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Brand Share- In-Line MuzzJeJoading Rifles 
Compiled market data indicates the following 
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In-Line M uzzleload,:~~1: 1J,pd u stri.1:1\i. nalysis 
Upon examining the data; 6~%ii:R9intJ@? obvious. The muzzleloading market is 
dominated by players wliifi?§~,buidWeS'~~~@f:ly almost exclusively on the manufacture and 
sale of black powder a1'1frsl@:iiifflJ~J,~9pgh Shine crossover does exist, the three key players 
in the in#line muzzlt:foadirig 'mar~t~ Thompson Center, Knight, and CV A have 
essentially divided tj~~:'%1ar~~~· int~'\iifee price point segments. Knight dominates the 
higher end, Thomp~~W Ceij~~f the mid point and CV A carries the ball in the low price 
segment. ,:ii\j)}::,:Jf(' 
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When the in-linJii~~mti?:'l;;:d~~1~~~.i~Hle market emerged, Remington enjoyed a tremendous 
boost in business fftr8l~g~i:~h\?!:introduction of the Model 700 ML series of black powder 
rifles. In l 9,?J,,,,~~£D~mB##!~ij¥fon produced and shipped over 65M units of Model 700 
ML rifles. .Wh~nlne' iff~Tffie market first erupted, the Remington Model 700ML offered 
the shooter···~rtJj~·!~@r:::1;:i]atform with an established reputation that was easy to use. 
Since thattiU:J@::t:h~·t&lt&lbg has occlmed: 

• .:I'~~:i:::::~~;;i::fi~·~remium in-line muzzleloading rifles has become saturated. 

• :m~111petitors 1mfe pursued a proactive approach to providing the market with 
d¥.'.t1tf~~1tiate,gj!pfoduct while the Remington design has remained essentially 
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