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Remington curreµJly<g~@i.l)t~·:'-':-ijhminant brand position in the bolt­
action centerfire!!ii!rnPf.:::):trnrkMN!f 2001 was of great significance as 
Remington pick~d··•·•wP•Mit:e~timated 6%1-8"/o brand share with the 
introduction o:f'~~e 1V!9~·ef¥lij'fifle. The Model 71 O provided Remington 
with increme1,tiFsal~~Iyblume, with demand levels exceeding Remington's 
ability to fu!J&!'!~ijpp~)!:·¥he market. Short term objectives are lo continue to 
grow Remingfott~~::~ijfu4 share through increasing capacity to fulfill more of 
the mark~t,r::~:::::9ernaifrltiJt:tModel 710's. An ongoing and longer term 
objective N't~ci{Jni'4A~,qin the integrity of Remington's reputation for quality 
bolt-action cent~fi"l~~!'iri,[tJ.~s through continuous improvement initiatives that 
provid!1,'l:}B;~ifi~u:gt$n?W1t11 distinct competitive advantages with respect to 
perceiV&W'ih~~.,~nd cost. 
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Re.w;it!~~!'l·.,~:;~~rn:tif Performance - Bolt-Action Centerfire Rifles 

-g#,fhington ~dW~tes in the segment with three distinct product families, the 
:fyt~el 710 Sp.~#,$mari, the Model 700 series and the Model Seven compact 
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