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Subject to Protective 

"·->~=~:::::~:\~~:~t~~~~~nt~~;::::.. }~:~:~:?= 
• Remi·noton ····::::,:::::\:::::\:i:f:::' .!'>. .. ......... , ..... , ........ .. 

Since the original Mody.t:ij:~~•:•~#ajµgrci°tfih~s had a number of forays into the O/U 
market including the MP.tlel.320'0~.R~,erless, Model 396 and the Model 300 Ideal. 
All of these productS:lj~ve missed't4~~: mark of large-scale customer acceptability 
because of a host of~~~~[~jppludirj:jf 

: ~~~~~itg1~(i~~:~.f ~~~~~::::•'•1•1·::::•:· 
o Poor woodto rhetaliftf>· 
o Tncorrec~!Rhcing ·<·::;::::f{'{ 
o Unacce.µt~ble .m~lfunction rate 
o Subst~Kl.f.i.nl.~~~tl1etic appeal 

• Efforts to re~liHt~~i~;:t high quality over/under shotgun in the last few years 
have beei.:fUwmpef&ttt•]#y•]several issues, including insufficient knowledge of 
customer: @kip~f'tf:t~9P:S ahd poor communication between Marketing and 
Manufacturing.':$1~9~~§§::with the Model 870 and Model 11-87 as pump action and 
autolq~~t~g!'''~hi&ib~IMF'fospectively did not transfer automatically to successful 
OIU prijij:it,~~iqg: For one, the higher expectations of fit and finish are difficult to 
obtain witlf'tft~:!:!~#fl:~§ production mentality. Attention to detail, including metal 
p9}i:~~::'~~1il~h1in'g·;''t%od to metal fit, checkering, engraving and repeatable I 00% 
~~~¢hl'bt)?@?t'!•ijpJy a few of the customer expectations of a higher priced product 
•fqf discrimin~~~g sportsmen. 

• 'l&farketing is dbinmitted to re~entering the O/U shotgun market and looks forward 
t6'':9~*~P¥~l~s·':~\ecure position with this level of customer in the years ahead. 
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