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Competitive Outlook 
'\:\~~t\~.. ,·,yss • Remington "':;:;;;:;:;;;;::::: .. :Ji} 

Since the original Model 32, Remington has had a nuli1'&~t::&f forays into the O/U 
market including the Model 3200, Peerless, fy'Jqg~l 396 ifi~!th~ Model 300 TdeaL 
All of these products have missed the mark df:t~f$~~1;;~le 2H~fomer acceptability 
because of a host of factors including: : :::,;;::::f[U' 

o Overweight product 
o Incon-ect handling/balance 
o Poor wood to metal fit 
o Incorrect Pricing , .... 
c Unacceptable malfunction rate/:':'!''!':::: w 

o Substandard aesthetic appeal ··:=:::;::::;:;.:!.'!})+::: .... 
• Efforts to re-introduce a high qu~4.t.Y.::-:9.:W~Jiwitl~f.i::~hotgun in the last few years 

have been hampered by severaji!'i~~~µ~g;·::':M21\1dlng insufficient knowledge of 
customer expectations and podf<M~tni:n:w1ication bet\veen Marketing and 
Manufacturing. Success with t}l@:iModef8'7tti,#@''Model 11-87 as pump action and 
autoloading shotguns respec,d~~ly dJ4· notJfansfer automatically to successful 
O/U production. For one, tl,1~':high~t:'Jxpeglions of fit and finish are difficult to 
obtain with the mass prod~~*:t,~R:!~~foati~M? Attention to detail, including metal 
polish and bluing, wood to 1ne't£UJ;'it£~li~~)thing, engraving and repeatable l 00~~ 
assembly are only a few.ofthe:.c.n.stb'ffi~!H~xpectations of a higher priced product 
for discriminating sport~~~~'mf':'I''!'!''t)::: .... ,. 

• Marketing is committ,~l!fo re-eni'aii.~~' the O/U shotgun market and looks fotWard 
to occupying a seq~(~m?.P.~;tion w~t:&:nhis level of customer in the years ahead. 
Remington's presenc¢ffici~t:"*':in. t6~iglobal marketplace with the likes of Beretta, 
Browning, and R\aj~I\, ":·:;:;;<::'rni.''i'·'.r· 

···~:~:~:::~:~~~~~~~~~~~~~~~~~~~~:~:~::::~:·~·., 

The largest share in tl1~:jilomestiF:dru::i,narket belongs to Browning/USRAC. Browning 
offers the popular Q(~~h li.!)~:·and Wfnchester has the Feather line of O/U shotguns. 
Together they corHi~~j?atrn$~F35% of the market, which represents about 40M units in 
annual sales. :(Jf@)::;Jf?. 

···~:::~:::::::~:::~:::::::~:::::::-:'. 

The Beretta Grdlpi!iw~:;.~~)~~i:i·:ib·~;::b;u arena includes Beretta and Franchi, enjoys more 
than 30~,'fi of domesHM~b~¥Nnrhich translates into nearly 35M units annually. 

Together Riirifii:~!'f;fr>llp~·iirowning/USRAC and Ruger control over 75% of domestic 
0 , IT r sales a11 .. 1."'1'''1'''1''ia''""i'~Kt::::::::. 

'I LI c !~:~;:::::::;:;:>:~::\·, 
... ·.<·~-: -:-: -~<·... . · ·>::~:~:~:~~~~~:~t~~~~m~: 

' :·: ~< >: :·: ~< >: :·: ~< >: ' ' 

Brown~:tjg/::::::::y:;,:.:,'f\:. 
The ~t:~:¥ning Clfo:dNs the largest selling O/U in the domestic market today at 35M 
units ~~jipally. Th~'!!~itori is available in various versions of field and target grades 
coveriil'gfa~~~rly l.QQ}$KUs. The Citori comes in 12, 20, 28 and .410 gauge, and is 
off~:,~?,,iii'1:~s;~.:#,~~1f3'0" and 32" barrels. 
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