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Model 504 Bolt-Action Rimfire - Development is cum.~:ntl.YµpQxDY!.l:Y a new bolt­
action rimfire from the Remington Arms Co. Slated::'lffil~fWfah¥I*im®Hn the cm1ent 
pricing gap between the Mid Priced ru1d High Priced bolt:m~~~Ql?.c.. r~µ@tre·s:·the Model 504 
is designed and positioned as a premier platform. CapitaH::d~~~::&h Remington's core 
competency in building exceptional performance fgi,;,Jhe relafiy~'':i.irice paid in bolt­
action rifles, the Model 504 will boast many of the s'~ti,~i:if~-?~l-¥."C:S f8i#id on higher priced 
platforms. The Model 504 will initially be offere4,jp .22f)on~!,!BJ.~~, with .22 Magnum 
and .17 Homady Mai.,inum Rimfire offerings to:~llow in 2005'/'''Key product features 
are: ::'. :~:~:~:~:~:~:~:~:~:~:~:: ::·'.·,, 

• All steel receiver with rear lock up, be44gd by two dt@down screws 
• 20" button rifled barrel (.22LR featur$M~~R:::rif\ing) 
• Product specific fire control, fully adjusfabl'~!'~w:w\i.n§mith 
• Dual extractors ,,,,,:::::::::::::;:::::::'f:ff:f§){@j' 
• Satin finish walnut stock withd~~©.l\i:,,gf~de grip cap medallion and laser cut 

checkering ::.... ' '<:::rrn:r+:::::: ... 
• Platform is expandable up to t.~~!(221J<erillhgt6h Fireball centerfire cartridge, but 

will require a longer receiv~f@:sirnjf~f'·to c.~nJerfire short action vs. long action 
:/t:~~?' "SSS \"SS," 

principle). ·''''·'·'·''''''''''··· +rn:rnr .,J]i 
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Mohawk 22 Bolt A~fii!it!J.fififire Rifle - 2002 Point of Sale data at Wal Mai1 alone 
show over 36M units8'.f$99.:r~tail bolt-action rimfire rifles sold. Of that figure, nearly 
one third of the i@.l.~$:)'.y~re y6'iif.M'~hed products. An additional 30M units 'vere sold at a 
retail price point b~WV~~rj!::$+ffi:P.and $200. The challenge for Remington has been, and is 
likely to cont..inµ~J9:::Q~t$~::#~~~ility to manufacture a product that can be sold at 
wholesale 1o:!mfWi$G&$T5'bretail price point. Remington needs to pursue a low-cost, 
no-frills bol't:X&Ud.~'dmfire rifle that can be marketed under the Remington brand or co­
branded wjt]1Jg~,J{&ffittig~~ti brand (i.e. Mohawk by Remington). With the strength of 
the Ren~m~i:t&i:b,~~~4,~. au annual volmne of 15M - 20M units is easily attainable. 
Althotfglfthis prodtt4~ih.vill be a "no-frills" product, a prerequisite for consideration must 
be thafdj.e product fm~tions reliably. There are many sources of a low-cost product 
that thd~~gllJJ1ey ar~::W,k-cost, they are not "junk." This is paramount to any product 
bearing ih~:!J~,#:mmi:tklh brand. The product should be a two tier platform with a $129 
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