11.~@f~~~ditures 

fli~~~":~~i?~~~·~iil:i{if 
Re;~ ~~10,,mi·:j:·;'/ 

-Marlin $0.50 

The chart above pa(µt~i·:·~::&lear pidiM~ of the emphasis Marlin and Ruger 
place on protecting tfi®H~i:i%~nd .. sMtte in the rim fire market through the 
support of adverti%'!P:g,9oii'if~::'::@·[~'.i:brder to successfully gain share in the 
rimfire market, R~h'ffi~i&:i:t'UJl.ust ·provide additional advertising support to 
generate impres~i.~hs on rn@::~~J~~~tming pub he. 
Listed belo\v}:~if th~>,histoi1'8al and cmrent forecast of advertising 
expenditures f&thhe g;¢hiington Model 597 Autoloading Rimfire Rifle. 
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